





Market For New Models 


OR the past ten years we have been living in a small 
town within a radius of 30 miles of New York City. 

The town has a population of about 3,000 and, at 
present, is served by eight appliance and radio dealers—to 
say nothing of those in adjacent towns. During those ten 
years we have bought, among other things, an electric 
range, refrigerator, water heater, water system, oil furnace, 
home freezer, washer, cleaner and radio (5) to say nothing 
of small appliances such as irons, clocks, mixer, coffee. 
makers, shaver, waffle-iron, toaster, blender, 


lamps and 
what have you. 


URING those ten years no appliance or radio dealer 

has solicited our business and no salesman has ever 
called upon us. Even those dealers from whom we bought 
appliances never came back to find out whether they were 
working all right—nor have they come back to find out 
whether we are still satisfied with the old appliance—or 
whether they could sell us a newer, better one. Maybe 
they have too much other business. Maybe they haven't 
any trained salesmen to send out. Maybe they just never 
got in the habit of hitting doorbells, of following up a first 
sale to make a second, or of understanding that a very 
good percentage of pre-war business lay in replacements. 
Maybe they’ve never thought about it at all. . 

Well, it’s about time they started thinking. 

Just because, in 1947, our figures showed that 25.4 per- 
cent of all refrigerator sales were to homes already using 
a refrigerator and that 33.8 percent of all washers sold 
went into homes where an older washer had been in use, 
does not mean that we have begun to tap the enormous 
potentiais of the replacement market. 


The figures give a 
false impression. 


The only valid gauge of the extent to 
which the appliance industry is selling the replacement 
market lies in the percentage of trade-ins accepted by 
dealers. 

In 1941, for instance, dealers took trade-ins on 22 per- 
cent of all refrigerator sales; in 1947, that figure had 
shrunk to 1.3 percent. In 1941, likewise, dealers had taken 
trades on 42 percent of all washer sales; in 1947 the figure 
had nose-dived to 6 percent. A survey just completed 
reveals that the situation for 1948 remains relatively un- 
changed—at least as far as refrigerators are concerned. 

What happened to those old washers and refrigerators 
that never went back to the dealer’s store for resale or 
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junking? We all know: they were sold or given away 
by customers to people that didn’t have them. But they are 
still in use and will eventually have to be replaced. The 
attitude of most dealers has simply been one of “I couldn’t 
be bothered,” when confronted with a trade-in problem. 
And the reasons are not hard to find, to wit: (1) appliance 
shortages made it unnecessary for dealers to sell; (2) over 
6,000,000 new customers have been added to the lines 
during and since the war; (3) normal annual pre-war 
replacements backed up when appliance production stopped 
in 1942; (4) incomes and savings were at record levels 
following war; (5) credit expansion brought still more 
customers into the market; (6) OPA ceilings on trades 
made them unprofitable dealer business during the exist- 
ence of that agency; (7) higher appliance price levels 
discouraged some potential purchasers whose old models 
continue in working order. 


LL this is evidence, of course, that the seller’s market 
is still with us to some extent. Only when the lack 
of ready customers and the pressure of competition forces 
dealers to cultivate their individual market, to sell the 
merits of the newer appliances over the old, and to be 
prepared to accept the old appliance back into their stores 
for resale, can we be said to have acually returned to a 
period of normal competition. Supply, in many lines, has 
already caught up with ready demand. It has not even 
begun to tap the potential demand. But it is this very 
potential which the dealer will have to rely upon in the 
period just ahead. It is the replacement demand—the 
demand of millions of enthusiastic users of our products 
for better design and engineering and performance. And 
these customers of years gone by will be on no waiting 
lists. They will require intelligent persuasion and in- 
formed selling to make them part with their old appliances 
in favor of the new. The time to start persuading them 
is now. 
It’s later than you think... 
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TUNE IN: Ted Malone... Every 
Morning, Monday through 
Friday... ABC Network. 
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By TOM F. BLACKBURN 


Faced with wartime shortages of fats and 
oils and the unusual demands of automatic 
washers, soap manufacturers attacked the 
age old problem of cleaning from a new an- 
gle. They came up with scmething that acts 
like soap but isn‘t—the new synthetic deter- 
gents. Here’s what they are and what they do 
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y ATER, like the earth under 
\ foot, has always been something 
taken for granted. Soap, since 
the days when the Romans first com- 
bined fats and ash hopper lye, has been 
considered a prosaic, unchanging sta- 
ple. For 2,000 years soap and water 
have been standard equipment for 
washing. 

Then humanity did two things which 
fostered a revolution in washing. They 
waged world wars which created short- 
ages of soap-making fats and oils and 
they invented the automatic washing 
machine. 

The first of these spurred on the de- 
velopment of a soap substitute. The 
second made such a substitute a neces- 
sity. It is a necessity because in three- 
fourths of the United States, 29 states 
out of 48, the water supply is hard 
water, water which contains calcium 


HARD WATER AREAS cover three fourths of the United States, us this map shows. (Water containing over 3.5 grains of calcium 
and magnesium per gallon is hard.) Because hard water reacts with ordinary soap to form scum and curds on fabrics laundered 
in automatic washers it was a major threat to the success of these appliances and made absolutely necessary some sort ofa... 


..-REVOLUTION IN SOAP 


(lime), magnesium salts and other 
minerals. Put hard water in an auto- 
matic washer, where the complete 
washing and rinsing cycle is completed 
in one tub, and it combines with 
ordinary soap to form a gray greasy 
scum which cannot drain off through 
the fabric. Repeated washings will 
turn clothes gray or yellow, make them 
harsh and stiff, and impart a sour evil 
smell, 


Housewives Blame the Washer 


The housewife who uses an auto- 
matic washer under such conditions is 
prone to feel that it is the fault of the 
machine, particularly if she lives in ex- 
tremely hard water areas where, by the 
peculiar chemistry of human psycho 
logy, water hardness has come to be 


(Continued on next page) 
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REVOLUTION IN SOAP continues 
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ngeable Action on the problem by soap Manu- 

S thy e trouble with facturers has resulted in the production 
treaks of a new type of cleaner that acts like 

g re. Some ap but is not affected by hard water. 

‘ ly ilways in Classed loosely as synthetic detergents, 
leaves a dirty ring these new cleaners stem from an orig- 

Hair washed in nal German discovery. Scientists had 

, , emerge it and known of wetting agents as far back 
ind sticky. As is 1878, but these compounds lacked 

nsation, the housewife uses a lot cleaning power. Then the German firm 
1st enough, the f H. T. Boehme brought out Gardinol, 

e( it 1 wetting agent possessing cleaning 

powers. In 1930 the product was intro- 

enough times ‘ uced in the United States by Gardinol 

eg ' { n enter pris¢ ol a 

ve r« de Nemours and Procter and 

t (y rie Gardinol, like the Vict ra 
‘ reft of today id a coconut oil bas 
t ynthetic detergent used in Tice 

1) i vy reduc n tiie 
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DISHWASHERS used in hard water areas also require some type of synthetic deter- 


gents if the glassware and china is to emerge clean and sparkling. Electra-Sol’s 
manufacturer, Economics Laboratory, Inc., recommends one heaping tablespoon 
per wash. This product is non-sudsing so as not to impede the striking force of 
water jets. Electra-Sol is one of the newer detergents 
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Synthetic Detergents... 


. . « OVERCOME water hardness without 
losing their efficiency, leave the fabric 
clean, as the photomicrograph shows. 


the lorol alcohol, and finally neutral- 
izing the sulfated alcohol to obtain the 
final sodium lorol sulfate. 

A second type of synthetic detergent 
is made with a petroleum base. Such a 
product is All, packaged by Detergents, 
Inc., and the same as Sterox, which 
was developed by Monsanto. Both 
basic types of detergents work similarly 
to soap in that they lower the surface 
tension of water and bring dirt par- 
ticles into suspension in the water. But 
they differ in that they keep the dirt 
suspended even in hard water. 

So new. are these synthetic deter- 
gents that the first federal specifica- 
tions for them were published less than 
a year ago. Probably well over 500 
different varieties of synthetic deter- 
gents are on the market today, but 
experimentation to discover new ones 
nd improve the old ones is still going 


The shortage of fats during World 
War II was responsible for the hasten- 
ing of the soap revolution. In 1939 
only 65 million pounds of synthetic 
produced. In 1947 
output attained the staggering total of 
700 million pounds. 


detergents were 


Types of Detergents 


Today’s detergents, both vegetable- 
and petroleum-oil-base types, are gen- 
erally referred to as either sudsing or 
non-sudsing and are further broken 
down into hard-working detergents or 
light detergents. 

The sudsing type is usually adver- 
tised as such. It will form suds freely 
in any type of water. Some varieties 
like Dif, Dreft, Sutho, Jentle Suds, 
Savex, and Swerl, are best suited for 
fine fabrics and dishwashing. Others 
are heavy and hard-working enough 
to do a good job with the family wash. 
Included in this latter category are 
Tide and Super Fun. 

The non-sudsing cleaners, such as 
Spin and All, are the most difficult for 
the housewife to accept. She can’t see 
any suds. Ergo, they can’t possibly 
clean. However, if these products are 
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FORM SUDS readily and easily (if 
they are the sudsing type) in hard water, 
keep the dirt particles in suspension 


used according to directions they will 
do the job. 

Some synthetics are available for 
washing hair. Shampoos include such 
names as Prell, Rayve and Drene. 
There is even a liquid tooth cleaner, 
Teel, which is a synthetic detergent. 

As far as clothes washing is con- 
cerned, synthetic detergents will prob- 
ably find their greatest acceptance in 
hard water areas. The map at the be- 
ginning of this article shows general 
areas of water hardness throughout the 
nation, but water hardness varies 
greatly from community to community 
and it behooves the automatic washer 
salesman and the housewife to know 
the water in his or her particular com- 
munity. In Scarsdale, N. Y., for ex- 
ample, the water contains about 3.5 
grains of calcium and magnesium per 
gallon, which is relatively soft. In 
White Plains, barely five miles away, 
the water contains seven grains per 
gallon, which makes it hard water. 

Almost any natural water, unless 
treated, contains some hardness, usually 
between 10 and 1800 parts of calcium 
and magnesium per million parts of 
water. Hardness is also expressed in 
grains, which can be figured by divid- 
ing the parts per million by 17.1. 





Hardness 
Hardness expressed 
Type of Water expressed in parts 
in grains _— per million 
Soft Water Less than 4 70 or less 
Slightly Hard 4to7 70 to 120 
Moderately Hard 7 to 10 120 to 170 
Hard 10 to 20 170 to 340 


Excessively Hard Above 20 Above 340 


Water is hard if it takes more than 
a cup of good ordinary soap to produce 
a two-inch head of suds in a washing 
machine. It is hard if it leaves bathtub 
rings, streaks on glassware, makes hair 
stringy and sticky, turns clothes gray 
or yellow and makes them stiff and 
smelly. 

There are four ways to treat hard 
water : 

1, The easiest way is to use more 
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oap, until enough is in solution to 
recipitate the minerals, leaving the 
alance of the soap free to do the wash- 
ng. This is expensive, however. Soap 
ills can be increased as much as $73 


. year in hard water areas. 


2. Buy or rent a water softening 
ystem, the best and most complete way 
» get rid of water hardness. (See ac- 
ompanying article. ) 

3. Use water softening chemicals in 
he water and use ordinary soap. Such 
chemical is Calgon. 

4. Use the new synthetic detergents. 


Water 


hardness reaches its most 


troublesome maximum in the north 
central and southwestern parts of the 
nation. The fortunate portions of the 
country with water hardness of from 
zero to 3.5 grains per gallon are few 
indeed. According to Better Homes 
and Gardens the average annual cost 
of soap per family member is $37 when 
the water is completely soft. With a 
water hardness of 10 grains per gallon 
this cost jumps to $59. And if hardness 
reaches the excessive figure of 50 
grains the cost of soap is $110. 
Obviously, the cost of cleanliness 
with ordinary soap in a hard water 


area is enough to make the average bill 
payer seriously consider the economic 
joys of a life of dirt. 


How Much Detergent? 


But the cost need not be so great, if 
synthetic detergents are used. Propor- 
tionately more of these must be used as 
water increases in hardness, but the in- 
creased cost no where near approaches 
that of soap. One half-cup of All or 
one envelope of Spin will take care of 
an automatic washer load in water of 
trom 0-6 grains hardness. The quanti- 
ties rise to three-quarters of a cup or 


14 envelopes, respectively, in water 
from 6 to 12 grains hardness. With 
water hardness of from 12 to 20 grains, 
13 envelopes of Spin or cup of All 
should be used. When the hardness is 
between 20 and 30 grains an automatic 
washer load requires two envelopes of 
Spin or one cup of All. More important 
than cost or the amount used, however, 
is the fact that the detergents get the 
clothes clean in hard water. They are 
the soap industry’s answer to the prob- 
lem of the automatic washer manu- 
facturers, the dealers, and the house- 
Wives. 











A PARTIAL LIST OF SYNTHETIC DETERGENTS 


Tradenames & Form 

Manufacturers 

ALL powder 
Detergents, Inc. 

CALGON powder 
Calgon, Inc. 

CALCONITE powder 
Calgon, Inc 

CARBONA SOAPLESS 

LATHER 

Carbona Products Co. 

CHAT liquid 
General Aniline & Film 

DIC-A-DOO powder 
Patent Cereals Co. 

DIF powder 
Dif Corp. 

DREFT powder 
Procter & Gamble 

ELECTRA-SOL powder 
Economics Laboratory 

FULLER ALL PURPOSE powder 

CLEANER 

Fuller Brush Co. 

GLIM liquid 
General Aniline & Film 

JENTLE SUDS powder 
Sutho Suds, Inc. 

I. C. DEGREASER liquid 
Interchemical Corp. 

OAKITE powder 
Oakite Products, Inc 

RAINDROPS powder 
Rich-Diener Co. 

SAVEX powder 
The Climalene Co. 

SCOOP crystals 
The F-R Corp. 

SOILAX powder 
Economics Laboratory 

SPIN powder 
Climalene Co. 

SUPER-FUN soap 
Essential Chemicals Co. 

SUTHO powder 
Sutho Suds, Inc. 

SWERL powder 
National Aniline Chemical 

TIDE powder 
Procter & Gamble 

TISH powder 
Tish Products Corp. 

VEL powder 
Colgate, Palmolive Peet 

ZERO liquid 


Hood Chemical Co., Inc. 





Use 


specially for automatic clothes washers 
water normalizer 
specially for dishwashers 


Lather 
Also good for 


cleans rugs and upholstery. 
does not soak through. 
laundering 


for automatic dishwashers; also serves for 
hand dishwashing, and painted surfaces 


painted surfaces; kitchen, bathroom 
fixtures 


dishes, glassware, fine laundry, painted 
surfaces 


dishes, glassware, fine laundry, painted 
surfaces 


specially made for electric dishwashers 


dishes, glassware, painted surfaces 


dishes, glassware 


dishes, glassware, fine laundry, kitchen, 
bathroom fixtures 


dissolves grease on pots, pans, greasy 
oven deposit 


dishes, glassware, fine laundry, painted 
surfaces 


dishes, glassware, fine laundry 


dishes, glassware, fine laundry, painted 
surfaces, kitchen, bathroom fixtures 
dishes, glassware, fine laundry, painted 
surfaces, kitchen, bathroom fixtures 
dishes, glassware, painted 
kitchen, bathroom fixtures 


surfaces, 


specially for automatic washers; put up 
5 envelopes to a package 


specially designed for use in automatic 
clothes washers 


dishes, glassware, fine laundry, painted 
surfaces, kitchen, bathroom fixtures 


same as above 


all purpose—including heavy cleaning 
and family laundry 

dishes, glassware, fine laundry, painted 
surfaces, kitchen and bathroom fixtures 
dishes, glassware, fine laundry, heavy 
cleaning and family laundry 

dishes, glassware, kitchen, bathroom fix- 
tures, heavy cleaning and family laundry 
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NO SOCIAL OPPROBRIUM because of “‘tattle-tale’’ gray on clothes will ever 
attach to this happy couple, hints a Permutit Co. photo advertising its automatic 


water softener. 
contains regenerating brine. 


Tank on the left holds softening material; tank on the right 
Softeners cost as little as $150, only require 


occasional refills of salt and consume little electricity. 


The Water Softener . 
A\ te satisfied washer users may 
be satisfied with good synthetic 


detergents in terms of the results 
obtained with washings: cleaner 
clothes and longer wear, but there is 
one effect of hard water that no syn- 
thetic soap in the world can cure—the 
formation of injurious scale on cooking 
utensils, in hot water heaters and in 
water pipes. 

The scale acts as insulation in pipes, 
sends heat costs soaring. 
later this mineral deposit clogs piping 
so completely that it must be replaced 
and it may result in burst pipes or coils. 
Hard water even affects the blanching 


Sooner or 


. . Soap’s Right Hand 


of food for home freezing. 
taste ol 
Strangely 


It ruins the 


vegetables, tea and coffee. 

enough, some vegetables, 
like peas and beans, are got x1 softeners 
of water. The only trouble is that they 
pick up all the minerals in the water, 
becoming hard and leathery in the 
process. 

The new synthetic detergents de- 
scribed in the accompanying article rep- 
resent a big step forward in the fight 
against hard water. Used in automatic 
washing machines they make it possible 
to get many fabrics clean in a hard 
water area. However, they are not yet 

(Continued on page 176) 
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Two Vital Factors 


ng program worked out by 
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WHENEVER IT IS CONSIDERED NECESSARY or advisabie, Butcher-Brorein 


salesmen are required to assist in the delivery of the items they sell. 


This 


Helping 


By placing responsibility where it is most 


effective, Butcher-Brorein, of Tampa, Fia., 


has found an answer to the problem of build- 


ing up a strong sales staff 


( Second, it features an allo- 
cation plan through which the sales- 
man who sells more slower turn-over 
is allotted more refrig- 
erators to sell. It is a program which 
plumps the [ 


mpany. 


merchandise, 
amount of commissions a 
salesman gets squarely into the lap of 
the himself, and this indi- 
vidual has only himself to blame should 
his add up to a disap- 
pointing amount. 


salesman 


commissions 


Maintenance Is Paramount 


“The first step in the program— 
maintenance of equipment,” says Mr. 
Mainguth, “means just that. All mem- 
bers of our sales staff are held per- 
sonally responsible for the appearance 
of our sales floors at all times. This 
means merchandise must be kept free 
from dust, dirt, smears, scratches or 


We 


inything foreign to the product. 
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have porters who dust and clean up, 
of course, but that’s not the point. Our 
aim is to make the salesman familiarize 
himself thoroughly with equipment on 
the display floor and we figure that 
every time he touches it with a dust 
cloth, he knows it better or learns 
something new about it. In other 
words, we want him to feel he has 
a personal interest and pride in it, 
just as if it were his own merchandise 
he is selling.” 

On customer satisfaction, the com- 
pany’s policy is posted on the sales- 
men’s bulletin board. It says: “Any 
product sold must be explained and 
demonstrated by the salesman to the 
fullest satisfaction of the customer and 
the company. Failure to comply with 
this regulation will result in the sales- 
man’s assuming the costs involved to 


satisfy the purchaser. This does not 
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follow-through from demonstration to installation builds confidence in the buyer 
and cements the salesman’‘s contact 


include break-downs or difficulties be- 
yond the salesman’s control. A thor- 
ough sales presentation will eliminate 
such embarrassment.” The policy fur- 
ther states that every salesman must 
regard it as part of his selling job to 
gain the customer’s favor with com- 
pany policies on contracts, delivery, 
etc., and that “the salesman shall be 
responsible for post-sale follow-ups on 
all his customers for purposes of in- 
suring satisfaction with the purchase 
and to create a favorable attitude 
toward the company for future busi- 


ness.” 
Laying It On The Line 


That’s laying it on the line, Mr. 
Mainguth feels, and it lets the salesman 
know plainly that something is ex- 
pected from him other than an alibi. 
3ut if it sounds harsh, Mr. Mainguth 
points out, any good salesman will im- 
mediately analyze and recognize this 
placement of responsibility as an effort 
to assist him in becoming the best pos- 
sible appliance salesman he can be. 
As a further assurance that the sales- 
man disciplines himself in the best 
sales methods, the company’s policy 
states that any representative of the 
firm “who employs misrepresentation 
or any other method or methods con- 
strued to be unorthodox, to secure a 
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sale, shall be held liable to the com- 
pany for expenses incurred.” 

The action in making salesmen re- 
sponsible for displays is a further move 
to inspire them in studying, learning 
and taking pride in the equipment they 
have to sell, according to Mr. Main- 
guth. The firm requires the salesmen 
to take turns at changing one fourth 
of the sales floor display and one win 
dow each week. 


Frequent Display Changes 


“We try to stress to them the idea 
that the store should change its face 
often, but should never be two-faced,” 
says Mr. Mainguth epigrammatically. 
“Before the displays are changed, the 
salesman who is to carry out the 
operation is asked which items he 
thinks it will be best to push or to 
concentrate on, and usually his sugges- 
We tell him to 
go ahead and work it out so that it is 
It is a 
rare occasion when someone else has 


tion is given an okay. 
to his own selling advantage. 


to take a hand and change or revise the 
displays thus worked out.” 

The allocation plan revolves around 
the fact that refrigerators are the easi- 
est items to sell in Tampa—just as they 
are almost everywhere else—and the 
commission on them is high. 

“The salesman who spends time try- 
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SALESMEN ARE HELD RESPONSIBLE for post-sale follow-ups in order to 


insure satisfaction and maintain good-will for future business 





the Salesman SELL 


1 


ing to ‘close’ a difhcult sale while a 
few ‘easy-to-close’ refrigerator pros- 
pects go past him to one of the store 
salesmen, is the man Butcher-Brorein 
hails most proudly,” says Mr. Main- 
guth, “because he is securing his fu- 
ture, sharpening his selling ability and 
providing adequate inventory turn-over 
to maintain satisfactory distributor- 
dealer relations.” 

The salesman, therefore, who sells 
slower turn-over merchandise is re- 
warded according to the following 
table: 

Bonus Items Bonus 

1 Home Freezer 

1 Sink 

Water Cooler 

1 51B2 Air Conditioner 

Space Heaters 

Scott Radio 

1 Console Radio 

1 Bendix Washer 

1 lroner 

1 Dryer 

Conventional Washer 

1 51Fl Air Conditioner 

1 Range 

1 Water Heater 

Combination Bendix to one 
person 5 os 

1 Table Model Radio (Five times selling 
price toward selling price of refrigerator) 

Cabinets (Dollar value times five toward 
selling price of refrigerator) 


Refrigerators 


2 
2 
2 
2 
2 ” 
2 
1 
1 
] 
1 
1 
1 
1 
] 


“The salesman may sell a refrig- 
erator at any time but the commission 
will not be his until a bonus item is 
sold,” says Mr. Mainguth in explain- 
ing the function of the allocation plan. 
‘The bonus item must be sold within 
seven days from the date of the re- 
frigerator sale or the credit will revert 
to the store. If the bonus item is sold 
first, refrigerator credits will accumu- 
late in the 
utilized.” 


salesman’s name until 

Che allocation plan has not been in 
effect long enough to provide a com- 
plete report on it, according to Mr. 
Mainguth, but preliminary results to 
date indicate that it should be highly 
successful. 


Convenience Stressed 


Butcher-Brorein is a firm long es- 
tablished in Tampa. Located at 222 
W. Lafayette St , on one tf 
main thoroughfares, it is housed in a 


well-lighted modern shop with com- 


the ¢ ity’s 


lighting and well worked out 
add to the attractiveness or! 


pleasant 


the shop. Shopping is made 1 


th a convenient arrangement ot 
seats for customers, an ice water foun 
tain for the thirsty and plenty of 
space in which customers can move 


about. End 
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VERYONE SELLS... 





. . . from truck drivers to the president, the W. L. Curtis 


plumbing organization of Studio City, Cal. is out plugging... 








ry electrica Ippliance liv n 


VITAL POINTS of automatic 1 


SS H \\ I ( orgal! tio 
of 7 tura Blvd. in Studio 
e town of Repub 
] ] t ov iow to s¢ mor 
ipplia ) ¢ ustomer Frot 
top management thru to even the truck 
drivers, everyone sells. 
Af ( back when Bill Curt 
expanded his growing plumbing orga 
ization to include electrical appliances 


he alized that 
he realized that 


home to do a 


1 workman entering a 
plumbing repair job is 
' 


a potential Saiesn 


Reasoned Bill: If 


in of the first water 


aman sees a water 


heater obviously in need replace- 
‘ " ¢ 1 ; 1 

ment or an appliance on last legs, 

here is a golden opportunity to make 

a sale that in all probability would go 

to an appliance dealer elsewhere. 


—_— Bill ( eated the 
nrm s V im a Sale 
I i Na river ce 
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are explained by Ray King, sales 


ng pipe usually has little or no 
wledge about an electric refriger- 
or home freezer. Education obvi- 


ly was a necessity. The firm insti- 
tuted its schooling policy which, in the 
form of sales meetings, takes place at 
ha woOodic 
pet lic 


ussed, new 


intervals. Firm policies are 


appliances gone over 
th the proverbial fine tooth comb and 
iles pointers emphasized. Fresh from 
i sales meeting and stimulated by Bill 
Curtis’ generous policy of a commis- 
sion on every sales promotion, plumb- 
ers, appliance service men and truck 
drivers are keenly alert for sales op- 
portunities in every home or place of 
business they contact. For the 
this policy has proved most profitable 
n making new sales. 

Twenty-five years ago, Bill Curtis 
had a tiny, one horse plumbing shop 
not very far from the present location. 
Much of his work was done from the 


firm, 


ruck he owned which was equipped 











FIRM REGULARLY HOLDS short peppy meetings to acquaint personnel with new 


developments and sales pointers 


with a set of plumber’s tools. In get- 
ting around to his list of customers, he 
developed a policy of fair play, mod- 
erate prices and a genuine guarantee 
of his work. Today, this policy is 
greatly responsible for the firm’s ex- 
panding business in electrical appli- 
ances, 


Backlog Helps 


Over a quarter century in business 
produces a huge backlog of customers 
for a firm like Curtis’. It is this back- 
log that has proved the best advertising 
medium in expanding thru new busi- 
Recommendations by old cus- 
tomers to new prospects represents the 
profitable type of good will that must 
be built and cannot be purchased. W. 
L. Curtis is and always will be a busi- 
ness building firm. 

When this organization entered elec- 
trical appliances a few years back, Bill 
Curtis realized that master plumbers 


ness. 


OCTOBER 1, 


WwW. L 


(Bill) Curtis is second from right. 


are usually not considered authorities 


about the appliance business. So he put 
out trade and fortunate 
enough to snag Ray King on one of 
them. Ray, a man of fifteen years’ 
experience in electrical appliances, took 
over the new division and today it 
ranks right up with plumbing as a 
profit producer. 

“Our price policy is conservative,” 
said Mr. King. “You won't find any 
cut rates nor do we make any sharp 
deals or trades. The Curtis policy was 
built as solidly as Gibraltar and in 
southern California it’s just as well 
known.” 

“Our experience in appliances has 
proved that our customers want and 
expect quality merchandise. The sales- 
man for a jobber handling off-brand 
merchandise books no orders for us. 
Thru the hard-to-get years of the war 
W. L. Curtis stuck to quality only and 
neither our customers nor ourselves 


feelers was 
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W. L. (BILL) CURTIS started with bright and shiny 1922 Dodge truck. Contrast 


this with the photo of modern, spacious store now doing a big business 








HOME FREEZER UNITS get a big sale in southern California 
keeps frozen foods in them to d 


several lines complete, 


ever got ‘stuck’ on an inferior brand of 
appliances.” 

In electric kitchens, Curtis holds 
with Hotpoint and at all 
complete kitchen upon dis- 
play in its segregated but prominent 
ready for a demonstration 


franchise 
times, the 


corner 1s 
operation. 

Thru its plumbing division, the firm 
has a dealership for the G-E Disposal 
and Drain-O-Matic. Electric hot wa- 
ter heaters stocked are Hotpoint and 
B&F. 


Installations No Problem 


Curtis has an edge over a dealer 
confined to the sale of electrical appli- 
installation of electric 
kitchens or electric garbage disposals, 
its own plumbing division takes over. 
“Thru having our own licensed men 
install these appliances,’ said Ray 
King, “We are able to institute and 
pass along a saving to customers on 


ances. For 


the installation 
This policy 
tion of customer 


} 
n 


in better 
for adjustment « 


service in event of 


i 


Curtis firm stocks 
emonstrate operation 


items.” 
as resulted in promo- 
s’ good will and results 


charge for the 


a recall 
yx other form of come- 


back. W. L. Curtis finds that its “We 


service all sales”’ 


sales point. The 


appreciate the 
stand-back. To 
tion, a bonafide 


happy custome 


policy is a very strong 
ir customers genuinely 

firm’s merchandise 
the Curtis organiza- 
“stand-back” means a 


r’s “‘come-back” and 


often with friends as prospective appli- 


ance customers. 


Concentrated Lines 


This firm con 
usually to a few 


fines its appliance lines 
brand names. Having 


all the brands of refrigerators, for ex- 


ample, often re 
fusion and diffic 
Curtis stocks tl 
Philco, 


Zero Freezer. 
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sults in customer con- 
ulty of decision. W. L. 
iree refrigerator lines, 


Hotpoint and Hubbard Sub- 
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MODERN W. L. CURTIS STORE is building about six times a single store width 
with display windows for appliances five times a single average window span. 











RAY KING shows his sales versatility by demonstrating a Hotpoint electric kitchen 
to a customer who wants to inspect a refrigerator freezing compartment 


Speaking of things cold, three lines 
of home freezers are offered upon dis- 
play, Ben Hur, Hotpoint and Philco. 
Chis appliance is in big demand in 
Calitornia’s San Fernando valley with 
its large ranches and W. L. Curtis 
makes a point of after this 
profitable business. 


going 


Building Is a Beacon 


The home of this combined plumb- 
ing-appliance business is a spacious 
building with a frontage about equal to 
six usual single store widths of which 


display windows take up almost the 


entire portion. Located on Ventura 
Blvd., teeming with automobile traffic 


from nearby Hollywood to the ranches 
of celebrities further west, this spacious 
display, well illuminated at night, really 
appliance sales. For 
customer viewing, the windows are set 
at a slight angle inward in order to 
minimize reflections from the street. A 


promotes new 


passing customer can easily view the 
entire line of merchandise at a single 
glance. 

floor is 
dust and 
dirt showing. Though meticulous in 
keeping the clean, this firm 
realizes that the finest of floors usually 
look customer-worn after a 
to the 


The showroom’s concrete 
finished in beige to minimize 


room 


busy day. 
Beige coloring came rescue and 
solved the problem. 

W. L. Curtis believes in light and 
lots of it. The interior is well illumin- 
ated with two store-width 
fluorescent fixtures, twelve to a row, 
of four 48-in, tubes. 

W. L. Curtis Plumbing and Appli- 
ance of Studio City is a growing oak 
that saw its beginning in an acorn of 
good business policies. Its 


rows of 


scale of 
sales is ever profitably angled upwards 
and with salesman, the 
potential possibilities for profit stretch 
into a happy future. End 


every one a 
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Vinyard’s 
effect at once. She doesn’t have to worry about 


THIS BIRMINGHAM HOUSEWIFE signs on the dotted line and Mr 
accommodation plan” goes int 


washday from now 








+ 





MRS. PAULINE SHAW, home service expert, shows the proper procedure in ironing 
a shirt as Mr. Vinyard look n. The Birmingham dealer has had a remarkable 
success in selling ironers as part of his ‘““accommodation plan 
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PROSPECTS LEARN just about all there is to know about an appliance when 
F. G. Vinyard explains it to them. And after the appliance is sold, the buyer gets 
a more complete demonstration in the home. 


Home 


F. G. Vinyard, Birmingham, 


“HERE Is alle ulv a 


1 : , . 
OL plans in existetice 


unous group 
You know 
‘em—the Five ear Plan, the 
installment plan, the Morris plan, ete. 
Well, F. G. Vinyard, aggressive Gen- 
eral Electric and Maytag dealer of 
Birmingham, Ala., has added some- 
He has instituted what he 
calls an “accommodation plan” and it’s 


thing new. 


selling plenty of washers and ironers 
for him. 

Mr. Vinyard, owner of the Maytag 
Sales & Service Co., 1726 First Ave., 
Birmingham, has been selling appli- 
ances since 1930 and has operated his 
own business since 1939, The idea for 
his “accommodation plan” is an out 
growth of the shortage in washers 
which began during the war years and 
has continued since. Through its use 
Mr. Vinyard keeps his old customers, 
gets plenty of new ones and provides 
a service which operates to the mutual 
benefit of both the customer and the 
dealer. 

‘Our ‘accommodation plan’ is exactly 
what its name implies,” he explains, 
“and is designed to give a housewife 
instant service instead of requiring het 
to wait until the washer she orders 
arrives and is installed. It works this 
way—if a housewife will place a defi- 
nite order for a washer, with a deposit 
and signed contract, we will do her 
washing for her from that time until 
the Maytag or General Electric washer 
arrives and is installed for her to use 

-at no cost whatever to her.” 


OCTOBER 1, 


Laundry 


Ala., rings up a heavy sale 


lo carry out his part of the bar 

vain after the contract has been signed, 
Mi Vinyard delivers a washing 
vachine to the buyer’s home once each 
week and the buyer is permitted to use 
either morning or 
She there- 
drudgery 
from the time the contract is signed, 
regardless of how long she must wait 
jor delivery of her washer. As Mr. 
Vinyard puts it, “All she has to do is 
make up her mind she wants to wash 
her clothes by machine instead of in 
the tub, come in and order the washer, 
then throw the tub away or forget 
about it.” 


ior halt a day, 


\iternoon as she chooses. 


iore eliminates washday 


lroner Sales Heavy 


lhe energetic Birmingham dealer 
has had remarkable success in selling 
ironers as a follow-up to his “accom- 
modation plan.” He sells ironers by 
sending one out with every washer 
purchased—just like a stamp dealer 
sending out stamps on approval—and 
the idea works fine. This “on ap- 
proval” idea is the extra added touch 
which rounds out the accommodation 
plan, according to Mr. Vinyard, and 
was instituted after a carefully worked 
out study of selling conditions in the 
Birmingham area. It is built around 
the firm’s home service expert, Mrs. 
Pauline Shaw, who goes along to see 
the customer when the delivery is 
made. 

“We never ask the customer if she 
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A TOP NOTCH STAFF of salesmen and home service personnel, shown here in 
conference with Mr. Vinyard, has made the Birmingham dealer one of the best 


known in the state. 


wants an ironer,” explains Mr. Vin- 
vard. “We just assume that she does 
ind take a chance on selling it. Ironers 
re sent out automatically with almost 
very delivery of a washer which has 
‘en purchased.” 

\s the washer installed, 
Mrs. Shaw explains the ironer which 
along. She tells the 
housewife that the two pieces of equip- 
ment naturally go together and offers 
to leave the ironer for two or three 
weeks in order that the customer may 
try it out. Usually, the customer ac- 
cepts the offer quickly, and many times 
the ironer is sold on the spot. The 
next step is a neat bit of psychological 
selling which has worked for Mrs. 
Shaw in almost every instance. 

“She tells them to go ahead and iron 
all kinds of flat work,” says Mr. Vin- 
yard, “but not to try to iron a shirt 
until she has a chance to return and 
show how it’s done. Of course, as soon 
as the housewife irons a few things, 
ahead and irons a shirt. 
Maybe it isn’t such a good job but it 
tickles the anyway, and 
Mrs. Shaw shows up again, 
about two weeks later, the user is 
practically a veteran shirt ironer and 
needs only to be straightened out on a 
few minor details of ironing. Seventy- 
five percent of the women we leave 
ironers with on this approval plan, buy 
the machines.” 

Mr. Vinyard is a firm believer in 
demonstrations in the prospect’s home. 


1S being 


was brought 


she goes 


housewife 
when 
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He keeps them on 


their toes with extra bonus offers 


Of course, demonstrations are made 
for every prospect who comes into the 
store, but if possible, Mr. Vinyard and 
his assistants work toward repeating 
the demonstration in the prospective 
customer’s own surroundings. The ex- 
perience of the firm has been, he says, 
that servicing operations can be cut in 
half if the demonstration is thorough 
‘hat’s why Mr. Vinyard makes it a 
point to send Mrs. Shaw out for a 
home demonstration after the appli- 
ance has been purchased, regardless of 
how well or how thoroughly it was 
shown in the store. 


Ads and Card Files 


The Vinyard firm obtains many of 
its prospects through the use of a sim- 
ple advertisement in the newspapers. 
The ad invites the housewife to call by 
the shop for a demonstration or to fill 
out an attached coupon and mail it in 
for a demonstration in her own home. 
3ut most of the firm’s prospects, ac- 
cording to Mr. Vinyard, come from 
a master card file of more than 10,000 
names which have 
from the shop in the past few 
This file grew to its large size because 
of the accent on service which the firm 
maintained during the war 
appliances were not available to s« 

“The service department is an im- 
portant part of our business and always 
Mr. Vinyard says. “We 
are ready to service every known make 
of washer and have been doing so for 


received service 


years. 


years when 
1 


has been,” 
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PLENTY OF ACTIVITY is evident in the Vinyard service shop. A stock of washer 
and ironer parts valued at $10,000 enables the firm to service any known make 
of washer or ironer. 


ACCOMMODATION PLAN 


of washers and ironers by providing customers with free laundry service until their machines are installed 


people all over Alabama, although we 
never advertise outside of the Birm- 
ingham area. We've simply built a 
reputation for service which is known 
everywhere. The basis of it lies first, 
in the ‘know-how’ of our service men 
and second, in the $10,000 stock of 
washer and ironer parts we 
Chat puts us in shape to do just about 
anything required in the service line.” 

The Birmingham dealer uses other 
effective methods 


carry. 


besides the news- 
papers to advertise his “accommoda- 
tion plan.” He recently went on the 
radio with a weekly program called 
“The Swap Shop”, which had Birm- 
ingham housewives crowding into the 
studios every Wednesday from 11:30 
a. m. until noon. The theme of the 
idea was that every listener brought 
along something to swap to other 
listeners for something of equal value 
—aiier going by the shop for a ticket 
to the broadcast, of course. At the end 
of 13 weeks the firm gave away a May- 
tag washer as a prize, but the prospect 
list obtained as a result of the broad- 
cast has had Mr. Vinyard’s salesmen 
busy ever since. 


Salesmen Get Bonuses 


The Vinyard 


notchers—and for 


salesmen are _ top- 
good reasons, be- 
cause Mr. Vinyard sees to it that they 
are. At present he has a standing offer 
to them of a suit of clothes valued up 
to $60 for every five Maytag Dutch 
Oven ranges sold within a period of 30 


By A. B. WINDHAM 


days. Other such ideas in bonuses are 
a spur to the sales force and help to 
keep them on their toes at all times. 
Another sales help worked out by Mr. 
Vinyard revolves around the model 
kitchen which he has set up. A sales- 
man is allowed to invite a couple of 
prospects in occasionally for a good 
meal. 

“We cook a roast and serve it to 
them while demonstrating the range,” 
says Mr. Vinyard. “Of course, before 
the meal is over, we’ve had a chance 
to demonstrate just about every kitchen 
appliance you can think of and the 
salesman is ready to sell them. We 
figure this is just about one of the best 
possible ways to help our salesmen sell 
kitchen equipment, from the results of 
our experience with the plan. 

“And speaking of salesmen, we try 
to make one of every housewife we 
sell—first,by pleasing them so that the) 
will give out with that all-important 
word-of-mouth advertising and sec 
ond, by making them a gift of a small 
appliance for sending in new customers 
to us. Both methods have worked fine 
for us and we've got a lot of salesmen 
who aren’t on the regular payroll.” 

Mr. Vinyard learned 
hard way and 
fashioned salesmanship—hard 
that is—is the best method of merchan- 
dising whether the dealer is handling 
appliances or some other kind of equip 
ment. And the personal touch helps, as 


End 


selling the 
t old- 


work, 


he believes tha 


his own example shows. 
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one roof 
YOUNGSTOWN KITCHENS are over in a corner right next to the office where planning takes place. 


Women, and to a degree, men, are men about, and the manner of making 


terrified at the idea of dickering with the purchase is along lines as casual as 


things to come, but he admits plumbers, bargaining with carpenters, getting a haircut or buying a key ring. 
that the Enid, Okla Pop. 28,081) and doing business with a lot of experts Long-Bell offers the complete ball 
Long-Bell Lumber Co. store is a guinea vhose technique is bewildering of wax. They will build you a new 
pig in a great, big world of change Chey like to trade in the usual chan house, sell you one already put up, re- 
For over the pat lazes the gigant nels, go into the kind of store they are model your old one or sell an electric 
Long-Bell Lumber ( which sprawls accustomed to, place an order for range. You can buy shower curtains or 
ill over the M le West with 111 things they can see under their noses, a coffee strainer in these environs. 
yutlets, forest mill ind every ind pay for it on a charge account The whole idea of a lumber company 
t g vit é iv follow basis being in this kind of a business is due 
Walk into the Enid branch, and you rhis is the planning that makes the to the desire to diversify. Away back 
uuld think it 1 swank house Long-Bell setup in Enid a success when R. A. Long was a boy, the 
furnishing store, the lumber yard part suying a new home or having an old story goes, he got into the hay business 
being mcea n the rea lf eve e remodeled is as easy as getting a on which he lost money and sold some 
there was a place that could be titled new dress. Nobody jumps out and says, old lumber for a profit. He was a 
" me stop home ping,” t t, boo.” There are no shaggy looking pioneer in setting up the chain idea in 


Kitchen 
Modernization 


Get out of your car at Long- 
Bell’s, Enid, Okla., and you 


can get everything under 


e-Stop 


lumber yards, realizing that it didn't 
take a ball of merchandising fire to sell 
lumber. But lumber alone is a feast or 
famine. The country is either over- 
built or feverishly catching up. It was 
natural, with mature experience, to de- 
sire to avoid the pratt fall that will 
take place once the present building 
boom is over. 

Enid, Okla., had some of the best 
merchandising talent in the Long-Bell 
chain. There was John F. Everitt, who 
was local manager, A. B. Everitt, who 
was general manager, and L. G. Ever- 
itt, who was assistant general manager. 
Here, rather than Kansas City, 

(Continued on page 168) 


it was 
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DISHWASHERS, RANGES, REFRIGERATORS and automatic washers dot 


the department with shower 


curtains as a background 
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WATER SYSTEMS, oil burning water heaters, and Coleman floor furnaces 
have their individual corner on the display floor. 
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Lepont on HAWAII 





By setting an outstanding example of intra-industry cooperation, the utilities, distributors 


and dealers of Hawaii have capitalized on the Islanders’ higher post-war incomes and 


greater acceptance of appliances and are well prepared to keep sales high in the future 


By CLOTILDE G. TAYLOR 


AWAIT is definitely part of 
the United States and its elec- 
tric problems and achievements 


different from 
vill find on Main Street of any district 


re not so those you 


n the country 

dislocations of 
period, even more than did 
Pearl 
full duration of 
time after the 


It suffered from the 
the wat 
the mainland. 
Harbor and for the 
hostilities 


surrender 


Even preceding 
until some 
of Japan, it was virtually a 
military outpost, its life and activities 


ing practically taken over by the 
army and navy. Because of its situ- 
ition it escaped some of the restric 
tions imposed on the mainland, but it 


own to endure. A 
shortage of shipping space made for 
\lthough meat and 
other mainland foodstuffs were not ra- 
tioned, they were seldom to be found 
in the markets. Naturally enough, such 
home freezers as were available were 
greatly sought after during this period. 


had plenty of its 


many scarcities. 


On the five main 
electrical 
develo; 


SOE Cases 


plants installed by 


tions to 
e 1 
lly extended 


a their 


care Ol 
ince pen 


later bDecan 


svstems have gr 


eds of their employees. 


islands, 


ing from 


separate 
wn up, in 


power 


the larger planta- 


services 


serve their own mills and the 
They gradu- 
to take 
outsiders in their vicinity and 
dent utilities. 


The 


recent tendency is for plantations and 


ranches to give up generating their 
own power in favor of larger public 
service units. 


Up to 500 New Meters a Month 


Hawaii ranks along with the Pacific 


Coast as one of those areas where 


population has greatly increased dur- 
since the war 
stationed 


ing and Many of the 


servicemen here and many 








Much in the news of late as a result of its bid for recog- 
nition as America’s 49th state, Hawaii is already native 
American in its commerce and industry — as Mrs. Taylor 
points out in this article. 

She recently returned from a trip to the Islands where 
she spent considerable time surveying and talking with 
utilities, distributors, dealers, and trade associations. The 
result is a comprehensive study of Hawaii's electrical in- 
dustry to which American dealers may well apply their 
own knowledge of the appliance world as a yardstick of 
Hawaii's progress. They will find that despite its geo- 
graphical insularity and its mingling of races, Hawaii has 
in most instances matched and in some cases exceeded the 
record of the appliance industry of mainland America. 
—The Editors 
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have 


of the wartime civilian workers 
returned and brought their 
The city of Honolulu, which includes 


families. 


the entire island of Oahu, has grown 
from 225,000 in 1939 to about 350,000 
at the present time. 

have not increased at 
rate, for the 


Domestic meters 
same 
noted 
because ot 


and the 


quite the 
Same reason as 
elsewhere in the country 


an acute housing shortage 


consequent sharp increase in_ the 


number of persons served per home 
Whereas formerly the power company 
counted on 140 meters per 1,000 popu- 
lation, this now stands at nearer 160 
1,000. For all this, 


number of domestic customers has in- 


per however, the 


and homes are now 
being hooked up at the rate ot 400 to 
500 per month. 


pletely electrified, not more than 


creased greatly 


Oahu is almost com 
s 


percent of the homes on this island 
being without electric serv ice. Domestic 
use of electricity reached an 
level of 2,100 kw-hr. per home during 
1947, 
No power shortage 
development, Like other 
(Continued on next page) 


average 


has hindered 


companies 
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BOARD OF DIRECTORS of the Appliance and Radio Dealers’ Assn. of Oahu. 
Standing (left to right): Tad lwanuma, Henry Tam, Warner Hobdy, Fred Barnett, 
Allen Smith, Ford Denslow, Richard Yamaoka. Seated: W. E. Garrison, Ralph 
Miyazono, William Nugent, Tadashi Endo. 








FF 





JOBBERS’ ASSN. Officers: Standing (left to nig 8 W. E. Garrison, Doyle Alexander, 


3. G ison Gant, Ross Gilliard. Seated: President David C. Wisdom, 
Cletus Chausee 
tes, the Ha ¢ motored portion of the boat. 
I ( uffered mate Now anchored in Hilo harbor, it sup- 
transformers and lements the hydroelectric and steam 
t ind for a short time lant n this largest island of the 
more than 1,000 customers on a oup. This company is now planning 
t rate ba because of lack of tet ns to carry power to both the 
lation now about rthern and southern tips of Hawaii. 
er. Oahu generation e Hilo Electric Co. is the main 
mught from the Lin | m the land and also acts as 
t een increased by t tor for two leading lines of 
t ¢ unit at W 
osts of fuel The Haw in Electric Co., serving 
t et been u | the ma land of Oahu, 
e in re merchandising 
lso serves as distributor for two 
] ¢ ( | Nolan, vice presi- 
romotion inager of the 
H | ( expre the philosophy 
Big Isla H ft policy by saying that he 
ts own method of | ng po wlieves the utility’s leadership is 
hortages. When a Liberty ship, the needed in promotion work—and that 
Fort Dearborn, broke in half at sea, the best way to get money to pay for 
the power company purchased the sur- such promotion is through the profits 
PAGE 48 





Report ot HAWALL continues 


made by selling. The Hawaiian Elec- 
tric now does about eight percent of 
the retail selling on Oahu. 

There are fourteen distributors with 
headquarters in Honolulu—and the 
greater number of these also engage 


in retail selling. Reason for this is 
undoubtedly the necessity of meeting 


quotas set by the manufacturers. There 
is as enterprising a group of dealers 
serving Oahu as could be found any- 
where, but the territorial limitations 
and lack of diversity in the area serve 
sometimes to make quotas a bit hard to 
top, with the result that wholesalers 
find themselves taking a hand in mak- 
ing their products move. The situation 
has its difficulties, but on the whole 
seems to work without too much 
friction. 


Advisory Service Helps Harmony 


One of the chief reasons for the 
general good feeling which prevails is 
the recently formed Electrical Devel- 
opment Advisory Service. This was an 
idea of Mr. Nolan’s, started in October 
of 1946 with the financial support of 
the power company for the purpose 
of furthering the interests of the in- 
dustry as a whole. L. W. Clifford was 
the original director in charge of its 
activities, succeeded in the fall of last 
year by W. E. Garrison. Assistant 
to Mr. Garrison is Miss Lillian Abbott, 
who serves also as editor of “Hanapu 
Kakou” (meaning “Let Us All Work 
Together”), a monthly dealer publi- 
cation issued by the Service which has 
been dealer information 
January of 1947, 
First emphasis of the 


dispensing 
since 
Development 
Advisory Service was placed on bring- 
ing people together and making them 


better acquainted. Electrical  dis- 
tributors, many of whom had until 
then been strangers to one another, 
were introduced through the Service 


and 


oi their 


promptly formed an organization 
own. This had led to discus- 
common problems and to nu- 
merous plans joint promotional 
ork. Latest of these was the six-day 
Electrical Show recently held in Hono 
lulu as an adjunct to the “49th State 
Fair.” For the first time in any such 
event, every distributor on the island 
participated, including two who are not 
official members of the Association. 
Dealers soon followed suit with an 
organization of their own. Membership 
now stands at 60 out of the possible 
190 might be eligible. These 
bodies function as independent organi- 
making use of the facilities 
Electrical Development 
Service. Each has adopted 
for merchan- 
based on the 
principles enunciated by the Better 
Business Mr. Garrison has 
been elected secretary of both organi- 
zations and his office serves as center 
for their activities. He served as co- 
ordinator for the Electric Show. 
One of the greatest needs on the 
Islands as elsewhere is for sales per- 
sonnel, and the Service has been carry- 


sion ot! 
for 


who 


zations, 
offered by the 
\dvisory 
ethics 


milar codes of 


dising and advertising, 


Jureau. 


OCTOBER 1, 


ing out a series of basic sales training 
courses. The first of these, for dealers 
and distributor personnel of the Easy 
Appliance and Pacific Co., has already 
been completed. A second class for 
Hotpoint personnel and dealers is now 
under way, and a third is promised fo: 
Westinghouse and Frigidaire person 
nel. A class will also be available for 
those not falling into any of thes 
scheduled groups. With the assistanc« 
of the Home Service department oi 
the power company, a series of cooking 
classes for dealers of the various dis- 
tributors and their salesmen were held, 
featuring the particular range mer- 
chandised by the group in each case. 

In the near future a promotional 
program for home freezer equipment 
is planned, with training groups for 
sales personnel, and classes for the 
public. When a local group plans a 
promotion, the Development Advisory 
Service will cooperate in helping to 
carry it out. Such a local show oi 
home freezers was staged by the local 
dealers of the Wahiawa district in June 
of this year. 


Garrison's Procedure 


The advisory functions of the Serv- 
ice are in continuous operation. Mr. 
Garrison plans personal calls on indi 
vidual dealers of the Island to talk ove: 
their personal problems, to help them 
plan their stores, better their window 
displays and their advertising, and or- 
ganize their sales forces. Preprints o1 
the power company’s promotional ad- 
vertising will be made available for 
dealers so that they may tie-in their 
own program and use these ads it 
desired in their stores. The facilities 
of the HECO’s home service depart 
ment are called to the attention of 
dealers, including recipe service, bak 
ing problems, telephone advice an< 
Cards are furnished deal- 
leave with customers at the 
time a home freezer or range is sold 
and which may be mailed in to the 
utility’s home service department, 
asking for a home call for explanatio1 
and demonstration of the equipment. 

“Use value” classes conducted by the 
service department are to be 
continued for various distributor 
dealer groups, covering ranges, irone1 
and washers. Temporarily this pro 
gram has been suspended because thx 
auditorium facilities of the department 
are undergoing remodelling. Assist 
ance in putting on demonstration meet- 
ings for prospective customers is of- 
fered to dealers who have been operat- 
ing kitchens in their stores—an oppor- 
tunity wrich serves as an encourage- 
ment to dealers to install such kitchens. 
When kitchen cabinets are generally 
available, kitchen planning classes are 
to be organized, 

Particular attention and effort is 
directed toward increasing the mem- 
bership in the Appliance and Radio 
Dealers Association of Oahu. Similar 
cooperation is to be given to the Ha- 
waii Electrical Contractors’ Associa- 
tion, of which Mr. Garrison was 


home calls. 
ers to 


home 
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elected secretary in May of this year. 

Everyone is familiar with the fact 
that Hawaii is a racial melting pot, 
where the intermingling of minority 
groups has been handled more success- 
fully perhaps than anywhere else 
within our boundaries. Before the war, 
the largest element by far was of Japa- 
nese origin, with substantial groups of 
Chinese, Koreans and Filipinos, as 
well as the native Polynesians. Recent 
population increases have been mostly 
in the white or, (as it is known locally ) 
“haole” group, with the result that to- 
day about one-third of the population 
are haoles, one-third of Japanese 
origin, and one-third belonging to all 
other groups. 

It need not be thought that the 
Oriental admixture in any way tends 
to bring down either the average pur- 
chasing power or the interest in elec- 
trical living. The rise in the economic 
level of the population as a whole, has 
paralleled or exceeded that on the 
West Coast. Wages have gone up and 
employment opportunities have in- 
creased, with the result that a house- 
hold which before the war may have 
had one wage earner bringing in from 
$100 to $150, now may have from five 
to six, each earning as much as $200 
to $250. Pride in ownership of modern 
equipment is an important factor in 
making sales, but with the entire 
household working during the day, 
convenience and time saving are also 
potent arguments. The younger gen- 
eration, of whatever ancestry, is very 
modern and very American. They may 
initiate the purchase, but the old folks 
like the shiny new equipment as well. 
Many of the plantation homes are 
modest in appearance, but excellent 
potential customers for kitchen time- 
savers of all kinds. The kitchen is 
usually the first room in the house to 
be modernized, followed later by pur- 
chase of furniture and lamps for the 
living room—and then the rest of the 
house. 


Different Races, Same Problems 


some of the most enterprising among 
them being Japanese-Americans, Chi- 
nese, or Koreans. These dealers think 
along the same lines as the dealers in 
any American community. They are 
concerned about margins, terms, trade- 
ins, inventories and possible trouble 
when manufacturers begin to issue new 
models at frequent intervals. Their 
stores are most of them well-designed 
and attractive; they advertise in news- 
papers and over the radio; they employ 
outside salesmen and train them how 
to get sales. In fact, there is rather 
more outside selling being done in 
Honolulu today than in many parts of 
the mainland and the only reason there 
is not more done is the acute shortage 
of salesmen. 

The typical pattern is for most ap- 
pliaricé sélling to be done by independ- 
ent electrical stores, less by depart- 
ment stores and combinations where 
other merchandise predominates. 


ELECTRICAL 
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There are some music-appliance stores, 
but definitely fewer electric shops fea- 
turing records. This is due partly to 
the time lag in deliveries, which adds 
a particular hazard to this business on 
the Islands. Hits often cease to be 
in demand before the records are de- 
livered to the dealer. Many dealers 
started in as radio service workers, 
some as free lance salesmen. 

Service on appliances is for the most 
part handled by the distributors, al- 
though a few dealers find it advisable 
to maintain their own departments, in 
order to secure the good will which 
comes from prompt care and to reap 
the possible harvest of later sales from 
these contacts. Several of the major 
lines have succeeded in enforcing the 
requirement that their products be 
handled “exclusively,” so that there are 
fewer stores with a choice of brands. 
There is some rebellion against this 
policy, however. One dealer operates 
twin stores separately incorporated to 
evade the requirement. 


Much Installment Buying 


Terms have been something of a 
problem because of a differing policy 
on down payments, but this seems in 
a fair way to be ironed out. Regulation 
W did not apply on the Islands, but 
during the early post-war period the 
scarcity of appliances and abundance 
of funds led to the general adoption 
of large down payments and _ short 
terms, very much as on the regulated 
mainland. Now most 
terms. “How much a month?” seems 
an even more important question than 
the total sales price in the mind of the 
purchaser, encourage 
time payments in order to bring the 
customer back to the store 


selling is on 


while dealers 


It might be supposed that the vari- 
ous racial groups would tend to deal 


only with their own kind, but in Ha- 
waii this is not the case. Chinese sales- 
men sell haoles, Japanese sell Chinese, 
haoles sell ( rientals, and sO on 
through the whole range of combina 
tions, depending only on the individ- 
ual’s enterprise and abilities. In short, 
the whole racial situation, except tor 
its genuine interest as a_ successtul 





experiment in democracy, can well be 
forgotten 
Of Cc 


its own 


Hawaii as a market has 
With its year- 
round equable climate and open houses 
(many of them have no glass in their 
) little 
tunity to sell heaters. Air conditioning 
has grown to be an important item 
commercially (this business quad- 
rupled during the past year), but little 
is done with it in the home. Refriger- 
ation has always had a high acceptance 
here—and a good market is expected 
for home freezers. Electric cooking is 
spreading rapidly. An excellent job 
has been done in selling modestly 
priced ironers. One make claims a 
higher sales record per capita on the 
Islands than in any area on the main- 
land. Automatic washers are expected 
to do well. Some time in the past the 


urse, 


specialties. 


windows), there is but oppor- 
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DISTRIBUTOR-DEALER classes in electric cookery were held under the sponsorship 
of the Electrical Development Advisory Service, with the cooperation of the home 


service department of the power company. 


the group was featured in each case. 





ANOTHER COOKERY CLASS shows the emphasis put on appliances. 


The particular range merchandised by 





Home- 


owners who want maids can seldom get them without promising that they will 


be provided with electrical equipment. 


spinner tvpe of washer was sold ef 
fectively in this territory, with the 
result that it is now outstanding in 
eh a a Soe o 
Opularity everywhere on the islands 
ind makes stiff competition for stand 


ard washers of the wringer type. 

Some of the old-time ways are gone. 
Island’ tradi 
every visitor 


Chere was a time when 
tions ol hospitality made 
to the home a guest and effectively 
prevented door-to-door selling, but now 
there is considerable cold canvass work 
done, with excellent results. The for 


mer low-pay, Oriental-born cook who 


could not learn new ways is gone, 
too. Those who want servants must 
now promise them electrical appli- 
ances, or they will not come. Most 


maids live out, work part-time, and 
have their own modern kitchens at 
home. The majority of modest homes, 
here as elsewhere, get along without 
maids and depend upon electrical helps. 


In shi [ exce ¢ 
history and backg: t 
fection of scenery ( Ha 1 
s no different your to i 
ine. Onivy t those oO ve ot be 
there does it appear ve fa 
Modern air service has brought 
within nine hours of tl mainl 
The inter-island airlines, run on regu 
lar and frequent schedules like buses, 
have brought the various islands 
within an hour’s run of one another. 
It seems strange that there are Amer- 


icans who still put foreign postage on 
their letters when writing to Honolulu. 

The Islands want statehood. They 
rank high among the states in the pay- 
ment of federal taxes; they have a 
population greater than that of many 
states now in the Union; they need 
representation in Congress to protect 
their interest. Before long they may 
really become our “49th State.” End 
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CAN BE DISPLAYED right along with jewelry or larger appli- 
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nstrated by this Tampa housewife who 


features of the set 
elling began back in 
1932 el thie Hlayvman brothers 
unched a ill business “with a 
n watches and a license.” Judicious 
use of credit was a factor in the firm’s 
business from the beginning and re- 
tins as the greatest single factor in 
the sale of radios, jewelry, appliances 
ind sidelines handled by the firm today, 
iccording to W. G. Hayman, company 


ident. 


Down Payments Popular 


When we started business at the 
ttom of the depression,’ Mr. Hay- 
in recalls, “very small down pay- 

ment were popular because nobody 
id 1 uch money We sold our jew- 
elrv on a dollar-down and a dollar-a 

‘ aA but all the time we worked 

to make new customers and to keep 
¢ ) mes on the books In 1945, SO 
uN istomers requested us 

ectri pliances to our busi 
é t ght be a good move, 
nt to thea ypliance business 

) ea t the time vas toa 


rathet 





HOWARD GROVES, MANAGER OF THE appliance department, 


shows how easy it is to combine the sale of jewelry with major 


appliances 


Many a range has been bought by customers like 


this one who began by buying a watch. 


Big Business 


{ro 


Little Radios 


i good 


line of franchised merchandise, 
become regular dealers.” 
thousand 


had a 


than to I 


But with several paid-up 


first class 


It is from 


iccounts, 
list of prospective buyers. 
this list that the firm today 
most of its appliances. According to 
Howard Groves, appliance department 
nanager, the firm selling sec- 
generation customers or, he 
“Little boys who used to 
money for their mother’s 
payments, are now our best customers. 
\ check of the last 50 appliances sold, 
shows that 41 of them went to second 


Hayman’s 


vast sells 


is now 
ond as 
explains it, 
in the 


br ing 


wr third time buyers.” 
Simple Secret 


The 
plan is a 


bed 


run as follows: 


radio merchandising 

one. It might 
steps which 
(1) Handle a top brand 
of radio; (2) Make credit terms 
ittractive as possible and design them 
to appeal to almost ever ybody—low 
salaried buyers, particularly; (3) Util- 
ize every possible tie-in in advertising 


Hayman 
simple be 


deseri series of 


as a 


as 


ind promotion. 


OCTOBER 1, 


1948—ELECTRICAL 


To carry out this policy, Hayman’s 


handles General Electric radios ex- 
clusively in a price range of $19 to 
$65. Larger sets may be obtained for 


of course, 
but the firm specializes in the smaller 
models. According to Mr. Groves, 
these small sets are purchased in car- 
load lots, in as wide a variety of type 
and model as possible. Small sets can 
be displayed attractively in either the 
jewelry department of the store or in 
the appliance department. 


customers who desire them, 


Credit Arrangements Paramount 


A wide open credit policy is the real 
key to the firm’s big sales volume in 
small radios. credit arrange- 
ments are the main selling factor of the 
firm, the best possible proposition 
which will appeal to the buying public 
is used in the company’s advertising 
and direct mail ads. This means that 
Hayman’s standing offers is a 
radio at 95 cents down and a dollar a 
week. Customers who come in to make 
weekly payments on jewelry and other 
constantly offered the 


Since 


one of 


purchases are 


MERCHANDIS!"G 









































ayman’s 
lios ecxX- 

$19 to 
ined for 
f course, 
smaller 
Groves, 
1 in car- 
r of type 
sets can 
ither the 
re or in 


jount 


; the real 
olume in 
arrange- 
tor of the 
oposition 
ng public 
lvertising 
eans that 
ffers is a 
. dollar a 
1 to make 
and other 
fered the 


DISIMNG 











THE APPLIANCE DEPARTMENT of Hayman’s features major appliances only but 
the store owners figure the jewelry business is a natural tie-up with it 


The 


Hayman Jewelry Co., of 


Tampa, Fla., isn’t worried about 


the radio market. 


Wise credit 


arrangements and up-to-the- 


minute promotions keep this firm 


high among the city’s leaders 


opportunity to buy a small radio and to 
idd it to the account. With the exten- 
sion of credit on such a long range 


a dollar a week more added to an 


account works little hardship, and the 


1 
i 


appeal to the buyer is strong and effec- 
tive. On the dealer’s part, the resultant 
volume of sales permits such extension 
credit. 
to the list price of the radio are made 
according to Mr. 


of easy No additional charges 


ind, Groves, the 
effectiveness of the plan is proved by 
the enormous response from the buying 
public. 

The credit is ex- 
tended by the firm to larger appliances 


judicious use of 


1 
alsO, 


rhe established purchase policy 
on such equipment is 20 percent down 
and 12 months to pay the balance, but 
this credit policy is a flexible one and 
exceptions are made by the firm to fit 
In fact, Mr. 
Groves points out, a customer who has 


been on the firm’s books for 10 or 15 


the needs of the buyer. 


years, may work out almost any kind 


of reasonable credit arrangement he 
desires 


or in the 


ELECTRICAL MERCHANDISING—OCTOBER 1, 


radios is the firm's 


kinds of 


For example, the com- 


Hayman sales of 
utilization of all 
and 
pany’s newspaper advertising has made 
almost all of 


promotions 
tie-ins. 


Tampa conscious of Gen- 


eral Electric's “Wake up to music” 
clock-radio set. When a motion pic- 
ture on this theme was shown at a 


local theater, Hayman’s worked out a 
tie-in by which the firm advertised the 
movie and the advertised the 
“Wake up to music” idea. A trailer 
shown in connection with the picture 


movie 


interior of the store, its 
officials and its in return, the 


firm gave two complimentary tickets 


showed the 


war;res ; 


to every buyer of a radio, regardless 
of price or credit arrangements. Other 
this line are used 


tie-ins along con- 


stantly by the firm. 
Jewelry Ties In Perfectly 


business 


itself is a 
perfect tie-in with selling appliances,” 


Mr. Hayman “We 
come to regard our entire business as 


“The jewelry 
have 


declares. 


one designed to supply the needs of the 


home with everything leading up to 
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A SMALL RADIO ON EVERY counter in the jewelry department—that’s one way 
the Hayman Jewelry Co., has attracted and held the interest of its customers 








THESE ENTERPRISING PARTNERS who own and operate 


Co. have made it easy 
ments. 


one major objective. For instance, a 
young man comes in to buy a compact 
for his girl friend. When the court- 
ship progresses further and he is ready 
to get married, he buys his rings here. 
What more natural than that after mar- 
riage he should buy his appliances and 
household equipment from us? It is 
this emphasis on serving the buyer, 
from youth to old age, which has given 
us our long record of satisfied cus- 
tomers, attested to by the fact that we 
have 14,000 paid-up accounts on our 


Te -ords.’ 
Repairs Done Outside 


Because it specializes in small radios, 
Havman’s does not maintain a service 


‘pair department, nor does it 


and rej 


stock parts for 
available in quantity 
where. In the case of major appliances, 


them since these are 


almost every- 
however, any and all service problems 
are handled immediately through an 
outside service 
contract 


repair and shop, on 
cost tor the 


entire 


basis, and at 


buver. The firm handles the 


Hotpoint line in the major appliance 











the Hayman Jewelry 


for customers to purchase on long term credit arrange 
Left to right: S. L. Hayman, W. E. Taylor, and W. G. Hayman, president. 


fiekl and dl eS most ot 


the floor of the 


its selling from 
store. Considerable 
is planned by Hayman’s for 
future and the addition of 
outside 


expansion 
the near 
several salesmen is contem- 
plated. The store’s present location, at 
215 East Cass St., is on one of Tampa’s 


busiest downtown corners. 
Groves’ Methods 


Howard Groves, manager of the 


appliance department, is a veteran of 


18 years’ experience in the appliance 


business. Mr. Groves knows all the 


angles of credit merchandising and is 
peculiarly fitted to carry out the Hay- 
credit 
philosophy is to sell the firm name as 


man policy ot selling His 


well as the equipment it handles and 


he works to obtain word-of-mouth ad 


vertising from his buvers, which he 


considers the best form of 


promotion. 


He believes with Mr. Hayman that 


small radios can be turned into big 
business provided they are promoted 
right, sold right and above all, utilized 
as a le ider iten by i caretully worked 
out plan of credit selling. End 
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NO QUESTION about the line of refrigerators and freezers carried at Arizona Appliance Mart, Phoenix 
Duplicate of the Crosley Shelvador door provides the main entrance to the store where Ed Cosgrove is 


manager. This novel touch has 


f appeal 


Selling Small Freezers 


To The City Market 


NELLING to the cit 
N , TT 
1 4 ' 
irea 
‘ save 
erlool eocrs 
apart t t ill city 
ome with no g nd a very 
ull kitches ut I This is 
ylus market for the appliance dealer, 
ie believes, and any dealer who gives 
t the right approach has a chance of 
veloping a profitable volume in the 
iles of freezers of the 6 cu. ft. and 
maller sizes 
Fundamental in this approach to the 


freezer market is the idea of 


11 


un-selling the city dweller on much of 
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that she 
been subjected to lor years, Says 
sgrove He feels that the 


on Sav 


larger freezer promotion 
great en 


nes in food costs throug] 
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Sell Convenience and Luxury 


But, becau 
not responded to the regular promotion, 
he says, why overlook them? Why not 
small freezer 
can do for their particular way of 
living, and build a sales story based 


se the city peopie have 


analyze what a home 


on these people's needs and desires 
From his own analysis of the market, 
Cosgrove has found that he can sell 
small home freezers to the people in 
Phoenix on the basis of convenience 
and luxury. 

“Let’s look at the way these people 


live The city 


tavies OT prepares a 








DELICACIES are used on the sales floor to interest Phoenix 
women in the line of small freezers carried by Ed Cosgrove, left 


He offers this customer frozen sweet cherries. 


The 


says Ed Cosgrove of Phoenix, Ariz. 


right approach will 


interest city 


families in owning small home freezers, 


He 


emphasizes convenience and luxury, uses 


frozen delicacies as store come-on 


people entertain as 


yiten or maybe more often than most 
imilies. And, particularly here in the 
Southwest, where we feature an in- 
ial and casual way of living, the 
inexpected guest is always expected. 
ople here like to take the arrival 
guests in their stride. And I can 
yw them that they can do it when 
they have a freezer adequately stocked 
t 4 variety of frozen foods. Not 
mly is the food on hand, but it is pre- 
ed for cooking. It makes an im- 


sion on the city woman when you 


ow her that she doesn’t have to 

use herself from her guests for an 
our or more while she cleans vege- 
casserole. You 
ow her that she can take a minute to 
ut the frozen vegetables into water, 
e frozen meat into the broiler, the 
rozen biscuits into the oven, and let 
some frozen hors d’oeuvres thaw out to 
serve with the cocktail her husband 
has been preparing. That story appeals 
to the city family, it can and does sell 
them on the idea of having a small 
freezer in their home. No economy 
factor has been presented, and it does 
not necessarily enter the picture. In 
this case, the small home freezer ap- 
peals because of its convenience, as an 
aid and assistance to the family’s social 
life. 


In developing a market for the 


OCTOBER 1, 


small home freezer, I don’t think we 
should overlook the habits of the city 
I fee] that we can classify them 
they have jobs, 
have children or the y have leisure 
these types, 
freezer sales story. 


wives. 
as three types or they 
And 


for any of there is a 


Godsend for Working Wives 


“The value of the home freezer to 
the working wife is so obvious that it 
ilmost sells itself. Talk to the woman 
after she has spent eight hours in an of 
fice, store or factory and is expected to 
produce as fine a dinner for her family 
as if she had had all afternon to toy 
with it. You her that the 
small home freezer, inexpensive to pur- 


| 
can show 


chase and cheap to maintain, can re- 
lieve her of that headache she gets so 
often when the end of the working day 
means a dash to the store for hurry-up 
shopping and then a rush in the kitchen 
trying to create a food masterpiece 
when she would much rather lie down 
and rest. You can make the home 
freezer appeal on the basis of once-a- 
week shopping, last-minute but full- 
course dinners, the chance to relax 
after work and before eating. You 
won't preach the savings in food costs, 
or recommend that she take her free 
evenings to prepare and freeze pro- 
duce. You’re not recommending that 
(Continued on page 182) 
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How to Get 


PUBLICITY 


Here’s a checklist of 20 methods to 


get your company some free advertis- 


ing in your local newspapers 


By DON VALENTINE 


aa HERE is no magic formula for 

publicity. It’s just a matter of 

plain common sense and a little 
extra effort. An electrical dealer can 
gain hundreds of dollars worth of 
free publicity in the news columns of 
the local newspapers each year, and 
all he need know is the meaning of the 
word publicity. 

Here’s a definition: 

When the operator of a retail elec- 
trical appliance establishment gets his 
name, his firm’s name or the names of 
any of his employees in the news col- 
umns of the newspapers, it’s free ad- 
vertising for him. 

To the newspaper editors who print 
the items, the 

Put them both together—free ad- 
vertising and and you 
a fairly good definition of the 
publicity. 

To cash in on this free 


lames are news. 
news have 
word 


advertising 
—or publicity—all a dealer must do 
is to take 


break which comes 


advantage of each 
1 
I 


news 


lis way during the 
. : ] 
r an electrical 


publicity. I realize how val 
] 


, j ; 
cal appliance business. But 
merchant, not a newspaperma 

n I know what is news and 

: 
n't? How 1 I know what the news 
= . : 
papers will print and what they 
, 

wont 

” ’ + , ‘ + ” + 

] g g to answe ese questions 
in this article. 

) ae” a w 

Because | ve been asked about deale: 


publicity Dy many operators of elec 


trical stores and because I’ve been a 


working newspaperman for the past 
decade, I’ve 
checklist 
tried and true methods to gain local 


newspaper publicity: 


the following 
several 


prepared 


outlining concrete, 


1. New 
heads. 


employes or department 


When you add a new employee to 
the payroll or promote an old worker, 
it’s usually worth a paragraph or two 
in the local newspapers. The best way 
to work this is to type out a brief 
history of the new or promoted worker 
—position in firm, where from, past 
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electrical experience, education, spe- 
cial training, war record, if any—and 
send this information to the news- 
papers. True, these items will be 
short—at most only a few paragraphs 
—but the name of your firm will be 
mentioned and the new employee will 
be officially introduced to the com- 
munity. 


2. Social functions of the firm. 


Do you have an annual banquet or 
dinner dance for your employees—or 
a company picnic each summer? If 
you do—and it’s a good morale policy 
to do functions are 
worth club page or 
in the Remember, 
publicity on the society page is just 
as valuable—if not more so—as men- 
tion in other parts of the paper. The 
main secret about a well-rounded pub- 
licity program is to keep a continual 
: 


Darrage oO! 


S( cial 
mention on the 


so—these 


Sé ciety section. 


items in the 


newsworthy 
news columns of the newspapers. 


3. Special awards for sales or pro- 
duction. 


Many electrical ipphiance dealers 


mean a few valuable publicity para 
raphs for the firm, and will give the 


er. 


to the winr 


prize added importance 


any factory 


4. Leaving for state or national con- 
ventions. 


Next time you or any of your ex 
ecutives leave town to attend a na 
tional or state electrical appliance 
dealer convention, phone the news to 
the papers. It will mean a paragraph 
in the personals or business section. 
They all add up! 


5. Building, moving or remodeling. 


When you build a new building, an 
addition to your old one or re- 
model your present establishment, it’s 
worth a news story. Be certain the 
local newspapers have all the facts— 
along with a couple of good pictures 
of the new quarters. 
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YOU CAN CATCH this man’s eye in any number of ways, if you know publicity 


6. New equipment. 


Next time you install any new equip 


ent or receive new models, whip up 
few tacts about the new importations 
and send them to the newspapers. It 
rood idea to follow the publicity 
eleases trom the companies in_ the 
of new models. Howeve 
( r« I am talkin S a working 
spaperman—lI should not lepe 
1 them entirely. Localize the releas« 
| jority lewspape will 
its n the ta \ 


7. Unusual innovations in your estab- 
lishment. 


unusual been 


Do you have a 


Has something new, 
added to your shop? 


lel hoi 7 +] 
@i nouse for the 


ni 


customers to in 
spect new equipment? Or maybe you 
have a special snack bar and coffee 
lounge for your employees, or maybe 
a playroom for the children while their 
parents look around. All these would 
make good human interest newspaper 
feature stories. 


8. Trade journal articles. 


Has your establishment been written 
up lately in a national or regional 
trade magazine? If it has, the local 
newspaper editors will surely want 
to see a copy. They probably will want 


to reprint part of the article. Extra 


publicity for you 


9. Speeches made at conventions. 





Are you slated to give 

the next state meeting of the el 
cal ippila h dealers? U ( 
it il conventio Mal ( 
you er ind tt it 

ew p ) ead ) t r 
CASE l t Th Ss Ww 

1 t Ve ig I you 

will your pet 


10. Election to office in trade associ 
ations. 


elected to office in your state ap} 

‘ 
ealers association. Be sure you 
' . 1 } 1, 
papers Know about it Phis $ 
applies to election to office 
veteran, social or civic group 





by the way, it is always a good 
to keep an attractive photograph of 
yourself on file in the local 
You never know 
will have occasion to use the picture. 


pat 
papel 


offices. when they 


11. Special window displays. 


Never pass up a chance to turn one 
of your windows over to the March 
(Continued on page 184) 
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SMALL STORE. 


A LOCATION WAS CHOSEN within 10 blocks of Houston’s downtown 
skyscrapers, and one that offered plenty of room behind to park. 





MCCARDELLS 
mt 


=e 

















SPECIALTY ITEMS like the home freezer are the natural lines for an independent dealer to promote, 
Tom McCardell believes; and Texas is a good place to promote them. 


.._BIG PERSONALITY 


Tom 3 Tom McCardell learned a lot as a distribu- so homey that a woman like Mrs. 


utor’s ma Agnes Peterson calls just to tell her 














t down to talk to tors’ man and this is what he believes has about her luck growing calendulas and 


ask congratulations on her 86th birth- 
the most sales appeal in Houston, Texas day. Mrs. McCardell probably does as 

fine a job of demonstrating as anybody 
in Houston. 

The place is a momma and poppa 
store with six people, all told, depend- 
ing on it for a livelihood. It costs Tom 
McCardell about 22 per cent to do 
business, his gross expense runs $2,100 
—_— ; ly e assistance of Mrs. McCardell, Cardell is twice a grandmother, andis @ month, and he says the store can 
So he has taken all the wisdo ( handle a $200,000 volume a year. 

ked uy 1 distributor’s man and Four modern easy chairs around a 
round, low table greet you as you come 
into the place. The wall colors are cool 
and the small appliances are on open 
shelves. In the rear is a model kitchen 
and laundry. Orders are buttoned up 
in the office or at the table up front. 

Deliveries are made by the store, and 


up to now, however, he has a salesman who knows 
avy every rope of housekeeping. She can 
tossing to gross profit what talk child care, canning, and demon- 

e would have gone as sales trate any item in the store from the 
housewife’s side of the fence. Mrs. Mc- 





Location 





a service department—which Tom Mc- 
Cardell says he foolishly gave up dur- 
ing the war—is being built up. 

The principal lines carried are West- 
inghouse, but there are Youngstown 
kitchens and Deepfreeze units, as well 
ut 30x100 ft. in ., 4 as various makes of radios. 

“We are in a curious state of affairs 
in which some appliances can be sold 
as fast as you get them, and others 
seem in a state of apathy,” said Mr. 
McCardell. “Take radio. It carries 
the longest margin of anything in the 
shop—40 percent. Yet it doesn’t seem 
to respond to pushing. We sell consoles 
and record changers only, and last week 
four people walked in, listened to 
it dealer demonstrations, and bought.” 
ng yet i WHAT'S REALLY BIG LEAGUE about the store is the way Mrs. Patricia McCardell, After having looked them all over, 
uestion o herself a grandmother, can demonstrate equipment from the housewife’s viewpoint. (Continued on page 172) 
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TELEVISION 
SHOWN 





AT THE ENTRANCE to O’Neil’s luxurious television 
sales room, a placard stops traffic, guides it to “Television 
Theatre” off to the right. Note the comfortable couch. 


“Television Theater 


Pulls Prospects 


O’Neil’s department store, Akron, O., puts 
on a show every afternoon to attract 
shoppers to its television salon 


S one Akron, Ohio, appliance dis- 
tributor phrased it: 


‘Television may be wearing its 


When WEWS, Cleveland, took tele- 
vision out of the “dream” class for 
northeastern Ohio © last 
O’Neil’s was ready to slip into high 
gear for television retailing. Today, 
with sales mounting steadily in volume, 
this department store already contem 


December, 
swaddling clothes in this area, but al- 
ready we can spot aggressive retailers 
who are helping it to change to long 
pants. They 


both in setting up promotion and in 


are doing a bang-up job, 
plates “modernizing” an infant depart- 


closing sales ment that early proved a pace-setter. 


“Take a walk over to the M. O’Neil O'’Neil’s impetus in this __ field 
Co. and see a model of its kind for mer- stemmed from excellent planning. Store 
chandising television.” location for the new department, fur- 

So we took the walk. nishings and demonstration facilities 
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THEATRE ENTRANCE has placard, too, that is visible 
from dining room doorway off to the left: O’Neil’s daily 
fills the theatre with avid men, women and children. 





INTERIOR of the television theatre is carpeted, nicely 
appointed, and begins to fill before 3 p. m., when shows 
begin daily. About 25 persons can be seated at once. 











ON RIGHT CAN BE SEEN entrance to “Georgian Room,” one of the most popular 
downtown restaurants in Akron; O’Neil’s pulls traffic through its television department 
with this doorway. 


trance to the television department was 
placed. Diners often drift into the de- 
partment unknowingly, but there is no 


were carefully studied. The following 
picture resulted: 
Practically midway in the huge store, 


a section of the third of six floors was mistaking the high interest in the tele- 


chosen as the site of the television de- vision receivers, 
partment. Of course an obvious tie-in Obviously, a good location could be 
is the proximity of the radio and record seriously handicapped if the depart- 


ment’s furnishings were casual and tn- 
O'’Neil’s, aware of this 


departments. Perhaps not so obvious 


was its location adjacent to the “Geor- ulequate. 


gian Room,” the store’s luxurious res factor, discreetly chose to envelope tele 
taurant Vision retailing in a home-like atmos- 
Near the cashier’s stand in the phere. Customers register a feeling of 

“Georgian Room,” a wide, inviting en (Conti 1 on page 178 
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THEORY of window and floor display is shown to appliance dealers in Vancouver, B. C., and vicinity by 
W. J. Butler, left, display consultant for B. C. Electric, as he opens an evening class of the display training 


‘Display School 


Display training course for dealers plus monthly display 
suggestions and services of a professional display con- 


| sultant, is helping dealers in British Columbia make the 


| best use of their window and floor display space. Local 


By HOWARD J. EMERSON 













MANAGERS of the display training program and other assistance to dealers 
in British Columbia are John Taylor, left, manager of B. C. Electric’s Cus- 
tomer Services, and his supervisor of dealer services, Wm. A. Bitcon, right, 
who organized the display program. 




















Gs kg 





PROPS for appliance store displays are inexpensive and 
easy to make, Butler has told his class of 15 dealers, and 


here they go to work in the utility's five dummy windows. 





PRE-HELP for appliance dealers is provided by the B. C. 
Electric's dealer services section through display con- 
sltant Butler, left, who is helping to plan a new display 


HERE’S a new look in the 
window and floo plavs of the 


Vancouver 


} t n 
appliance aeaiers 1n 


and nearby British Columbia commu- 


nities. And it is not only the lack of 
U. S pliance ‘ There’s a 
bright, new professional touch in the 
wa yliances and associated electri- 


goods are Even the 
idow of a 15-foot frontage radio and 
ervice shop will have | 1 


} 1 rrangcec 
1} Tr adhi2ead 


displayed. 


with thought toward the copy, the 
theme of the display, eye-level appear- 
ance, perspective, color harmony and 
contrast, etc. 

What is catching the eve and the 
attention of the prospective appliance 
buyers in this section of British Colum- 
bia is the result of the dealer display 
schools and the dealer display service 
operated by the local utility, the B. C. 
Electric Co. Appliance dealers and their 
staffs have been going to school where 
they receive professional instruction 
and practice in designing and creating 
effective window and floor displays; 
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ey receive 


a monthly bulletin 


uggestions and sketches of timely di 


plays; and they have at their call a 


lisplay man from the utility 
to aid them in designing displays 


nd to give constructive criticism ol 


their finished efforts 
Che display training cour vailable 
to all dealers in the service area of the 


B. C. Electric Co. was instituted as 
part of the comprehensive prog 

that utility’s Customer Services Divis- 
ion managed by John Taylor. Coors 
nating the training program has bec: 
William Bitcon, supervisor of deale: 
services, who explains the purpose be- 
hind this assistance to the province's 
appliance dealers: “We felt that, al 
though the displays installed by dealers 
in this area were as good as those usu 
ally found in other parts of the country. 
there was still room for improvement. 
We found that the reason that mo 
dealers gave little thought to the 
window displays was that they, know- 
ing little about the principles of display, 
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PRACTICE in creating window and floor displays is started the first night of the 


B. C. Electric’s display training school. 


Divided into teams of three, the dealer- 


students try to put into use the ideas presented earlier that evening. 





CRITICISM of the students efforts in creating appliance displays is given later by 
instructor Butler, while the whole class listens and profits. He analyses the dis- 
plays for effectiveness of color, composition, use of materials, etc. 





SUGGESTIONS not only on improving the students’ efforts, but on possible varia- 
tions of the display, provide Butler with another chance to help the dealer-students 
improve their knowledge of window and floor displays. 


orking in the dark. Theretore, 
iad four prime objectives: 


“1. To show the appliance and radio dealers 
that good disp!ays were not difficult to install 
if the dealer had a few simple bases and 
back panels. 

“2. To prove to the dealers that good displays 
did not require a lot of money. This factor 
had held back many dealers who had thought 
of window displays in the terms of the expen- 
sive displays they saw in large department 
and chain stores. We would show them that 
there is much material around the average 
dealer's store which could be used in creating 
effective window displays. 

“3. To show the dealers that by knowing the 
few simple fundamentals of design, color, 
and arrangement, the quality of any display 
could be improved. Too many dealers felt 
that they had to be trained interior decora- 
tors, or have gone to art school to make 
effective displays. 

“4. To prove to the dealer that creating 
effective displays need not take too much of 
his time, that from the experience learned in 
the training classes, he could develop good 
displays more quickly and have more time 
left for other duties.” 
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Wher the 
was ready to go, Taylor and 


display training cours« 
3itcon 
followed the expel iences gained in con 
ducting previous series of cooking 
schools—to limit the number for each 
class, and to provide as opportunity 
for each dealer attending to take part 
in the class work. They felt that by 
taking part in the work, by working 
with actual displays, the dealers woul 
lose much of their fear of display work 


y went back to their stor: 
to apply their new knowledge. Ther: 


before they 
1 


fore, the training classes were limited 
to fifteen people for each session. Eac! 
course consisted of three classes given 
mce a week in the basement audi 


Electric building 
Theory and Practice 
“ach class followed the same pattern, 
t combination of theory and practic¢ 
he class opened with a talk on stor« 
display principles and technique. This 
was followed by a demonstration in 
which the instructor, W. J. Butler, 
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POST-HELP enables the appliance dealers to get the final, professional touch. 
Butler, visiting a dealer's store, looks over a new window display, makes sugges- 
tions on how a change here or there could improve its appliance-selling value 


1 


] 1 
aisplay consult 


int for the dealer serv 
ices section, illustrated the points that 

Then, 
F 


even on the first night, the dealer- 


had been covered in the lecture 


students were put to work. Before 


there was any chance for them to forget 


what had been told them that night, 


before iny of them could get bored with 


too much theory and lecturing, they 
vere building display he class was 
plit up into groups of three and each 

up was allocated one of the five 


dummy windows which had been in- 


stalled in the classroon Ready for 


the students’ use in each window were 


dummy appliances, advertising copy 
nN cards, bases, back panels, col red 
ipers Each group was assigned to 


build a display for its appliance, try- 
ng to put into it the ideas that had 
been featured by Butler in that 
evening’s lecture. 

When the displays were finished all 
groups got together and studied every 
display while Butler offered construc- 
tive criticism on the effectiveness of 


the display and showed where and how 
As a result oi 
operating the display 


t could be improved. 
this method of 
training classes, every dealer attending 
had a chance not only to practice dis 
play work under expert supervision and 
guidance, but he had a chance too to 
see five typical appliance dealer display 
problems tried and criticized each 


night 
To Tie It Up 


\t the end of each evening’s session, 
utler summed up the main 
the earlier lecture so that the 


could absor b tl 


m again in the 


their experiences working on the 





dummy displays. Closing the evet 
was tir ind answer pet 

1 F 
enabit r le ile to get clarificatior 


f any problem still bothering them 
I ip personal display 
lems that had class interest. Butler 
was the instructor for all subjects ex 
cept window lighting, for which W. R. 
(Continued on page 188) 
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When the customer !s 
ON THE FENCE 


It identifies America’s leading 
home appliance finish! 


It’s good business to let the “‘Dulux’”’ seal speak for itself. It does 
so with authority, saying: “Here is a finish that gives years of 
service . . . in color retention, mar resistance, and outstanding 
good looks.”’ And you can back that up by telling your prospects 
that “Dulux” enamel is rigidly pre-tested! 


If your manufacturer supplies you ‘“‘Dulux’’-finished ware 
without the seal, ask him to include it hereafter. Use it to help 
clinch sales faster! 


Here’s selling made easier! FREE new informative booklet 
gives you profitable “selling points” for appliances finished with 


DULUX. Send coupon today for your copy! 


Gh DULUX 


RES us. pat OFF BETTER THINGS FOR BETTER LIVING .. . THROUGH CHEMISTRY 
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E. I. du Pont de Nemours & Co. (Inc.) 
Finishes Division, Dept. EM-8$10 
Wilmington 98, Delaware 


Please send, free of charge, your new illustrated booklet, 
“Inside Information on the Outside.” 
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PERKINS APPLIANCE SHOP 


ts All Washers and Cleaners 


THERE’S EVEN PLENTY OF WINDOW DISPLAY SPACE IN PERKINS’ STORE 


REMODELLED 
RESIDENCE... 


seems to attract suburban cus- 


tomers, according to R. L. Perkins of 


Boise, Idaho, who adds that it is one 


answer to high-rent, downtown locations 


HERE are many communities 

in the country where there are 

no desirable downtown locations 
available for an electrical store. Those 
which can be found have exorbitant 
rentals. More than one electrical dealer 
in the last few months has had his land- 
lord raise his rent beyond his ability 
to pay, or sell his store from under 
him. 

Perkins of Boise, Idaho, was one of 
the firms that had such an experience, 
which he has managed to turn to real 
advantage. Mr. and Mrs. Perkins 
started in a small way. Both were 
originally employed in sales and service 
by an electrical firm, but decided that 
they preferred to be working for them- 
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selves. So, with a stock of 21 wringer 


rolls, a davenport and a couple ol 
chairs from their own home, plus a key 
to the front door, they started a wash- 
ing machine repair shop. First invest- 
ment was an advertisement in the Want 
Ad section of the paper, which, inci- 
dentally, they have kept going ever 
since. 

The above inventory of assets 1s not 
quite complete, for they both had con- 
siderable experience in washer selling 
and repair; and they had a set of 
principles, chief of which was, “Never 
let the customer down.” The new firm 
worked early and late, often following 
up a job and putting in time without 
extra charge in order to make sure 
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PERKINS and two of his service men get set to repair some washers. 


that everything was satisiactory. Some- 
times, Mr. Perkins says, he wondered 
just whom he was working for. But 
the policy paid. The customers came 
to trust the firm, and when presently 
they put in a line of washers and vac 
uum cleaners to sell, a considerable 
clientele was already waiting, ready to 
buy. 

The washers they sold at $1 down 
and $1 a week. This sounded like less 
than the equivalent monthly payment, 
although it really was not—and it 
brought people into the store more fre- 
quently. Also, if anything happened 
to delay payment, the firm could dis- 
cover it sooner and do some prompt 
follow-up. The customer literally didn’t 


have a chance to get very far into 
trouble, or to move without leaving his 
address. Consequently, the store had 
pract illvy no bad debts 


No Hurry to Expand 


The policy of the Perki 
toward expansion has always 


In the first place, 


s couple 
been con- 
servative. they con- 
fined their stock to appliances they 
knew all about, and made it a rule 
never to make statements they could 
not substantiate. 
and soundly, 


They expanded slowly 
footholds 
put aside 
something from the business, instead of 
reinvesting it 


feeling out th 

as they went. Always the; 
This surplus they 

(Continued on Page 152) 
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GROCERY-SHOPPING WIVES, surprisingly enough, often bring their 
husbands with them, thus making a husband-and-wife appliance sale 
possible in 
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. THE GROCERY’S APPLIANCE department 


, , past which shoppers 
nust 


o to get at the the rear. A natural tie-up, the 


condiments in 


tore Says, are... 








women what can 
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Butter-and-egg 
shoppers have to 
pass the appliance 
department in some 
of the stores of the 
Henke & Pillot gro- 
cery chain in Hous- 
ton, Texas... Result: 
appliance sales 








ERNEST W. ROE is 
appliance department of Henke & Pil- 
lot's grocery. 


manager of the 


APPLIANCES 
In a Grocery Store 


IME was when they knocked at 

the doors of all the homes in the 

neighborhood to discover what 
housewives could be interested in elec- 
trical appliances. 

In Houston they have discovered 
that these same housewives mass them- 
elves for a “pass in review” as they 
rrasp shopping carts and start down 
the line for their weekly grocery pur- 
hases. Here is an opportunity to place 
right under the noses of these women 
the most attractive appliance proposi- 
tions, and let them sort themselves out 
without loss of shoe leather. 

“And why not?” asks Ernest W. 
Roe, who manages the appliance de- 
partment for the Henke & Pillot gro- 
cery chain in Houston. “A woman buy- 
ing food is much more likely to be 
thinking of appliances than one shop- 
ping for furniture.” 

The Henke & Pillot food chain 
thinks that it has found the logical 
method of winnowing out quickly po- 
tential buyers of appliances. 

1. All other mass propositions that 
have depended on mass displays have 
a lot of traffic that cannot possibly be 
onsidered as a source of supply of 
potential Kids, bachelors, 
rirls, all these types are to be found on 
Main Street and in department stores 
and cannot possibly count. 

2. If the future should see shorter 
discounts, it won’t bother stores like 
Henke & Pillot. The cost in specialty 


prospec 
prospects. 


OCTOBER 1, 


selling comes in the traveling, the loss 
of time between demonstrations, and 
the fishing job necessary to land the 
customer. Housewives, declared Mr. 
Roe, themselves do the footwork in 
coming to the appliance to see it, and it 
isn’t necessary to take the appliance 
to them. 


A Separate Division 


When the idea was first propounded, 
Houston distributors took the angle 
that here was something where the 
butcher would wipe off his hands and 
come from behind the counter to dem- 
onstrate a washer. The truth is, while 
under the same roof, the appliance de- 
partment has no connection with the 
rest of the store. 

“This is the end of my territory,” 
said Mr. Roe, pointing with his toe to 
the middle of an aisle. The eight men 
who sell appliances in this store at 4000 
Polk St. don’t have anything to do with 
housewares, do not know anything 
about the drug department, and never 
come near the groceries or meat divi- 
sion,” 

For, as women come into the store 
to buy groceries, meats and vegetables, 
they also pass a drug store and a 
housewares division, also independently 
operated. 

The Henke & Pillot plan is to set its 
store in the middle of a block. All 
around the building is pavement, with 

(Continued on page 164) 
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those proverbial hot cakes are pretty slow sellers. Before the 
war, Blackstone’s production line was geared to produce one 
washer every minute of the day. Since then increased facilities 
and improved methods have made possible a vastly superior 
product. . . and still, in spite of a larger production than ever 
before in Blackstone's history, there is no slow-down in the , 


smooth flow of Blackstone merchandise from factory, to distrib- 
utor, to dealer—and most important of all, to ultimate consumer. 


In these days when sales of many home appliances are starting 
to bog down, this fact is doubly significant. Every successful 
dealer knows that “profit margin” is a meaningless quality 
without merchandise turnover. Blackstone's traditionally fine 
quality, outstanding performance and better dollar value 

are paying off in the fast-shaping buyers’ market. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 
America’s Oldest Washer Manufacturer 











COMPARED TO BLACKSTONE WASHERS 
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100 gallons 
El— 80-D 80 gallons 
El— 66-D 66 gallons 
Sizes for large home, large 
family, many hot water using 
appliances. 


EL—50-D .. ..» -50 gallons 
SEL—40-D .........40 gallons 
EL—40-D .. ....40 gallons 
TEL—45-D .........45 gallons 
For medium hot water demands 

. shapes to fit location of 
heater in home. 


30 gallons 

30 gallons 
TEL—35-D 35 gallons 
Small hot water usage, shapes to 
fit individual preference. 


EL—15-S .... .. ...15 gallons 
EH—10-S 10 gallons 
For special uses . . . offices, doc- 
tors, dentists, summer camps or 
cottages. 10 gal. size plugs into 
regular 110 volt current. 





@ This is a general indication of how the Mertland line 
is sized to meet varying needs for hot water. To figure accurately 
the size water heater to sell your customer, request the Mertland book: 


“Why You Need a Mertland Automatic Electric Hot Water Heater."’ This book 


gives an accurate method for determining the proper size for any given family. UL) 


M. M. HEDGES MANUFACTURING COMPANY, INC. 


. Wi A a ® an aa ft . p | A . 


CHATTANOOGA Je I ee 
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A MINUTE’S TIME OPENS UP the frozen pastry possibilities to the 


prospect, declares Mark Hamel. 


Toaster Tie-In With 
The Home Freezer 


With the freezing of pastry an im- 
portant sales asset in the home freezer 
business these days, Mark Hamel, 
training director for the Harry Alter 


ta. Cl go distributor, has devel- 
ped a quickie demonstration that 
ets prospects back Ol their heels 


‘We keep a toaster on top ot the 
home freezer,” he says, “and a loaf of 
bread frozen stiff as a board inside. 
pect linger a minute and we 
reach in and bring out a slice, letting 


t handle it to see how hard 








it is. Into the toaster it goes, and ina 
minute it pops up thawed out and a 
golden brown. No other way I have 
encountered dramatizes how well a 
home freezer keeps pastry, and yet 
makes understandable how quickly it 
is thawed out ready for instant use.” 
The Alter Co. distributes the Crosley 
line in Chicago. Harry Alter favors 
the small size home freezer for kitchen 
use, declaring that its presence makes 
it very handy for the housewife to keep 


frozen foods available. 








GIVE THE POOR GUY A BREAK! Many a haggard-looking husband gets 
dragged in to watch a demonstration when he’d much rather be at the ball 
game. The least the demonstrator can do is to include him in her attentions 
as she talks, and it often results in making a hit with the poor guy and con- 
sequently, an easier sale. This picture was posed to show what a good 
demonstrator should never do—turn her back on the head of the house! 
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George Dutton, of 


an evening. 


sales story alone.” 
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VOUEUUE TENET 


How One Dealer 
Keeps Range Volume Up 


Dutton-Ross, Frigidaire dealership in 
Greenville, Tex., is determined to keep his range volume up. 
Once each week he invites three or four couples into his store 
for a dinner which he prepares on a Frigidaire range, and, in 
the process, gives a complete demonstration. Sales have resulted 
every time, he reports, with his best record being three sales in 


One guest told him she decided to buy the range because “you 
cooked the whole meal without an apron on, and everything 
seemed so clean and cool. You never could have sold me with a 


Dutton calls back on his users religiously and frequently, and 
offers an eight-piece set of aluminum for every prospect’s name 
he receives and sells. But he doesn’t stop there. 
consistent and hard-hitting advertiser. Can you do better? 
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He is also a 
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THIS HAWAIIAN-CHINESE HOUSEWIFE has brought her food and her own 
cooking utensils to the power company home service kitchen where she satis- 
fies herself and her friends that the metal collar which fits the cooking unit 
of the range will enable her to prepare the kind of food she likes. 


Adaptable Metal Collar Saves 


Hawaiian 


Electric Co. 


home service girls 


come to «the aid of appliance manufacturers 


I ID you ever hear of a “wok”? It 

is a conical shaped metal cooking 
utensil which is the customary kettle 
used by the Chinese housewives in 
Hawaii to cook their food. Ordinarily 
it fits neatly into the top of a charcoal 
brazier. When the gas range came 
along, the wok could be used by fitting 
the conical point into the hollow in 
the center of the gas burner. But the 
electric range had no such depression 
in its cooking units, with the result 
that housewives of Chinese origin in 
Honolulu regretfully refused to pur- 
chase. 

The home service girls of the Ha- 
waiian Electric Co. ingeniously solved 
this problem, however, by designing a 
metal collar with two handles which 
could be set about the burner. Into 
this the “wok” fits steadily without 
tipping. Two sizes are offered, one for 


the large and one for the smaller 
burner. The pan at no point actually 
touches the unit, but the close fitting 
collar ensures that all heat is directed 
upward and none lost through dissi- 
pation into the air. 

Chinese housewives interested in 
purchasing an electric range are in- 
vited to come in to the home service 
kitchen of the power company, bring- 
ing their food and “wok” from home 
to cook a meal. They may invite 
friends, if they wish, and make a party 
of the occasion. The successful opera- 
tion of the range entirely 
the requirements of the most exacting 
cook and usually results in a sale, 
While the guests who enjoyed the 
meal of course mechanically become 
preferred prospects for the next range 
available. 

(MORE IDEAS ON NEXT PAGE) 
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IT'S MUCH EASIER TO SELL 
THE HEATER CONSUMERS WANT 
. . . MORE PROFITABLE, TOO! 





Pyr-O-Tube has more of everything—M RED 
.. . GREATER SAFETY ... LONGER LIFE. And 
Pyr-O-Tube’s consumer advertising aggressively mer- 
chandises these features. Last year Pyr-O-Tube 
outsold other heaters wherever this policy was tested. 
This year, results will be even greater, because 
Pyr-O-Tube has added the fan type model. Look at 
these features. See for yourself why it'll be easier 
to sell Pyr-O-Tube. 


COMPARE THE SPEED! Pyr-O-Tube is America’s fastest. 
Over 62 square inches of patented, ribbon-thin elements reach 
maximum 1320 watts in 14 minute. More than 4500 BTU’s 
perhour. Nocurrent wasted in heating heavy metal or porcelain 


cores. ” 


COMPARE THE SAFETY! Pyr-O-Tube's elements are en- 
closed in Pyrex tubes. They're protected from water and metal 
objects. It's the safest heater for children. 

COMPARE THE QUALITY! Pyr-0-Tube is ruggedly built. 
It'll give years of carefree service. The patented ribbon-thin 
elements out-last ordinary exposed types. In fact, there’s no 


wear out to them. 


COMPARE THE VALUE! ada beauty and low cost to these 


features and it's plain to see why Pyr-O-Tube is easy to sell. 
Be sure of your share of heater profits. Order Pyr-O-Tube today. 


RETAIL PRICE FAIRTRADED—with fan $21.95 (tax inc.), 


without fan $17.95 (tax inc.); slightly higher west of Rockies. 


— 
<_< Ts 


§ PYR-O-TUBE) 


hp me, @ 
fartt 





SPECIALTY DIVISION 





SWANSON TOOL & MACHINE PRODUCTS, INC. 


ERIE, PENNSYLVANIA 
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Oklahoma City Distributor Offers 
All the Comforts of Home 








COFFEE FOR THE CUSTOMERS, coffee for the help is featured by the 
Southwest Radio & Equipment Co., Oklahoma City distributor. Miss Joan 
Mann is pouring, Miss Doris Radford is drinking. 





UT Tlie 


nin 


Free Trial for Home Freezer 


\ recent advertisement over the signature of Josephine’s 
Furniture Store of Fresno, Calif. offers a 15-day free trial for a 
6 cu.-ft. kelvinator home freezer. No down payment is required 
until after that date and the store offers to take it back if the 
customer is not 100 percent sold. Of course, one of the major 


VUGLUUGEDEEDAEOUDOEU ALOU EOD EL AEE 


uses of the home freezer is its advantage for long range storage, 
and almost any firm is safe in letting the customer stock up on 
frozen foods with the assurance that he is not going to let the 
storage equipment go out of the home after a two-week period of 
trial. Chief argument offered for purchase in the ad was economy 
under present conditions of high food prices. 
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LOOKING FOR AN UNUSUAL TYPE of advertising and business promo- 
tion? Here’s one being used by Rosenfield’s at Baton Rouge, Louisiana. 
These advertising benches are placed along main bus routes leading into 
the business district of the city. One is set about every four blocks along the 
lines. Made from concrete and wood, they are too heavy to be stolen or dam- 
aged by vandals, build good will, and work day and night as advertising 

(MORE IDEAS ON PAGE 68) 
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YOU CAN RELY ON YOU CAN RELY ON 

THIS BEING THE PEAK RAY-0-VACS TO TURN 
SEASON FOR BATTERY NEED.| THAT NEED INTO PROFIT. 

In the next few months, there } Sealed in steel... protected 


is three times the normal amount by nine insulating layers to 

of darkness during the hours that to keep them powerful and 

people are active...three times the normal | trouble-free... Ray-0-Vac 
need for flashlights and batteries. Leak Proofs are the 


most talked-of batteries 
on the market... 
gaining new friends 


| every day. 











Heres HOW TO CASH IN ON THIS 
PEAK SELLING SEASON AND ON 
RAY-0-VAC'S PEAK POPULARITY / 
This handsome merchandising display 
tells people that you have Ray-O-Vac 
Leak Proof Batteries... reminds them 
that they need some...makes extra big 
sales by selling lots of spares. (They stay 
fresh for years) ‘Phone your Jobber, now, 
for details about this unusual offer. 


RAY-O-VAC ... ENTIRELY DIFFERENT... 


IS THE DISPLAY- WORTHY BATTERY. SELLS ON SIGHT 


NEw! 


For counter, wall, 
cash register, Island 
or window, Has 
battery tester on 
side. Cost is quickly 
liquidated by free 
merchandise 
deal. 


RAY-O-VAC COMPANY 





MADISON, WISCONSIN 


...AND NOW IS THE BEST TIME OF ALL! 
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Malcolm Ferguson, President of Bendix Aviation 
Corporation, presents the Bendix Trophy to Paul 


2 _ —. 
(BE Nox = ADIO) ee Mantz, winner again in 1948 of the world-famed 


Bendix Transcontinental Race. 


BENDIX RADIO AND TELEVISION ARE BACKED BY 
THE INDUSTRY'S FINEST HERITAGE OF QUALITY 


Aviation standards of quality are, of necessity, the strictest in the world—and Bendix 
Radio has for years been the foremost supplier of radio and radar to the Army and Navy, 
and the major airlines. Bendix Radio and Television home receivers have truly had a 
flying start—which means that, as a Bendix Radio dealer, you now offer your customers 
not only prices competing with chain store merchandise, but also the finest receivers money 
can build or buy. 
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Your store is in the headlines when you _ the great Bendix Aviation Corporation in the 
handle Bendix Radio and Television. Year _ news. It’s good business to be linked with 
after year, the famous Bendix Trophy Race a leader—and better than ever now that 
at the National Air Show captures the inter- | Bendix Radio offers you an exclusive direct- 
est and front pages all over America. And _ to-dealer merchandising plan with the won- 
that’s just one of myriad activities that keep _derful profit advantages listed below. 





! Exclusively Yours Only With This New Power-Packed 
Direct-to-Dealer RADIO AND TELEVISION Merchandising Plan 


* The appointment of only one dealer in each community ¢ Direct factory-to-dealer shipments ¢ Freight prepaid to 
destination * Low consumer prices competitive with national chains and mail order houses ¢ Liberal dealer discounts 
* Nationally advertised retail prices protected by your exclusive franchise * Radio and television built to Bendix aviation 
quality standards « A complete line of radios and radio-phonographs including famous Bendix Long-Range FM ¢« The most 
advanced television created by the acknowledged leaders in radar and radio engineering ¢ Consistent national advertising 
that builds store traffic for you * Compelling point-of-sale promotion helps * Special promotion models to meet competitors’ 
“off-season” distress sales ¢ Plus many new profit-building features soon to be announced. 









| a e 
“Bendix Radio 222.2 
BALTIMORE 4, MARYLAND 
A N D T E L E Vv | S l oO N AVIATION CORPORATION 
Please send me all the facts about your new direct-to-dealer, (ee 
) | radio-television merchandising plan. | 
| tactcer nn? 
MY NAME MY FIRM ' <a” 
MY ADDRESS nailed 
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The sturdy construction and dependable service rendered 
by Robertshaw electric Thermostats is making many friends 
and influencing many sales of appliances. 

Here’s why. Dialing the temperature automatically turns 
ON the current. Their mechanical non-fatiguing, snap-action 
is actuated by a hydraulic element. The make-and-break 
action is powerful and positive, producing instant clean 
break of circuit. 

Fine silver contacts and bridges, hardened steel levers 
and supports, stainless steel diaphragms and bakelite insu- 
lators insure long, dependable service. 

When you install Robertshaw Thermostats dealers and 
prospects know you use the very best. 


WRITE FOR FULL INFORMATION 


Electric Ranges, Water Heaters, 
Automatic Laundry Machines, Driers 


Commercial Cooking Equipment 
Light Industrial Equipment 


Special Appliances 





r heater 


able-throw 
m high to 
© used, 


in home and industry, EVERYTHING'S UNDER CONTROL 


| ako ontehaw Fulton 


CONTROLS COMPANY Pennsylvania 
FULTON SYLPHON DIVISION, KNOXVILLE, TENNESSEE 
GRAYSON CONTROLS DIVISION, LYNWOOD, CALIFORNIA 
BRIDGEPORT THERMOSTAT DIVISION, BRIDGEPORT, CONNECTICUT 
AMERICAN THERMOMETER DIVISION, ST. LOUIS, MISSOURI 


Youngwood, 


rill. 
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DAVID N. WEITZEL POSES with the two appliances which he has linked 


together in a sales idea 





Recordio Sales Message 
Sells Electric Ranges 


If the prospect has 
he’s likely to listen 


oO. day last fall David N. Weit- 
zel, president and general man- 
ager of Western Electrical Appliance 
Company, Portland, Oregon, sat in his 
glass-walled office watching the flow 
of traffic through his store. A customer 
entered and, after a preliminary glance 
around the store, headed back toward 
record 


+ 


ie phonograph 
located in the 


department, 
rear. 

Weitzel’s eyes followed the man as 
he threaded his way through the vari- 
ous electric appliances displayed in the 
center of the floor. Casually the man 
stopped and began inspecting a Preste- 
line range. He opened the 
oven, looked at the storage compart- 
ment, and investigated the clock-timer 
assembly. All the floor salesmen were 
busy with other customers, and before 
Weitzel could finish the telephone con- 
versation he was making, the customer 
had continued his journey back to the 
record department. 

At that point Weitzel’s mind be- 
gan putting two and two together. 
(1) The customer was interested in an 
electric range. (2) He obviously had 
a record player at home since, as was 
determined later, he regularly pur- 
chased records. 

That evening after the store had 
closed Weitzel called his employees 
together and outlined the plan that he 
had formulated during the day. This 
is what he told them: 

Today I watched a man inspect an 

electric range and then go back and 

purchase a record. From now on 
whenever that happens I want you 
to write out a sales slip for the 
record sale so that we get the cus- 


electric 


OCTOBER 1 


recorder and range. 


a record player, 


to a sales talk 


name and address, even 
though it may be a cash sale. Bring 
those slips to me with the word 
“range” written across the slip. | 
will work out a sales talk beginning 
“Dear Mr. or Mrs. Jones, I noticed 
that you in our store 
today you stopped to look at the new 
electric range we have on our floor.” 
Then I will continue with a friendly, 
conversational description of all the 
sales features of this range including 
the ease which he can purchase the 
range and ending with an invitation 
to let us give him and his wife a 
demonstration at their convenience. 
I will record this talk on a Recordio 
disc and mail it to him without any 
letter or other explanation. Of 
course, when Mr. Jones gets home in 
the evening and opens his mail he 
will be curious to discover what is 
on the record. The only way he can 
find out is to play it. So he puts it 
on his record player, sits down in 
his easy chair, and gives his un- 
divided attention to the sales story. 
What better situation could we ask 
for? It is friendly, informal, and 
convincing. 
That was what Mr. Weitzel told his 
sales force and that is the program 
they began following. Now for the 
climax—The very first record mailed 
out resulted in the sale of an electric 
range! Of course they have not kept 
up that pace. If they had they would 
have taken the entire allocation of their 
Presteline distributor, Pacific Coast 
Heating and Appliance Co., but they 
have done very well with the idea. 


End 


tomer’s 


when were 
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Vince’s Electric 
Traveling Stores 
are “going places” 
with 


Deeprreeze 


HOME FREEZERS 


Out in Salem, Oregon, Vince A. Rodakowski, a Deepfreeze 
home freezer dealer, is going places in more ways than 
one. Instead of waiting for people to come into his store, 
he climbs into a truck and takes his store out to them. 


SHUCKS! 


We Don’t Want to Brag 
But We Outsold All Stores 
In Oregon This Year On 


Deepireeze 
HOME AND -— FREEZERS © 


There Must Be 


a Reason 


jones! 
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When You Want o Freezer, See Vinces Elec 
mn! 
The Best Deepfreeze Dealer in Orego' 
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Small Down Payment on 239 


EASY TERMS = 
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De Luxe Model C-10 
Holds more than 350 pounds Holds more than 168 pounds Holdsmore than 350 pounds ( ! ne 
of food. Price, delivered of food. Price, delivered of food. Price, delivered of food. Price, delivered of food. Price, delivered of food Price, delivered 


De Luxe Model C-5 Model B-10 


and installed—$449.50 and installed—$269.95 and installed—$389.50 
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Outstanding Record 
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The first year after taking on the 
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With trucks carrying everything from lamp bulbs to 
Deepfreeze home freezers, he and his men cover a wide 
surrounding area—talking to families in their homes, 
putting on home demonstrations, getting the business. 


A Name That Sells 
Maybe you can’t follow ‘“‘Vince’s” 
example in setting up a string of trav- 


Deepfreeze home freezer line, 
““Vince,”’ as he is known, ran an ad 
that said, in part,““SHUCKS! We don’t 
want to brag (Much) but we out- 
sold all stores in Oregon this year on 
Deepfreeze home and farm freezers.”’ 

The complete ad, much reduced 
in size, is shown at the left and is 
still another example of ‘‘Vince’s” 
aggressive methods of going after 
business. 


eling stores, but you can benefit by 
his experience in another way. You 
can make easier sales and more sales 
by selecting the same line of home 
freezers to sell. 

As a Deepfreeze home freezer dealer, 
you get a combination of advantages 
that go with no other home freezer 
a name that everyone knows and trusts, 
a complete line, the support of contin- 
uous national advertising, sales-pro- 
ducing direct mail and point-of-sale 
display material, newspaper advertis- 
ing, sales training books —everything 
it takes, and plenty of it! 

Write for full details about the 
Deepfreeze home freezer franchise. 
Dept. EM-108, DEEPFREEZE Division, 
Motor Propucts CORPORATION, 
NorTH CHICAGO, IZLLINOIs. 


“Vince”’ regularly uses large news- 
paper ads featuring the Deepfreeze 
home freezer as one of the leading 
appliances he carries — both in his city 
appliance shop and in his traveling 
stores. And in his advertising, as well 
as his personal selling, he makes a 
strong point of the fact that he carries 
the genuine Deepfreeze home freezer. 


THERES ONLY ONE 


There are many makes of home freezers but only 
one can be called the Deepfreeze home freezer 


<<, Deeptreeze 


y ew ) 


, HOME FREEZER 





’ Model B-5 Model B-16 Model A-4 


Holds more than 168 pounds Holds more than 560 pounds Holds more than 125 pounds 


and installed—$239.95 and installed—$599.50 and installed—$199.95 


PAGE 69 













"43 reasons why its 


MIA 
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nna pe m4 “ move off your shelves fast this Christmas ! 
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= Who can wake up without being called, is always on 
the job, doesn’t ask for time off, won’t cuss at any chore. 
‘ . / Will consider only light eater and total abstainer who takes aad 
- ‘ = 
7 up little room and doesn’t argue. . 
: Must be able to lift tons without tiring, and experienced : . 
at pumping water, hoisting hay, loading corn, ventilating : 
barns, grinding and mixing feed, grading eggs, cooling : 
. . 
\ milk, mow curing, cutting silage, running saws and shop we . 
equipment, and willing to take pay in pennies. . 5 i 
. 4 . “ 
( : See S. F. Farmer— RFD Midwest. ie / 
\ . &§ 
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Sounds like too much of a job for any 
one man...and of course, it is! 

The war, the draft, and the wage scales 
in industry, at a time when every farm was 
pressed for peak production...made every 


intelligent farmer realize that his best source 





business return, increase the convenience 


and comfort of the farm home. 


They can offord to be good customers, 
too, for motors, machinery and appliances. 


In 1947, the SF subscriber had an average 








of help was machinery. gross income, without gov’t payments, 2% 
Expanding electrification—50°~ more of $9,8g0—which is a good $4,000 above al 
electrified farms than in 1g40--has made _ the US farm average!...And they have the . 
farm mechanization easier, less expensive. savings of seven good years to back up the o! 
The smart farmer knows that his most — backlog of demand piled up in the war years h: 
efficient handyman is the electric motor. and still far from satisfied. tr 
These SF farmers now own 812 electric iz 

But don’t mistakeecveryfarmonanew motors (of 3 hp or more) per 1,000 farms nia 
highline for a motor or appliance prospect! ... better than twice the national average, - 

The much publicized farm prosperity and four times the ownership rate on farms at 
hasn’t fallen on every farmer like Dixie dew _ in the other 33 states! cc 
or divine grace...is largely concentrated in No other medium reaches so many first de 
the farms with the best soil, best brains, best quality prospects, and SuccessFUL FARMING m 
equipment, best crops and best incomes! should be first on any advertising schedule -" 

Phe best farms are in the 15 Heartstates today! Ask any SF office for the facts! ... .. 
where SUCCESSFUL FARMING has its selective | Des Moines, New York, Chicago, Cleveland, of 
circulation of more than 1,200,000 farm Detroit,Atlanta,San Francisco,Los Angeles. to 
families—has served those families for more of 
than forty years...is read, believed and 
relied on as a practical work manual and = 
guide to better farming and farm living. 

Every issue carries case histories, shows ea 
actual applications and profitable uses for m: 
electrically powered tools and machinery... ” 
passes along instances, ideas and suggestions - 
that save effort and time, add to the farmer’s pl 
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“FM & Television Headquarters” 


THOMPSON’S Eugene, Ore., sports a new pine-paneled front with 


announcing that the concern will be in 








those fields later. Store is adjacent to drugstore, gets heavy record traffic. 


SPECIALISTS 
in Everything 


“No sidelines” 


says Thompson’s, Eugene, Ore. 


Specialized effort on each line, with separate man- 


agers and staff, makes the store competitive 


Cc VERYTHING Electrical” is 
K a phrase that has described 
countless small dealer organi- 
zations that were jacks of all trades 
and competitive in none. The Thomp- 
son brothers of Eugene, Ore., have 
branched out into almost every branch 
of the electrical business, too, but they 
have avoided becoming just an “elec- 
tric shop” by developing their organ- 
ization to be specialists in everything 
electrical. 

Although Thompson’s grew from a 
radio sales organization to a full-line 
appliance concern, then set up to handle 
commercial sound, commercial and 
domestic refrigeration, heating equip- 
ment, phonograph records, and radio 
and appliance servicing, the brothers 
have made an effort to be as good as or 
better than their competition in each 
of these lines. They have worked 
toward this goal by giving each type 
of business its full importance, never 
subordinating it to one of the other 
lines. At Thompson’s there is no side- 
line—everything is a major line. 

Thompson’s meets competition in 
each type of business by creating a sales 
manager and a department within its 
own organization that is responsible 
for meeting that competition, and no 
other. Carl, Tom and Dick Thompson, 
plus credit manager J. A. Tiffany, man- 
age the whole organization. From 
that point down, it is a case of spe- 
cialization. 

Under appliance sales manager J. A. 
Montgomery, Thompson’s_ carries 
nearly a full line of radios and ap- 
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pliances—but not quite. As far as 
possible, the concern has tried to limit 
itself to those appliances on which it 
could concentrate with an intensive, 
specialized selling effort, in competi- 
tion with several larger appliance 
stores in the area. 


Appliance Specialists 


Within the appliance department, 
managed by J. A. Montgomery, there 
is more specialization. Sales of radios 
—Thompson’s features Stromberg- 
Carlson, RCA-Victor, Capehart, Farns- 
worth, and Motorola—are managed by 
Sidney Saks. It is Saks’ responsibility 
to see that Thompson’s continues as a 
major factor in radio set sales in that 
market area, to watch competition, to 
plan inside and outside selling of radio, 
to advertise and promote, and to keep 
an effective store display. Saks, more 
than any other Thompson manager, 
has a tradition to maintain, because 
the brothers got their start in the busi- 
ness selling radios from their office in 
their father’s garage twelve years ago. 
From this start, the Thompsons opened 
their first store, in the University of 
Oregon neighborhood of Eugene. Soon 
they were supplementing their radio 
sales with a line of phonograph records, 
building up the latter business to the 
point where they did an average daily 
volume of over $300 during the war 
years. More about this side of their 
business later. 

In the appliance department, Thomp- 
son’s has made the sale of automatic 

(Continued on page 158) 
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RECORDS are a specialty, and a profitable business for Thompson’s at 
both stores. In charge of record buying, selling and display is Margaret 
Evonuk, assisted in sales work by such trained girls as Helen Davis, left. 





RADIO is a specialty at Thompson’s. Sidney Saks manages, is responsible 
for display, promotion, overall success of radio, but others, like Launderall 
sales manager Skip Youman, right, can take a hand at floor demonstration. 


§ Fone 
restrtes! 














REFRIGERATION is a Thompson specialty all down the line-—refrig- 


erators, home freezers, farm freezers, store fixtures. Refrigeration manager 
Frank Thompson, right, is in the display at the Lane County, Ore., Fair. 


HEATING equipment is a specialty that gets separate management at 
Thompson’s. Under H. L. Jensen it is a profitable major line, not a sideline. 
Below is heating and Launderall display at local county fair. 
















Air Conditioning Furnace 


© THOMPSOR €1cLusive 4 

















ALWAYS... GET THE 
RESULTS FROM KM !” SNE 


KM Qued Weffle Boker 


says Mr. Herbert I. Wexler of 
L. Bamberger & Company 
Newark, New Jersey 


Worried about stiff com- 

petition, hard-to-get sales? 

Read what Mr. Wexler has a Hi », 
to say... about M~! ao 


“No doubt about it, #M- v 
has all the features my f if Phy 
customers look for... and Ott eg 
ask for! Thanks to the a a 
many time-saving, work- 
saving features of the de- 
pendable ~KM~ line, these 
appliances are always fast- 
moving items, the items 
we are regularly promot- 

HERBERT |. WEXLER 


ing. We always expect, 
wesc and Eos! Oronge Millturn Stews. and get, the best results 


from “KM.” 


Now is the time for YOU to follow the leader — +KM_! 
Power-packed national advertising continues to reach 
the home-loving, appliance- buying readers of: 


Saturday Evening Post « Ladies’ Home Journal 
Better Homes & Gardens * House Beautiful 
Good Housekeeping « This Week « House & Garden 


KM IS THE FEATURE LINE AT LEADING 
DEPT. STORES FROM COAST TO COAST 


ee 
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Dver Toaster 


KVAPP-MONARCH SPEEDS YOUR HOME WORK 


18.95 Knapp-Monarch 
Pop-Up Toaster speedy 
and silent. Set the contrel 
dial and you'll have the 
shade of toast you prefer. 
With removable crumb tray, 
insulated cord; it has a 
bright chrome finish. 


34.95 Knapp-Monarch 

Speed Mixer whips, stirs, mixes, 
beats, or extracts fruit juice. There 
are 10 speeds and you can easily 
detach the motor from the base for 
light mixing jobs around the 


kitchen. 


34.95 Knapp-Monarch 
Liquidizer quickly turns 
fruits and vegetables into 
vitamin-rich juice. It pur- 
ees vegetables, mixes frost- 
eds, chops nuts, grinds coffee, 
shaves ice. Come in white 
enamel and glass. 


(Reproduction of Knapp-Monarch page in Bamberger Mailing Piece) 


Knapp-Monarch Co. 


> Always First! 
FIRST in Profits 


FIRST in Quality 
FIRST off the Shelves 


FIRST with new 
é 4 ~KEM~ Appii also factured in Canada features 


ST. LOUIS 16, MO. 
me a ae MM og 


KNAPP-MONARCH 
¢ oul S 





¥ 
a VA Exclusive Distributers in Canada: 

oa 

Brantford, Ontario 50 Broadway, New York 
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Backed by the famous 


EMERSON-ELECTRIC 
5 YEAR 


Factory-to-User 


GUARANTEE 


Combination Radiant and Fan-Type 


EMERSON-ELECTRIC HEATER 


J 
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cting C 


; t-ge 
with result-8 appear 


4 tisements , 
fall in all these gre 
magazines- . 

R yerything ¥ 
FREE! Every eaeh ty 
al pro 


\f-anim 


at nationa 


ou need 
on this 
motion: 
ated dis- 
Dramatic S© 

jay card, co 

. rc 

yiders 1mP 
a“ dealer 


name, ios for details todays 


mats. Wf 


For extra sales, feature the heater that 
GLOWS AS IT BLOWS! It offers your 
customers everything they want: rapid, 
efficient heat distribution plus that extra 
feeling of homey “hearthside comfort” 
that comes from seeing the cheery cherry 
glow of its visible nichrome wire coils. 
To turn the heat on heater profits, take 
advantage of the many quality selling 
features of this attractive, compact unit 
.-.made and guaranteed by the makers 
of famous long-life Emerson-Electric 
fans. Write today for Catalog and Sales 
Help Folder No. D-13. 


THE EMERSON ELECTRIC MFG. CO. 
St. Louis 21, Mo. 


Exclusive HEATRAY-REFLECTORS 
combine radiant heat 
with fan-forced heat 


for maximum heat distribution plus “hearthside 
comfort.” Specially designed fan forces 150 cubic 
feet of air per minute over four individual chrome- 
plated Heatray-Reflectors housing 17'4 feet of 
gichrome wire, wound in coils. 





BURDINE SALESMEN are constantly turning out perfect ironing jobs, because 


the clothes they iron are their own. 


They Sell lroners by 
Doing Laundry on the Floor 


High cost of living leads salesmen of Burdine’s, 


Miami, 


A SIMPLE merchandising idea— 
encouraging salesmen to do their 
own laundry in the appliance store, 
and within sight of customers—has 
sold sit-down electric ironers so rapidly 
it Burdine’s, Miami, Florida, that the 
store is always several weeks behind 
its delivery commitments. 

“We hit upon this idea because it 
is full of advantageous possibilities,” 
John Hyman, appliance buyer for the 
Miami department store, said. “First, 
we felt that the slow ironer sales which 
existed at the time were solely because 
our salesmen did not enough 
about the new gadget to demonstrate it 
efficiently. Of course, we had a woman 


know 


home economist on the job, but she was 
unable to contact more than a small 
trickle of the number of potential pros- 
pects. It suddenly occurred to me that 
if any of our four specialty salesmen 
could sit down and whip out a neat 
ironing job whenever he was asked to, 
we could contact a lot more prospects 
via the demonstration route.” 


Sissy Job? Maybe, But... 


Although Burdine’s had had little 
trouble in getting salesmen to absorb 
the intricacies of operating automatic 
home laundries, dryers, etc., the aver- 
age man was more or less inclined to 
look upon operating the ironer as a 
“sissy job.” Therefore, most of them 
had shied away from learning much 
about this handy piece of equipment. 
To overcome this, Mr. Hyman hit upon 
a highly practical solution—which was 
to invite the crew of salesmen to do 
their own laundry, at any time they 
wished, on the sales floor. With laun- 
dry prices hitting an all-time high in 
the Florida metropolis, and slow deliv- 
eries on refrigerators, washing ma- 
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to combine business and housework 


chines, etc., hampering their incomes, 
this provided an actual dollars-and- 
cents incentive. “We've had no trouble 
keeping the demonstration ironers in 
operation ever since,” Mr. Hyman 
grinned. 

The four regular salesmen, plus a 
woman demonstrator, are thus all act- 
ual experts on the use of the ironer. 
It is very seldom during a sales day 
that one or more salesmen cannot be 
found neatly ironing underwear, socks, 
towels, sport shirts, and even finishing 
white shirts. “It has been amazing 
the response that demonstrations of 
this kind have brought about,” Mr. 
Hyman smiled. “Most women seem to 
feel that if a man can sit down and 
turn out a workmanlike job of finish- 
ing a shirt in 6 or 7 minutes, they 
could do it more efficiently, and in less 
time. Our salesmen capitalize upon 
this instinct, incidentally, by turning 
out one shirt, and then inviting the 
housewife to sit down and try her own 
knack at the job.” 

Salesmen carry out the entire laun- 
dry operation right in Burdine’s annex- 
store appliance department, washing 
their personal effects in the automatic 
laundry equipment, drying it, and sit- 
ting down to iron it whenever time 
permits. Mr. Hyman thinks that the 
sight of a man getting up from ironing 
and coming over to wait on a customer 
who has just entered the store is far 
more effective sales technique than 
lounging about the showroom waiting 
for a prospect to come in. “What’s 
more, the men seem to actually enjoy 
every step,” he said. “Doing their own 
work has the double advantage of 
saving them anywhere from $3 to $5 
per week in laundry bills, as well as 


(Continued on page 80) 
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---FIRST OF THE NEW WESTINGHOUSE 


tratoviston LHe 


Here’s what your customers have been waiting for 
—a top quality table model teleset with the sharpest, 
steadiest picture they’ve ever seen... a really good 
looking mahogany cabinet . . . and engineered by 
Westinghouse, pioneer in STRATOVISION, today’s 
most talked-about method of Television broadcasting. 
Demonstrate the amazing Westinghouse 196! Show 
your customers the outstanding clarity of its big 








52-square-inch picture! Then ask them to compare 
the 196 with telesets at twice its moderate price! 
Mr. Dealer, you’ve made a sale! 


NOTE TO RADIO AND TELEVISION DEALERS: More models in the 
Westinghouse STRATOVISION LINE are coming soon, along with 
an all-new group of great Westinghouse radios and radio- 
phonographs. If you don’t handle the profit-packed Westinghouse 
line, ask about a franchise now. 


HOME RADIO DIVISION 
WESTINGHOUSE ELECTRIC CORPORATION 


SUNBURY, PA. 





bu cian be susre...tf us 


Westinghouse 





RADIO 


TELEVISION 
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A NORGE FOR EVERY }f 
AT A PRICE FOR |} 





Your prospect names it... you supply it. It’s a fact—there’s a Norge for every 
purpose and for every purse! Norge offers the only complete line of major 


household appliances! 


Norge fulfills campaign promises with appliances built for out- 













standing performance. Each product is packed with exclusive time, 
work and money-saving features . . . Each product is designed for 


breath-taking eye appeal. It’s a combination that can’t be beat! 


And, backing these star performers there’s a sell-packed coast-to- 
coast ad promotion that will send buyers looking for the Norge 


Dealer, “the best dealer in town.” 


Tie-in with the winner! You'll get results . . . increased sales— 


increased profits! 








A BORG-WARNER INDUSTRY 
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BEFORE YOU BUY 


Norge Division, Borg-Warner Corporation 
Detroit 26, Michigan 


In Canada: Addison Industries, Ltd., Toronto, Ontario 
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-NICHROME 


%& Hotpoint 


Ronge Mode! RC10 


Aristocrat’ Electri« 


“N 

© dull seasons, no ‘off’ weeks’. That is the 
Hotpoint keynote, as expanded production keeps a 
steady stream of sales-stimulating appliances moving 
to dealers nationally. Custom-built kitchen and laun- 
dry appliances, backbone of a sensational line, make 
for year ‘round profit opportunities. 


In high wattage CalrodT units which heat-power 
ranges, water heaters, ironers, clothes dryers, and 
commercial cooking equipment of all types, Hotpoint 
employs Nichrome and Nichrome V—as the all- 
important electrical resistance wires. 


For Nichrome assures a lifetime of trouble-free 
operation to consumer and retailer alike... is the 
very heart of good electrical appliances everywhere. 


If your manufacturing sources are not using heat- 
ing elements of Nichrome, profit by asking them to 
do so now. Like Hotpoint, you'll find Nichrome 
makes for increased sales, abundant good-will... 
a host of satisfied customers that stay sold. 


t Registered trademark of Hotpoint Inc 


Driver-Harris Company 


HARRISON, NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle 


Manufactured and sold in Canada by 
B. GREENING WIRE MPANY, LTD., Hamiltor 


'@rti-lale 
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They Sell Ironers 


CONTINUED FROM PAGE 76 = 


making them more experienced sales- 
men fitted to sell at all ends of the 
home laundry problems.” 

Total results, without advertising, or 
any other promotion, have been a quick 
clean-out of all electric ironers on hand 
and a long waiting list of women who 
were sold by the contagious enthusi- 
asm of the Burdine salesmen. While it 
might be possible to get along with 
the floor demonstration only, Burdine’s 
nevertheless pursues the policy of send- 
ing out a home demonstrator as soon 
through its paces in the new owner’s 
own environment. Neighbors are in- 
vited to drop in on such soirees, and 
prospect’s names jotted down for later 
followup. 

“Selling the ironer is entirely a sug- 
gestive-sales proposition,” Mr. Hyman 
said. “There are a lot of women inter- 
ested in them who will never take the 
trouble to watch a demonstration unless 
such demonstrations are a continuous 
program, such as exists in our store. 
I have heard many women comment to 
others that Burdine salesmen are doing 
their own laundry, which incites 
enough curiosity to bring in potential 
prospects.” 

All of Burdine’s salesmen operate on 
a drawing account and 5% commission 
on major appliance sales. The ability 
to sell an ironer with a washing ma- 
chine, or even an ironer alone, has thus 
increased the earnings of each man 
heavily. When the Burdine appliance 
department moves to a new building 
nearing completion, “salesmen will be 
doing their own laundry at the same 
old stand.” End 


, @ General Electric affiliate 


“AND IT'LL PAY FOR ITSELF 
IN ABOUT A YEAR’S TIME.” 
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More schools are coming 
... because women acted! 


WOMEN WERE AROUSED when they learned from COMPANION article “Do You Want To Cheat A 
Child?” that our already inadequate and ill-equipped schools face an even blacker, more desperate 
future. Requests for thousands of reprints deluged the COMPANION offices. The article was quoted 
by newspapers all over the country and in Massachusetts was used as an aid in pushing educa- 
tional bills through the state legislature. 
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MOTHERS’ BIG HELPER! — Lloyd Hall MADAM CHAIRMAN’S BIG HELPER! THE ADVERTISERS’ BIG HELPER! — Ad- 
Reports for the first half of 1948 — In one year 1,288 women’s clubs vertisers know where to go for 
show the COMPANION leads the subscribed to the COMPANION action. COMPANION was only serv- 
women’s service field by wide mar- Packaged Club Programs. These ice book to make substantial adver- 
gins in the editorial linage devoted programs spearheaded community tising gains in first half of 1948 as 
to articles on children. action on important problems! against same period in 1947! 


WOMAN’S HOME COMPANION 
Monthly Circulation More Than 3,800,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


ELECTRICAL MERCHANDISING—OCTOBER 1, 1948 





a9 ae 





. 
Ed ‘ 
a, “' 
_ 
win * woe? - 


‘is ‘ pas: bi 


“3 Ped 4 e  he ‘ 4 af A; a 424 
nen E Ey oe baits Sr Mint ae te YE bn a: 33 NBN dead ail cE ht APE Mae ED did 


RESULTS IN ADVERTISING — 
Products advertised in the Com- 
PANION have a big advantage — the 
NUMBER ONE editorial boost! No 
wonder dealers find it more profit- 
able to display these Electrical 
Products! 


Air-Way Sanitizor Vacuum Cleaner 
Amana Home Freezer 

Camfield Automatic Toaster 
Domestic Sewmachines 
Dominion Appliances 

Easy Washer & lroner 

Everhot Appliances 

Frigidaire Automatic Washer 
Frigidaire Electric Range 
Frigidaire Refrigerator 
Frigidaire Water Heater 

G-E All-Electric Laundry 

G-E Clocks 

G-E Irons 

General Mills Home Appliances 
Launderall Home Laundry 
Maytag Washer & Ironers 

Nesco Chef Automatic Electric Range 
Nesco Electric Roaster 

Norge Electric Water Heater 
Norge Washers & Ironers 

Philco Refrigerator 

Royal Vacuum Cleaner 

Simplex Automatic lroner 
Speed Queen Washers & lroners 


Westinghouse Electric Home 
Appliances 


White Sewing Machines 


PAGE 81 














\TS BACK To SchooL| 


AND IF YOU SET UP THIS EASY 
"LIGHTED WINDOW" 
DEMONSTRATOR NOW, YOU'RE 
BOUND TO WIN EXTRA SALES! 













[lL WRITE ON YOUR SLATE, 
"1 LOVE YOU, JOE! “IF YOU 
LEARN THESE 3 R’S 









. 1, REMEMBERING 
| 2. REHEARSING 
§) 3. Ringing 
R Derlells Hat «s ) 


VL AL 




















Sell the great new 
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| FOR SALESMEN TOO / 





| You'll learn how easy it is to sell 


7 
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washers with EASY’S exciting new 


“Lighted Window’”’ Demonstrator 


LH PRES a big opportunity to get your sales 

force back into pre-war fighting trim! This 
new Easy “Lighted Window” Model is one of 
the most dramatic demonstrators ever seen in 
the appliance industry. If you haven’t bought 
one; better do it fast! Together with Easy’s 
down-to-earth sales training program it makes 
it EASY for your salesmen to go “back to 
school” and learn the 3 R’s of washer selling: 





1 REMEMBERING 


Get your sales story down pat! 
Schedule another showing of the 
new Easy sound-slide film that 
quickly drives home the key tested 
selling points of the new Easy 
Spindrier with Automatic Spin- 
rinse. Study the new demonstra- 


tion guide for correct demonstration procedure. Memorize 


the 30 key selling words printed on the handy reminder card. 


® REHEARSING 


Don’t sit on your hands in between 
sales or when traffic is light. Prac- 
tice your Spindrier sales story on 
one of the boys. Get your talk 
down to the point where it’s 
second nature. Make a game of 
raising buying objections and over- 


coming them. Give complete “wet 





demonstrations” to every prospect. 






The day is past when you can build 
a big washer volume just from the 
sales floor. 5-figure salesmen find it 
pays to canvass prospects in their 
own homes. Easy’s tremendous 
national advertising campaign tellsthe Spindrier story to your 
best washer prospects. It’s up to you to follow them up. 
Easy Washing Machine Corporation, Syracuse 1, New York. 


with Automatic Spin-Rinse 
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Lyre 
G 
SA-14. Graceful minia- 
ture self-starting elec- 
tric Alarm Clock. Its 
smartly designed die- 
cast metal case is fin- 
ished in glossy, durable 
ivory baked enamel. 
Pleasant 1-2-3 alarm. 
4\%4"" high. Retail $4.95. 


Catted ha 4 


SSC-2. Handsome self 
starting electric Cabinet 
Clock in church nave 
design. Case, selected 
two-toned walnut. Gold 
plated sash, silver plat 
ed dial. Strikes hours 
and halves. 10/2" high. 
Retail $29.95 





no : 
MNoitlaiv 


SST-6. Graceful, stream- 
lined self-starting Elec- 
tric Tambour, 20” long. 
Case, beautifully 
grained walnut with in- 
laid panels of matched 
burl walnut. Gold plated 
sash, silver plated dial. 
Strikes hours and halves. 
Retail $24.95. 





Mikal 


SD-138. Self-starting 
electric Occasional 
Clock, in smartly de- 
signed case, of gum- 
wood with butt walnut 
top. Gold plated feet and 
bezel. Metal dial silver 
plated, with convex 
glass. 5'/2"' high. Retail 
$9.95. 


= —_ 


a 
Mul 


SK-135. Modern design 
seli-starting electric 
Kitchen Clock. Metal 
case finished in gleam- 
ing, durable baked 
white enamel, with 
chrome plated bezel. 
“ white dial, convex 
glass. Retail $4.95 
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SA-19. This self-starting 
electric Alarm Clock has 
a very legible dial and 
easy-to-see alarm set. 
The hand-rubbed case 
is an attractive combi- 
nation of gumwood and 
walnut. Retail $7.95. 


















SK-137. Streamlined 
self-starting electric 
Kitchen Clock, in gleam- 
ing white or red plastic 
Forward tilt for easy 
reading. Chrome plated 
bezel. 7!/2"" high. Retail 
$4.95. 


juror 


ST-320. Self-starting 
electric Tambour Clock, 
19” long. Beautiful, 
hand-rubbed case of se- 
lected walnut. Silver 
plated dial, gold plated 
sash. Retail $19.95. 



























SST-7. A lovely Tambour 
self-starting Electric 
Clock, 20° long; case, 
fine selected walnut 
veneers and burl wal- 
nut. Gold plated sash, 
silver plated dial. Strikes 
hours and halves. Re- 
tail $24.95. 


Abagln 

SD-136. Advanced de- 
sign self-starting elec- 
tric Desk or Table Clock 
Its beautiful wood case 
is fine selected walnut. 
Silver plated metal dial, 
gold plated bezel, with 
convex glass. 5!/2"’ high. 
Retail $12.50. 


for Christmas 
Electric Clock 
Business 





Chocks and Usatehes 


@ Sentinel Clocks and Watches are nationally ad- 
vertised in LIFE, SATURDAY EVENING POST and 
LOOK whose monthly readership is approximately | 


100 million people. 


Sentinel Clocks and Watches are sold under Fair 
Trade Agreements in states where these apply, with 


liberal profit margin. 


Available for dealers are illustrated consumer | 
folders, counter cards, newspaper mats, and LIFE 


arrow stickers. 


Let the fast-selling Sentinel line bring you cus- 


tomers and profits. 


THE E. INGRAHAM COMPANY 
Established 1831 


Bristol, Connecticut 


BUY 
SENTINELS 


Prices exclusive of taxes and subject to change 
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How to Build 
a Mailing List 


S store inventories increase, it is 
important to reach out to the 
public with the story of the appliances 
you have to sell. One of the most ef- 
fective ways of doing this is by direct- 
mail contacts, particularly if these are 
followed later by salesmen’s calls. 

The B. C. Electric Co. suggests for 
the benefit of its dealers the following 
ways of building such a list: 

First, and of primary importance, is 
the maintenance of a concise name-and- 
address record of customers that have 
purchased goods from you. If you 
obtain the name and address of every 
customer, you will soon have a large 
and active list. Remember, it is always 
easier to sell more to the people who 
have already made purchases in your 
store than it is to bring in customers 
ior the first time. 

Some other sources of information 
are: 

Telephone or city directories for names in 
your direct trading area. 

Records at City Hall or County Court House 
offer lists such as voters, taxpayers, etc. 
Building permits suggest new homes. 

Clippings from newspapers covering births, 
marriages and like information. 

Contests, such as guessing, or essays can be 
used to build up a list. 

Rural mailing lists are available from rural 
post offices for sections of the country 
away from cities. A blanket distribution 
of material to any particular section, or 
full coverage if so desired can be ar- 
ranged for a nominal fee. 

Many merchants engaged in non-competitive 


lines exchange mailing lists to their mutual 
advantage. 


\lways check carefully to see that 
you get the correct spelling of the name 
and the appropriate title, such as Miss, 
Mrs., Mr. or Dr., etc. It may not seem 
very important at the time, but. people 
are quite touchy regarding their names. 
Work out a simple classification ac- 
cording to the types of merchandise 
and likely prospects for them; a great 
deal of money is wasted in covering 
people that have not the slightest use 
for the product or products advertised. 

Check your mailing list from time 
to time, combing out duplicates—and 
keep it revised. 

Lastly, take care that it does not fall 
into hands that might use it to their 
own or your competitor’s advantage. 
Your mailing list is an asset worth 
guarding carefully. End 








“| WON’T SAY THIS TOASTER IS SLOW — BUT 
SHOULD THE TOAST TURN GREEN BEFORE IT 
TURNS BROWN?” 
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Inside story. 


Job-proved high-quality windings 


J&H 


Capacitor-Start 
Motor te hip " Dependable positive-acting 


starting switch 


Large oil reservoirs 


Rugged pressure-cas 
aluminum rotor << Ne fe wt Built-in terminal box 
; ... simplifies wiring 


Long-lived steel- 
backed babbitt-lined 


Strong, rigid sleeve bearings 


welded-steel 
TS iehicl mage luil- 


Resilient mounting 
for quiet operation 


Sturdy steel base 


Slotted mounting holes simplify Drip-proof end shields... 


aligning and adjusting ventilating openings at bottom 


NEMA standard dimensions 
for inter-changeability 





Boost your sales 


& with 
atin Kook sail is tigate. JACK & HEINTz 


& lined J & H Motor and see the features that ; 
put new force into your merchandising. On Better electric motors 


more than a million appliances and ma- 
chines, J& H Motors are giving positive 


Ball Bearings 


smooth, quiet, dependable operation. And J&H Motors are backed 
up by a nationwide network of Authorized Jack & Heintz Service 


evidence of unsurpassed performance . . . 





. le z 5 Z Aircraft Starters 
Stations. Write for full details on J & H split-phase and capacitor- bn 
start motors. Ask about the franchise for your area, > 
Aircraft Aircraft inverters 
Generators 


JACK & HEINTZ Ji PRECISION INDUSTRIES, INC., Cleveland 1, Ohio 
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THERE’S A 


CROSLEY 


REFRIGERATOR 
FOR EVERY PURSE, 
EVERY NEED 


new product gets tremendous 
ovation; welcomed as industry’s 
best answer to today’s space 


problems in millions of homes 


CINCINNATI, OHIO—(Special) Crosley Division, 
Avco Manufacturing Corporation, today aimed its 





sights at the lower income market with announce- 
ment of a new low-cost Shelvador* Refrigerator to 
be offered to the public at a price less than anything 
of equivalent size and quality standards on the 
present day market. 


The new model has full 7 cu. ft. capacity, yet is so 
compact it fits the same floor area as former 4 cu. ft. 


MODEL F-108 
capacity: 10.5 cu. ft. refrigeration, 
plus 1.5 cu. ft. Ever-Dry Storabin 


MODEL SD-88 
capacity: 8.6 cu. ft. refrigeration, 


plus 1.4 cu. ft. Ever-Dry Storabin plus 1.4 ww. 


BIG CAPACITY 
MODELS 
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MODEL D-88 
refrigeration, 
ft. Ever-Dry Storabin 


capacity: 8.6 cu. ft. 





CROSLEY SCOOPS THE| |! 


rr SHELVADGR | 
the floor space of a 4 


LATEST MODEL GIVES DEALERS 
GREAT NEW APPROACH TO LARGE 
FAMILIES WITH SMALL KITCHENS; 
AMERICA’S THRIFTIEST BUYERS! 


models. In addition it has many higher value fea- 
including the Shelvador*, 
Crosley. 


tures, exclusive with 
The new Shelvador* Refrigerator is expected to 
provide Crosley dealers with a two-way wedge into a 
vast new market. In addition to its attractive price, 
the new space-saving model is hailed as the answer 
to America’s small kitchen problem, and the ideal 
replacement model for millions of obsolete 4 and 5 
cu. ft. refrigerators purchased a decade ago. 


While the latest Shelvador* Refrigerator has not 
been publicly displayed, some knowledge of the new 
product has leaked out. Crosley offices and many 
Crosley dealers have been besieged with inquiries 
from home owners, builders, apartment managers 
and institutions. 





MODEL M-88 
refrigeration, 
Ever-Dry Storabin 


capacity: 8.8 cu. ft. 
plus 1.4 cu. ft. 


PUT YOURSELF OW VELVET CRO SLEY a 
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“a LOW-PRICE FIELD WITH 


EFRIGERATOR 


_.. the price range of a6 


“BIG 7”’ CU. FT. CAPACITY 
IN THE 





eed 
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IS: | ; 3" Te FLOOR SPACE 
J ' S| bir y al 
Ss! i “3 OF A tay 

» | 
ie fea- te, 
- with 

“BIG 7’’ SIZE 

=d 
a FOR THE PRICE 
price, OF A 76” 
nswer 
- ideal (INCLUDING THE SHELVADOR* 
and 5 AT NO EXTRA COST) 
Ss not LEA 4 > a | 
e new 
mare ONE OF THE GREATEST 
juiries ONLY 
agers CROSLEY REFRIGERATION 


ah VALUES 
EVER OFFERED 


THE NEW MODEL S-79 





NRCS pi pe TR st 
Division— ZUED Manufacturing Corporation 
| © 1948 Cincinnati 25, Ohio 
ISE Shelvador* Refrigerators  @ Frostmaster Freezers @ Ranges Radios e Radio-Phonographs Shortwave FM Television 
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OUR PROFIT 
LEADER IS 











A 4 


4 

Dealers and salesmen everywhere, are 
quick to discover the selling advan- 
tages only VOSS offers. Famous 
exclusive VOSS features present an 
unanswerable sales story. VOSS de- 
monstrability is uncontested—VOSS 
beauty unrivaled. A VOSS sale is 
completed with delivery—no expen- 
sive installation with which to bother 


—no subsequent service calls. For 


higher sales volume and dealer prof- 
its... SELL VOSS 
—the Profit Leader. 


Write 


for Full Dealer 






Information. 


os 
1° Ss 


Time TESTED 
Since 1876 


y A Ss wees 






























































Only VOSS Has 
Them All! 





Tangleproof Floating 
AGITATOR — 
""Sperkling White Clothes’ 


“The World's Only 
Electro-Safe 
PRESSURE EXTRACTOR" 





Auto-Type TRANSMISSION — 
“Freedom from Trouble’ 


I? 


Double-Walled 
Corrugated TUBS — 
"Porcelain or Stainless Steel"’ 
PLUS Streamlined BEAUTY — 
“Easy te Clean" 


VOSS BROS. MFG. CO. 222" 















Don't Scare Your 


Freezer Prospects 


Using the home freezer effectively isn’t so hard, but 
too many dealers take the wrong approach with the cus- 
tomer, says James Hong, successful Honolulu dealer 


XCESSIVE emphasis on careful 
kK packaging of food for home 

freezers is perhaps desirable to 
secure perfect results for long periods 
of storage, but the electrical industry 
may be doing itself some harm by sur- 
rounding this appliance with too much 
perfection and mystery. So says James 
Hong, successful electrical dealer of 
the Radio Appliance Co., Ltd., of 
Honolulu, 

He cites the electric ironer as an 
appliance which has lagged behind in 
the sales curves because the electrical 
industry itself has chosen to think of it 
as a machine which is difficult to oper- 
ate. He believes that somewhat the 
same hocus-pocus is now surrounding 
the home freezer. This does not mean 
that some care in packaging should not 
be taken, but there is nothing compli- 
cated about sealing a carton, any more 
than there is about sealing a letter for 
the mail, and there is no occasion to 
make the customer feel that an entirely 
new art must be learned before she 
can operate the freezer successfully. 


Mixed Clientele 


Mr. Hong’s clientele is mixed ra- 
cially, as is Honolulu itself. He sells 
to “haoles” (whites), to Japanese, 
Chinese, Koreans, Filipinos and Poly- 
nesians. In every instance, the younger 
generation are the easiest to sell. Old 
time housewives, white as well as Ori- 
ental, are difficult to convert to new 
ideas, but the younger ones are ready 
to accept whatever advantages science 
can furnish. 

Perhaps it is desirable to wrap meat 
in tin foil or in sealed packages with 
stockinette exteriors if it is to be kept 
for a year or more, admits Mr. Hong, 
but who buys meat to keep it that long? 
The average box in use in the home 
will not hold more than a three-month 
supply—or less, if it is used for a full 
variety of the products it is adapted to 
preserve. For a three-month period, 
Mr. Hong found it adequate to wrap 
the meat in ordinary butcher paper and 
to label it with identifying mark and 
date. 

He always keeps a freezer in the 
store stocked up with meat which he 
has bought in 300-Ib. lots at wholesale 
prices. This bears description, date, 
number of pounds, and cost at which it 
was purchased. When a prospect is 
doubtful of the taste of food so pre- 
served, or feels that he cannot afford 
to purchase the freezer, Mr. Hong 
picks out a roast or a steak. “Here— 
take this home and try it,” he suggests, 
making the customer a gift of several 
pounds of beef. “As you can see, this 
cost me $1.65. At retail market prices 
it would cost you today—let’s see,— 
about $3.75. Just figure the savings 
for yourself. Then try it tonight and 
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SIMPLIFY freezer operation for the 
customer, advises James Hong, presi- 
dent of the Radio Appliance Co., Ltd., 
Honolulu. 


see how you like it.” They like it, all 
right, and can readily figure that at the 
rate quoted, their savings in meat alone 
would be considerable. (Exact figures 
quoted are purely imaginary, incident- 
ally.) 

“How much is your monthly meat 
bill?” is another favorite opening of 
Mr. Hong’s. The information provides 
him with a basis on which to figure 
the savings possible by buying in quan- 
tity. A $10 monthly saving in meat 
alone is not uncommon and offers a 
good argument for making the sale. 


Facing Current Interruptions 


Another fear which the customer ex- 
presses is that an interruption in cur- 
rent or a breakdown of his box may 
cost him the spoilage of all food in 
storage. Current interruptions are as 
a rule not to be feared, although in 
an area where plantation current may 
be used in place of public utility service, 
accidents of some duration might 
happen. His own experiments have 
shown Mr. Hong that food will remain 
frozen safely for forty-eight hours after 
the current has been shut off, under 
Hawaiian climatic conditions, provid- 
ed the lid of the box is kept closed. 
But what housewife can be trusted to 
keep it closed? In actual practice, the 
safe time limits are considerably less. 

The Radio Appliance Co. has pro- 
vided against any loss from such an 
event by keeping a frosted box always 
on hand. When trouble is reported, 
they take the box out with them on 
the truck and leave it behind, already 
frosted, in place of the customer’s 
freezer which is brought in or to the 
shop. 

Incidentally, Mr. Hong has his own 
service department. Even though 
Island custom for the most part leaves 
(Continued on page 90) 
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The Blond Twin 
is a new SUPER- 
FLAME that has 
the style and per- 
formance to at- 
tract new cus- 
tomers. Display 
this beauty and 
you'll sell. 


























What's «52, LL about Syperflamel 


SU PER Fuel Savings Only SUPERFLAME has the Fuel Saver which increases radiating surface 


Sooo eee e ee eeseEeseseseseeeseseeeee and circulating capacity by 100%, cuts fuel costs by one third. 


- 
SU PER Styling SUPERFLAME has graceful, simple, flowing lines—it is attractive furniture for any 


home. And the two tone Hammertone finish adds more beauty. (Hammertone is easy 


to keep clean... won't chip.) 
SU PE R Heating Besides the Fuel Saver, SUPERFLAME offers the triple combustion, low draft burner 
SOSSSSHSSSSS SSS Cc occcoescose which provides maximum efficiency at low, medium or high fire. And SUPERFLAME 


specially designed heat guides and louvers assure warm floors plus even and comfortable 


room temperatures without drafts. 


SU PER Profits SUPERFLAME is a complete line that sells on sight. Be sure to get the details of the 


seeveccccosscsoscccocccssseses SI)PERFLAME franchise with plans for your profit. 


Superflame 


THE FUEL SAVER OIL HEATER 





UE STOVE WORKS, INC., ALBERT LEA, MINNESOTA 
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Manufacturers of the famous SUPERFLAME Line of Oil Heaters— Kitchen Heaters — Floor Furnaces — Water Heaters— Range Burners 
SCOHOSKSOSHSOSOSSOSSSSOSSSOSSOSSOSSCHOSSSSSOSSCSOHSSESSOOSEOSESEESEO8E88E8S8EH HEE ® 
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Cas look gives you the answer—no surface heat- 


ing units! 


Why show a range without them? Simply to 


dramatize their importance. 


It’s the top of the range that gets the most use. 
Ask your wife. Ask any woman. Or just keep your 
eyes open and see for yourself. Practically every 
homemaker uses the top of the range 3 times a day. 

That means something sales-wise. It means you 
can point out to your prospects that surface heat- 
ing units on any range have a full-time job. They 


have to be rugged. They have to be dependable. 


You can talk with confidence about the ability 
of surface units to stand up in service—if you check 


to make sure of one thing. 


LET 
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Are the ranges you sell equipped with time- 
tested INCONEL* Sheathed Heating Units? 


Rustproof and corrosion-resistant, these units 
are built to provide quick, even heat and flexible 
control for the life of the range. They won't warp. 
Won't crack. Won't scale. They can’t be damaged 
by spillovers and spattered fats. And they’re the 
next thing to self-cleaning — spilled foods burn 
right off! 


Another big point: units sheathed in Inconel 
are economical to operate. 


Of course, you may not get a chance to mention 
all these features to your next range prospect. But 
even one or two may be all you need to help a 
hesitant purchaser make up her mind. That’s why 
we say — “Let INCONEL help you sell!” 


*Reg. U. 8. Pat. Of. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 


HELP YOU SELL 


OCTOBER 1, 





Don’t Scare Your 
Freezer Prospects 





CONTINUED FROM PAGE 88 =e 


repair work to the distributor, who 
takes care of all the equipment which 
he carries, the Radio Appliance Co. 
has preferred to maintain its own serv- 
ice department. This is a good talking 
point in making competitive sales. 
Practically, too, it means continuing 
touch with the customer, and a chance 
to sell new equipment when the appli- 
ance is outworn. 

Home freezers are as yet relatively 
free from trade-ins (there are a few 
ice-cream storage cabinets which turn 
up occasionally) but in other fields 
they are again becoming a problem. 
The possession of a service depart- 
ment has given Mr. Hong considerably 
more freedom in handling such equip- 
ment. He offers to put the appliance 
in order and to sell it for the customer, 
allowing the owner the best figure he 
is able to obtain (with his own costs 
subtracted, of course). Servicing 
charges are the same as those which 
would be charged against the appliance 
in the customer’s home. Under present 
conditions, the amount secured in this 
way is frequently more than the cus- 
tomer expected to receive. The store, 
on the other hand, undergoes no risk in 
handling the equipment, which remains 
throughout the customer’s property, 
but is thus enabled to receive full price 
for the new appliance sold. 


Uses Outside Salesmen 


Much of the selling is done in the 
field. A staff of seven salesmen, three 
in the store and four outside, keeps 
business active. Salesmen are hired on 
the straight commission basis and make 
good money. Mr. Hong states that 
$700 a month is not an unusual return. 
There are eleven employees in the 
service department. 

Of course, everything is done also 
to increase store traffic. The store is 
strategically located in the main down- 
town area. The firm recently pur- 
chased the building it occupies in order 
to be sure of maintaining its position. 
A full two percent of gross is devoted 
to advertising to keep name and prod- 
ucts before the public. 

The store is divided into two parts, 
each of which is operated under sep- 
arate articles of incorporation. This 
is not by special desire or design of 
management, however, but due to the 
policy adopted by some of the local dis- 
tributors who require dealers to handle 
their lines exclusively. Mr. Hong 
wishes to carry other items and hence 
has organized the second company and 
arranged the divided store to make 
this possible. 

As well as doing his own servicing, 
he does his own warehousing—and has 
space available in less high-rental areas 
to store his reserve. This gives him a 
surer supply and makes it possible to 
buy in carload lots and to get more 
favorable deliveries. With the time lag 
in receiving orders due to shipping 
problems, this is a factor of some im- 
portance. He points out that on items 
where the margin is only 26 percent or 
thereabouts, however, warehousing is 
out of the question. End 
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, See how EUREKA Walks 
Q EUREKA Walks RIGHT into ~ 
rN by itself My Home 
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NOW AVAILABLE 


GSTELEGRAM | ott eee scare, sections 


TO ALL DEALERS: 
NOTHING IN VACUUM CLEANER HISTORY WRITE for details 


; MAKES STORE SALES LIKE THIS 

) AMAZING NEW EUREKA AUTOMATIC . 
RA: ponerse DEMONSTRATION. NO - i 

po 2 yt IT'S ALL ON THE 


; faa. | 



















VA 


EUREKA Division EUREKA WILLIAMS CORPORATION Bloomington, Illinois 
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Mats to fit every range... 
A mat for every appliance! 





“stop and buy” traffic— 


and that ADDED PROFIT! 


Display your electrical appliances on Aristo-mats, and see how 
much smarter and brighter they look! They sell faster that way, 
too! Then suggest an Aristo-mat to brighten and protect 

your customers’ table and presto—you've added a tidy sum 

to your sales check and a nice, easy profit to your day’s business. 
For finest quality and beauty of product, look for the name 
ARISTO- MAT. Specify Aristo-mats when you order. 
Immediate shipment—1 doz. to carton, 25 Ib. wr. 


Kant-Kut Korner—an exclusive, pro- 
tective feature! "Quad-Coat" Process— 
guaranteed not to chip or peel! Many sizes 
— round, square, oblong—for every need! 


Be sure it's ARISTO-MAT—the only 
NATIONALLY ADVERTISED MAT 
that women know and trust! 


For further information, see your local 
jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 


1315 West Congress Street + Chicago 7, Illinois 
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THE PRESENT STORE IS A MAKESHIFT and will remain so until a new build- 
ing can be erected—Mr. Foote does not believe in spending too much money in 


remodeling premises which he does not own. 


He Sells Appliances— 
And Business Machines 


Combining the two worked out fine 
for Harry S. Foote, Reno, Nevada 


ARRY” of Reno, Nevada— 
Harry S. Foote, when you 
come to know him better—has for 
almost twenty years been known as 
a successful seller of business machines 
in Reno. Following the war, when 
housewives spent a fair percentage of 
their time filling out questionnaires 
telling what they intended to buy “as 
soon as available”, he noticed that elec- 
trical appliances ranked right up at 
the top of the list of wanted articles. 
He decided that there was a distinct 
alliance possible between home appli- 
ances and business aids and that the 
same principles of selling and of ren- 
dering service could be used to mer- 
chandise both. He added a complete 
line of electrical wares, from refriger- 
ators to irons, to his undertaking. 


66 


Features in Common 


Under the business name of “Har- 
ry’s”, the combination has worked well. 
Business machines and home appli- 
ances have much in common, says Mr. 
Foote. Both have a mechanical side, 
which, however, is the concern of the 
dealer rather than the prospective 
customer. In both cases, the business- 
man or the housewife is buying a serv- 
ice, rather than a combination of bolts, 
springs and wires. The customer in 
both cases should be sold on the “use” 
story of the equipment, what it will 
save in time or labor, or in money. He, 
or she, is concerned to know that the 
firm who manufactures the appliance 
is reliable and permanent and hence 
that the product can be presumed to be 
satisfactory in operation, with a guar- 
antee of replacement if defective. He 
wants to know that the firm who sells 
it at retail is a good one to do business 
with. A reputation for honesty, square 
dealing, and for giving service to take 
care of any defects which may develop 
is the basis for success in both fields. 
Mr. Foote’s long reputation for fair 
dealing in handling his business ma- 
chines has carried over and stands him 
in good stead in the new field. He 
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HARRY 5S. FOOTE started with busi- 
ness machines and now combines them 
with home appliances 


does not have to build a reputation in 
the community, for it is already made. 


Trade-ins in Both Fields 


Like business machines, the home 
appliance field is also one where trade- 
ins are a factor to be dealt with... 
and Mr. Foote is prepared to take in 
used equipment in both categories. 
Trade-ins can be profitable, he has 
found, provided: 1. You know your 
values and the probable cost of repairs 
required to put them in usable shape. 
2. You have a repair department which 
can refinish and repair the article at a 
minimum of expense, and 3. You know 
how to sell used equipment. There is 
a steady market for second-hand busi- 
ness machines and for used home appli- 
ances, he has found, among the wide 
group of those who are glad to save 
money. So long as the price of the 
(Continued on page 96) 
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Its a landslide vote for America's 


only roaster with a BUILT-IN time clock 


TS demand for Nesco Electric Roasters today is greater than in any time in our 
history—especially for the leader of the line, the fully automatic model 109. This 
amazingly versatile product is in a class by itself—for it a/one in the roaster field has 
the built-in time clock. Never before has completely automatic cooking been offered 
with comparable compactness and portability. Look to Nesco for roasters with 
nationwide acceptance and the utmost in sales appeal. And see the beautiful full- 
color advertisements, featuring the famous Nesco model 109, this month and next 
in the best-read women’s national magazines! 


ONLY NESCO HAS THE 
BUILT-IN TIME CLOCK! 


The housewife places her evening meal 
in the Nesco, sets the clock and ther- 
mostat, and goes out. Comes home toa 
hot dinner! ‘ 
A TWIST OF THE WRIST 
OPENS THE NESCO COVER! 


Just turn the knob on the lower right 
of the Nesco and the cover opens 
smoothly and quietly. No need to lift 
the cover by hand. 





ALITAMAT THMUEDMOCTAT 
JTOMA THER tA 
i“ CIGA 
SIGNAL I 


Maintains whatever temperature she 
sets. Signal light indicates when cur- 
rent is on. When light is out, food 
cooks on stored heat. 

ONLY NESCO HAS 
NSULATED COVER 
Two sheets of steel, with insulating 
“dead air’ between, cut pre-heating 
many minutes, save fuel, help keep 
kitchen cool. 


The famous Nesco Electrical Line includes Casseroles, Two-Way-Action Heater, 
Nesco Chef Range and Broiler-Griddles 


. 


1948 


Sales Offices: Merchandise Mart, Chicago - 
Ambassador Bidg., St. Lovis «+ 


sNATIONAL ENAMELING AND-STAMPING COMPANY 


Executive Offices: 270 North 12th Street, Milwaukee 1, Wisconsin 
200 Fifth Avenue Bidg., New York - Candler Building, Atlanta 
Western Merchandise Mart, San Francisco 
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\ time 16 make out 
Your Christimas dist ! 


HERE’S YOUR CHECK LIST => 


On the page facing, you will see the Christmas Gift ad for General 
Electric Clocks. 
It is reproduced in black and white here, but it will run in FULL 


COLOR in a whacking good list of national magazines. We’re really 
packing a knockout promotional punch this year! 


Look ’em over: 





Through these mighty magazines this powerful gift ad will reach 
no less than 74,650,000 prospective purchasers of General Electric Clocks! 
We don’t have to remind you that Christmas time is the GREATEST 
SINGLE SELLING SEASON in the retail business. No other season is 
even close. 
WE’RE creating a huge consumer demand. YOU should be ready to 


cash in on it! These clocks are proved and tested gift items. They’ll SELL. 
So do this one thing: 


Get your order blank in to us with your selections 
BEFORE your customers walk in with their Christmas 
shopping lists! For your protection, do this now. TODAY! 


Appliance and Merchandise Department, General 
6t Electric Company, Bridgeport 2, Conn. 
| 3 
* 
Nosperous on 


GENERAL @® ELECTRIC 
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hristmas, give the gift thats always right... 


handsome General Electric Clocks ! 


ADAMS—A magnificent grandfather clock of Eighteenth Century design, even to 
weights and pendulum. The mahogany case is authentically styled. Note the special 
“moon dials.” Westminster chimes sound the quarter hours on five tubular bells. 
$535.00, plus tax. Other hall clocks: the VIRGINIAN (a popular-priced grandfather 
clock at $385.00) and the WINTHROP (a charming grandmother clock at $195.00), 
both plus tax. 





RHAPSODY — This elegant mantel chime 
clock has a diagonally grained mahogany 
case burnished to a sheen. Westminster 
chimes, subtle and beautiful, strike the 
quarter hour. $55.00, plus tax. 





— —_ 





RIDGEFIELD—A charming Colonial 
mantel reproduction. Faithful in 
design, it strikes both the hour and 
half-hour on a deep-toned, spiral 
gong. $32.00, plus tax. 








IVE ONE of these clocks, and you give an enduring reminder of your regard 
—one that will be consulted several times a day for untold years! 


Besides outstanding good looks, these clocks have all these General Electric features: 


1. No winding... . self-starting, just plug in. 2. Quiet. ..no ticktock. 3. Dependable 
- +. On time, all the time. 4, Accurate... electrically checked by your electric utility 
company to correspond with official Naval Observatory time. 


General Electric “Gift Clocks’’—from $4.50 to $535.00. 
A clock for every purse and purpose! 


CANDLELIGHT — An exquisite occasional 
clock, beautifully cased in glowing tan pig- 
skin, or East Indian lambskin, bordered by 
white saddle stitching. Also available in 
sparkling black glass, ground and polished. 
A superb gift! $19.50, plus tax. 





DELEGATE—An unusually handsome 
alarm clock, whose distinctive feature is 
the richly grained, golden-mahogany case. 
The design is modern—in the best sense 
of the word. $9.95, plus tax. 


SELECT-O-SWITCH—An ingenious time- 
switch clock that will turn electric appli- 
ances on and off for selected intervals over 
a 12-hour period. $14.95, plus tax. All clocks 
on this page available at your dealer's. 





HERALDER—A welcome low-cost gift, with 
“Select-A-Larm” feature! This gives the 
user choice of personal volume control. 
Alarm can be set at a soft purr, call, or 
shout. Luminous hands and hour dots for 
easy reading at night. $5.95, plus tax. 





MORNING GLORY — This beautiful alarm 
clock’s flawlessly cast-metal case has a soft, 
satiny, butler silver finish and gold-colored 
‘brass feet. Its bell alarm is melodious but 
positive! $17.95, plus tax. 





NAVIGATOR—Brings a note of nautical 
trimness with its brightly polished spokes, 
set in a brown-plastic wheel! An ideal gift 
for men. $7.95, plus tax. General Electric 
Company, Bridgeport 2, Conn. 


Why wind a clock today? Get a General Electric Clock and FORGET IT! 


GENERAL @ ELECTRIC 
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One Customer Sella 4bnother 


PAK-A‘WAY 


TRADEMARK 





REGISTERED 


THE WORLD’S Finest HOME FREEZER 










OUTSTANDING 
FEATURES 


@ Sturdy latch of exclusive 
Schaefer design is 
with built-in door lock 
@On PAK-A-WAY 12 and 
18" two insulated doors may 





el 


Nationally - promotion 


| 
Strong, unusud! P 
Competitively priced 
Liberal discounts 


equipped 


be opened individually, thus pro 
viding convenient tabletop work 





ing space while exposing only wl 





port of interior at one time 


@ Counterbalanced doors afford 
easy access-——-stay open in any 
position. Exclusive Schaefer 


hinge. Tension easily adjusted 


@ Three patented easy-to 
empty ice cube trays in con 
venient wire holder. Contain 48 
cubes approximately four 


pounds of ice. Extra equipment 


@ Removable wire baskets, in ature equipment. 
terchangeable, provide flexibili 
ty in storing food systematically 


and easily. Extra equipment 


@ Five inches of insulation sealed 
against air and moisture. Cabinet 
exterior finished 
white 


im sparkling 
baked, Dulux enamel! 


Smart leaming metal trim 
/ 9 9 


@ Automatic temperature con 
trol, adjustable for storage or 


details of dealer opportunities. 


fost freezing 


@ Battery actuated alarm auto 
matically rings bell in event of 
power or mechanical failure 





@ Each PAK-A-WAY equipped 
with pull-out type hermetically 
sealed condensing unit. Needs 
De ee 
factory operation 





a 


MINNEAPOLIS 1, 


@ Recessed toe space at base 











provides easy access to foods Ser eee 8 8 OCC 29529448 
SCHAEFER, INC. 
MINNEAPOLIS 1, MINN. DEPT. EM.9 

Send us complete details regarding PAK-A-WAY dealership 

My nome 

Firm 

Address 

City State 
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Yes, one customer sells another 
because PAK-A-WAY is the kind of 
home freezer that sells easily—and stays 
sold! PAK-A-WAY is the product of 
Schaefer's nineteen years’ experience 
in building only the finest low temper- 


Upward of two hundred million dol- 
lars in home freezers will be sold this 
year. Your share? It can be generous, 
if you use the PAK-A-WAY proven 
profit sales plan. PAK-A-WAY outstand- 
ing features and strong promotions will 
help you realize plus profits on home 
freezers. Send the coupon today for 


MINNESOTA 

















“DAMMIT, SMITH! 








MUST YOU ALWAYS CHIME IN WHEN I’M TRYING TO 
SELL A CUSTOMER?” 





LMNaywm 


A ovinsEND 








He Sells Appliances—And Business Machines 





reconditioned article can be made less 
than the product new, it can be sold. 

At the present time, he is carrying on 
in the quarters where his business 
machines were sold, plus additional 
space added through rental of a next- 
door store, but this is just a temporary 
measure. Ideally he wants a building 
of his own, where remodeling costs 
and upkeep will not be lost to him 
should the landlord suddenly decide to 
raise rents beyond reason. Of course, 
it is pretty hard for a business to have 
too much capital tied up in real estate— 
capital should be liquid, he feels—in- 
vested in articles for sale and then kept 
in motion, with emphasis always on 
turnover, in order for any business to 
be a success. Hence he has set out to 
make his real estate transactions carry 
themselves. Starting by building and 
selling a home, he has repeated the 
process several times, making a sub- 
stantial profit on each deal. He now 
has some $32,000 ready for his business 
building, which he has designed to cost 
about $25,000. This will have space 
sufficient for a quite separate display of 
the two types of equipment. The serv- 
ice department, on the other hand, can 
be combined. Of course, workmen will 
be specialists in their own lines, but 
some of the machinery used will be 
interchangeable—and the framework 
for handling parts and for carrying on 
the repair jobs can be the same for both 
One floor of the building will be re- 
served for selling second-hand appli- 
ances of both types. Ideally there will 
ilso be space to rent out to others 
vhich will enable the building to carry 
tself, at least in part. 


Carries His Own Paper 


For somewhat the same reasons, Mr. 
Foote carries his own paper. He rea- 
sons that the bank or the finance com- 
pany makes a good living at such tasks 
as carrying time payment business for 
dealers. He prefers to be independent 
and to make this profit for himself. 
Others may have the same general de- 
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sires, but the significant thing is that 
Mr. Foote sets about putting his de- 
sires into effect by acquiring the neces- 
sary funds to undertake the job. If 
they are not forthcoming out of the 
business itself—and neither business 
machines nor home appliances provide 
such large profits that they readily fur- 
nish cash reserves for much experi- 
mentatian—he gets the money by doing 
something else on the side. 


He'll Sell Outside 


One important way in which the two 
lines of his business are alike is that 
they respond promptly to emphasis 
placed on field selling—and Mr. Foote 
plans to make this an important aspect 
of his efforts. His contacts throughout 
the state in the business field will stand 
his salesmen in good stead when it 
comes to selling appliances. One thing 
he makes clear—field selling must be 
good selling. The customer must know 
why he has bought and be so firm in his 
desire to possess that he will not allow 
himself to be unsold when he hears or 
reads a rival story. He must under- 
stand the operation of his equipment 
also—be it an office calculator or an 
automatic laundry for the home, be- 
cause the farther away from headquar- 
ters you get, the more difficult service 
calls are to make. Past experience has 
shown that the majority of first service 
calls are due to misunderstandings of 
one sort or another. It pays to forestall 
these by training the user thoroughly 
in the operation of the equipment. 

Here, too, absolute honesty pays 
dividends, for it would be fatal to have 
the customer expect too much. 

Much of the development of appli- 
ance selling is still in the future for 
Mr. Foote, for like everyone else, he 
has had more orders than appliances 
during the first post-war period, but 
he anticipates no difficulties. For home 
appliances are, after all, business ma- 
chines—except that the housewife and 
not her husband is the one whose tasks 
are to be lightened. End 
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ready to help 
you hoost 
water 


heater 
Sales! 





The Dow Magnesium Rod 


Merchandising Kit 


PACKED WITH HARD-HITTING SELLING TOOLS—COUNTER CARDS, 


CONSUMER LITERATURE, SALESMEN’S MANUAL, DECALS, ADVERTISING REPRINTS 


We’ve said it before, but it’s worth repeating. Dow is doing everything 
possible to help you sell more water heaters. 


Here’s the latest and most important Dow contribution—the Dow Magne- 
sium Rod Merchandising Kit. This attractive kit is full of facts, and complete 


with all the ammunition you need to sell more heaters equipped with Dow D OV 


Magnesium Rods. 
Take advantage of this helpful selling tool. 





Place your order now with your manufacturer for as many complete kits CHEMICALS INDISPENSABLE 


or separate items as you need. 
TO INDUSTRY AND AGRICULTURE 


MAGNESIUM DIVISION 
THE DOW CHEMICAL COMPANY « MIDLAND, MICHIGAN 
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- ESTATE HEATROLA 
GAFFERS & SATTLER 
GLENWOOD 
GRAND 

HARDWICK 
MAGIC CHEF 


MOORE'S 
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OCCIDENTAL 
O'KEEFE & MERRITT 
QUALITY 


ROPER 
SGE-ACORN 
SGE-ORIOLE 
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TAPPAN 
UNIVERSAL 
WEDGEWOOD 
WESTERN HOLLY 


In Canada: 
CLARE BROS- 
MOFFAT 
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GREAT GAS RANGE CAMPAIGN 


F LA, 


SMART COOKS KNOW 


GAS bas got / 


The greatest sustained advertising and pro- 
motional drive in gas history—more than 
$8,000,000 a year—is selling your customers 
day after day, week after week, and year 
after year, on Automatic Gas Ranges built 
to “CP” Standards. 

Under the banner ‘‘Smart Cooks Know — 
Gas Has Got It!’’, 19 big name gas range 
manufacturers, gas utilities from coast to 
coast, the American Gas Association, the 
LP-Gas Association, and the Gas Appliance 
Manufacturers Association have coordinated 
their efforts to blanket every home in a great 
campaign that tells every housewife that the 
new Automatic Gas Ranges built to “CP” 
Standards have what she wants. 


“CP” is your best selling tool to move top- 
of-the-line automatic gas ranges off your sales 
floor in volume. Here’s proof. While sales of 
all gas ranges are up 25° over last year, sales 
of Automatic Gas Ranges built to “CP” 
Standards have increased more than 200%! 
Your customers will look for ‘the ““CP”’ Seal 
on the famous brand automatic gas ranges 
on your sales floor. Prospects are presold 
before they enter your showroom! 

Ready and waiting for you is every pos- 
sible help you need to advertise, promote 
and sell high grade, profit building Auto- 
matic Gas Ranges built to “CP” Standards! 
Ask your manufacturer or your gas company 
today how to tie-in and cash-in. 


Healers Sell CP 


TIE-IN WITH THE GAS INDUSTRY’S 


The ‘‘CP’’ Seal means that the brand name automatic gas range on 
which it appears has been built by a member of the Gas Appliance 
Manufacturers Association to meet or surpass the high ‘‘CP’’ 
specifications created by the Association. 





Gas Appliance Manufacturers Association 


60 East 42nd Street, New York 17, N. Y. 
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Atsplay FURNISHED AT 


NO CHARGE! 


Here’s a dramatic counter display that 
will stimulate genuine sales appeal for 
the new streamlined Vapor-Master. 
Every family is a redhot prospect for this 
outstanding appliance, so act quickly — 
it’s your chance to double your vaporizer 
sales on an item that’s loaded with easy- 
to-sell features. 


a 


GET YOUR 


HANKSCRAFT 


MODEL 1082A $995 retai 


@ NEW ADJUSTABLE FEATURE... 
Now the user can regulate the vol- 
ume of steam flow with a simple ad- 
justment that insures efficient opera- 
tion under all water conditions. 

@ RUNS FOR SIX HOURS... Evap- 
orates 32 quarts of water without 
refilling, and delivers steady, heavy 
flow of steam for 6 hours. 

@ AUTOMATIC ELECTRIC .. . Operates 
on basic Hankscraft principle; when 
all water has turned to steam, current 
shuts off automatically. 

@ RECOMMENDED BY DOCTORS... 
The soothing medicated vapors are in- 
valuable in treating colds, croup and 
bronchial troubles. 


Nationally Abduertised 


’ Eye-catching ads in the Saturday Evening Post, Par- 

ents’ Magazine, and Hygeia will tell your customers 

PARENTS about these outstanding Hankscraft appliances. Tie 

ame ic WWM in now — it’s your chance to take full advantage of 
this powerful fall and Christmas promotion. 





No Plumber Trouble 
in Oakland 


a EXAMPLE of a satisfactory 
setup for dishwasher installations 
has been worked out in Oakland, Cali- 
fornia, where one large plumbing firm 
| has undertaken to serve dealers han- 
| dling the Hotpoint washer or disposal 
| ona non-competing basis. 


Decided to Service 


The Scott Co. deals in large plumb- 
ing jobs, handling the complete in- 
stallations for hotels, building projects 
and the like. In the past they assumed 
no servicing obligation on the equip- 
ment installed, but a few years ago 
they came to the conclusion that good 
public relations demanded the addition 
of a repair department. This grew to 
considerable proportions and provided 
them with a working staff adapted to 
the handling of installation jobs on 
sinks and dishwashers. 

Decision was made against the re- 
tail selling of electrical appliances. 
Occasionally on a big job where speci- 
| fications call for some article which 

they can obtain through their other 
contacts, they supply the appliance as 
well as install it. But they have no 
sales department at all—and when an 
inquiry is made from them in regard 
to the purchase of a dishwasher, they 
refer the customer to the nearest Hot- 
point dealer. 


Suggestion, But No Obligation 


The Hotpoint distributors in the 
area pass on the name of the Scott Co. 
to their dealers as a firm prepared to 
make installations, although there is 
of course no obligation that they make 
use of this service. Those who do, call 
in the company when a dishwasher 
and/or disposal sale is made, deferring 
any quotation on exact cost until an 
examination of the premises has been 
made. From past experience the Scott 
Co. can quote a preliminary figure of 
$60 for a dishwasher, or $90 if both 
appliances are involved as the prob- 
able cost, to be varied depending upon 
the run of pipe required and other 
factors. James B. Linford is in charge 
of this work. End 








The HANKSCRAFT Egg Service 


Here's a colorful disploy item that will build volume 


set consists of the No. 874 Egg 


with chrome dome, 4 


Chrome Serving Troy 


HANKSCRAFT COMPANY 





FEATURE THE HANKSCRAFT 
DISPLAY ASSORTMENT 


Here’s a special Christmas assortment of 
beautiful display merchandise which pro- 
vides you with a knock-out egg cooker de- 
partment in a single compact unit. Includes 
2 No. 1083 Egg Service Sets, 4 No. 874 Egg 
Cookers, and 1 3-dimensional Display. The 
deal costs you $25.02, sells for $41.70 — 
YOUR PROFIT $16.68. Order this attractive 
deal today. It's designed to help you with 
your Chritsmas appliance sales program. 


Poaching Dish, and 
$8.95 Retail 











The HANKSCRAFT Egg Cooker 


This amazing Egg Cooker boils, poaches, scram- 
live steam right at the 
Shuts off automatically when eggs are 
done just right 


bles or shirrs eggs in 
table. 
Red, yellow, blue or green por- 
celain 


Model 874 $5.95 Retail 


¢ MADISON 10, WIS. 











dome. 





“FOR EVERY REFRIGERATOR MY DISTRIBUTOR 
LETS ME HAVE, | HAVE TO BUY ONE OF HIS 
DAUGHTER'S PAINTINGS!” 
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You gain these advantages in HiESIMAG: 


TRACE MARK 


CUSTOM MADE TECHNICAL CERAMICS 


These are the reasons for the consistent growth of American 
Lava Corporation: 


RESEARCH. American Lava stands pre-eminent in its field 
in research. Here you are most apt to find the answer to any 
question involving technical ceramics. 


ENGINEERING SERVICE. American Lava is long on engi- 
neering service. You will find one or more graduates of many 
leading engineering schools on our staff. Their specialized 
experience is freely available to you on selection and design 
of technical ceramics for your specific requirement. 


EXCLUSIVE PROPERTIES. Constant development of special 
purpose ceramics has led to the production of many Alsimag 
compositions with advantages not found in any other material. 


DEPENDABLE QUALITY. Our customers know that Alsimag 
components are always well within the physical characteris- 
tics specified. That is assured by alert Quality Control Super- 
visors and rigid final inspections. 


47T H ., & @ @ oO 
SALES OFFICES: ST. LOUIS, MO., 1123 Washington Ave., Tel: Garfield 4959 © NEWARK, N. J.. 671 Broad St.. Tel: Mitchell 2.8159 e CAMBRIDGE, Mass 
Tel: Kirkland 4498 e CHICAGO, 9 S. Clinton St., Tel’ Central 1721 © LOS ANGELES, 324 N. San Pedro St., Te 
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ACCURACY. Already supreme in the field of accuracy, the 
many new precision machines installed in the past year 
achieve normal tolerances without additional cost penalty 
Alsimog can be held to almost any tolerance required at 
commensurate cost, 


ADVANTAGEOUS DELIVERIES. Deliveries are not as good 
as we would like to have them—but, during the past year 
84°% of our deliveries were on time and a good percentage 
of the remainder followed rather closely. Factory expediting 
practices are being constantly improved and we pledge 
further improvements toward increasing the already favor- 
able percentage of deliveries on time. 


PROPERTY CHART. The more frequently used Alsimag com- 
positions are shown in a Property Chart, sent free on request. 


AN INVITATION. If you have a problem which might be 
solved by technical ceramics, submit details and let our engi- 
neers make recommendations without cost or obligation 


CORPORATION 


CHATTANOOGA S, 


F ¢c € @ 


TENNESSEE 


38-B Brattle St., 


Mutual 9079 @ PHILADELPHIA, 1649 N. Broad St 
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ON THE FORWARD STROKE, 


the AUTOMATIC COMB-VALVE gently grabs 
threads, lint and hair that other vacuum cleaners 
miss! In addition, it parts the nap—thus loosening 
dirt embedded in the pile of rug so it is more 
readily removed by the powerful suction. 
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ON THE BACK STROKE, 


the AUTOMATIC COMB-VALVE swings forward and upward, 
bringing lint, threads and hair to its high-pressure chamber... 
concentrates terrific suction power through its comb-like slots 
... thus cleaning itself! 


@ ee eee ee ee 


GIVE YOUR CUSTOMERS 

READY FOR NEXT STROKE! 
THIS ASTOUNDING LEWYT = The Lewyt No. 80's AUTOMATIC COMB-VALVE 
DEMONSTRATION ! | is clean...embedded dirt has been removed 


from the pile of the rug... surface lint, threads and 
hair have disappeared into the Lewyt 
| 9 ic! 
Note: Present Lewyt owners can convert at nom- | --- it’s like magic! 


inal cost. See your Lewyt Distributor for details! a See ——-<-ee ooo > 
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with Lewyt dealers ! 


the sensational new and revolutionary 


SO Cirpel Nonile 


Gets 18% to 55% more embedded dirt, picks up more lint, 


thread and hair . . . yet with 13% to 58% less carpet wear 


than 4 other big-name vacuum cleaners tested by United States 


Testing Co., Inc. (Reports #787301-2-3-4, June 14-16,1948) 


Here’s sales-power you can demonstrate! The extra 
wallop that makes Lewyt the most potent and dynamic 
in the entire vacuum cleaner field. Never before has one 
vacuum cleaner proved so conclusively it can do the 
work of two — both tank-type and upright — and do it 


better! And it’s yours alone — exclusive with Lewyt 








VACUUM 


CLEANER 


LEWYT CORPORATION, VACUUM CLEANER DIVISION 


ELECTRICAL MERCHANDISING—OCTOBER 1, 


(Rhymes with ‘do it’) 


dealers! And the story of Lewyt is being punched home 
to millions in page-after-page in LIFE, SATURDAY 
EVENING POST, LADIES’ HOME JOURNAL, 
McCALL’S, BETTER HOMES AND GARDENS! 
PLUS THE MOST AGGRESSIVE MERCHANDIS- 
ING PROGRAM IN THE VACUUM CLEANER 
INDUSTRY! 


It’s this kind of alert, aggressive sales-thinking that 






makes Lewyts move—and move fast. Lewyt distributors 
from coast-to-coast are ready to give you all the facts. 


WRITE, WIRE, PHONE TODAY! 


74 Broadway Brooklyn 11, New York 
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Appliance Production Dips in July; 


Some First Half Figures Ahead of '47 


Total radio and video output 
off 40 percent; even television 


drops below record June mark 
By William J. Hoffmann, Jr. 


HE summer doldrums really hit 

the electrical appliance business 
head-on during the month of July with 
all reported lines registering below 
the totals for the previous month, al- 
though in some cases ahead of last 
year’s production. 

Overall output for all types of radio 
and television sets for July decreased 
40.85 percent from June for a mark of 
683,438 as compared with the robust 
1,113,870 of the month before, accord- 
ing to a recent report of the Radio 
Manufacturers Assn. The January- 
July inclusive figures add up to 8,428,- 
857 units as against 9,766,100 for the 
same period last year, a drop of 13.69 
percent. 

RMA figures show radio set produc- 
tion dropping to 627,349 units during 


The Fruits of Victory 


July for the lowest monthly output 
since February, 1946, and representing 
the first time that set production by 
RMA member-companies fell under 
the million-a-month mark since May, 
1946, according to the report. Seasonal 
and market conditions, in addition to 
vacation shutdowns, resulted in sub- 
stantial decreases compared with the 
1,049,517 sets produced during June 
and 1,155,456 during July 1947. Out- 
put on AM-FM sets during the month 
sagged to 74,988 units as compared 
with 90,414 during June and 70,649 in 
July 1947. A sharp decrease was noted 
in production of both automobile and 
portable radios, totaling 193,164 and 
105,997, respectively, during July. 
Standard AM sets also went down to 
552,361 units, 406,742 below June’s 





¢RECTRONICS FARK 





AWARD WINNERS in G-E window display contest, Tim J. Noonan, George W. 
Pickering Co., Salem, Mass. and H. T. Forsberg, Forsberg Electric Co., Brockton, Mass. 
(left), hear explanation of General Electric’s Electronics Park at Syracuse, N. Y., by 
R. L. Hanks, G-E electronics manager, Boston, Mass., as Ralph Knapp and Jim Dolan 


of G-E Supply Corp., Boston, look on. 


Both men were awarded trip to the park for 


creating the best window display in a competition among 50 dealers in the New 


England area. 
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mark of 959,103, a 42.41 percent drop. 
Even television slowed down during 
the July period, turning out 56,089 
video sets as compared to the 64,353 
total of the month before. However, 
the July figure was sufficient to main- 
tain a weekly average of 14,022 sets, 
an increase of more than 30 percent 
above the average weekly production 
for the first six months of 1948. 
Refrigerators, according to the Na- 
tional Electrical Mfrs. Assn., dipped to 
370,970 units for July as against the 
record 389,973 of the preceding month 
but were over 33 percent higher than 
the same month a year ago with the 





January-July accumulative totals 36.05 
percent higher this year than for the 
same time in 1947. Totals for this 
period are 2,387,493 in 1948 as against 
1,754,891 last year. 

Vacuum cleaners followed the July 
downward trend of other appliances 
turning out only 229,537 units for the 
month as compared with 256,071 in 
June, a decrease of 18.65 percent. First 
seven month totals also were under a 
year ago, the overall production regis- 
tering 2,039,989 compared with 2,111,- 
169 for the same period last year, a 
drop of 3.37 percent. 

According to NEMA, electric ranges 
also dropped to 84,645 units for July 
1948 from the record June output of 
124,914. However, the July figure in 
1948 was 5.81 percent over the 79,997 
total for the same month last year. 
First seven months total for ranges 
was 36.64 percent above last year, 
755,668 against 553,054 units. 


Bendix Raises Washer Prices; 
Announces 6-Months Protection 


York and Int. Harvester 
prices are also increased 


Announcement has been made of 
price increases on five automatic wash- 
ers and a price protection plan by 
Judson S. Sayre, president, Bendix 
Home Appliances, Inc., South Bend, 
Ind. The company claimed to have no 
alternative with still further costs 
mounting in spite of the effort last 
April to halt the upward trend. New 
suggested retail prices are $349.95 for 
the Gyramatic with automatic soap in- 
jector, an increase of $30; $329.95 for 
the Gyramatic, also $30 higher ; $289.95 
for the deluxe with soap injector; 
$269.95 for the deluxe and $249.95 for 
the standard, each being boosted $20. 
However, models S-101 and B-201 re- 
main the same, $199.95 and $219.95 
each, 


Protecting Prices 


Commenting on price protection, 
Mr. Sayre stated that the manufac- 
turer’s responsibility is a difficult one 
in trying to determine price trends, 
unemployment, national income, etc., 
but that the company believes a six 
month’s risk is about the justifiable 
minimum. Accordingly, the new prices 
will be in effect through January 31, 
1949 and rebates will be given dis- 
tributors in the event of reductions 






prior to that date. Returns will be the 
difference of the net reduction per 
machine or the difference in net price 
to the distributor to be credited to his 
account. A similar arrangement has 
been made in case the distributor has 
fesold a machine to a dealer before 
the machine is shipped to him from 
the company, pending a joint report 
by both distributor and dealer with 
serial number and the receipt of an 
inventory. 

While International Harvester Co., 
Chicago, Ill. was announcing price in- 
creases on three household refriger- 
ators and one home freezer model, 
they also introduced a new home 
freezer on the market. New figures 
are (f.o.b. Evansville, Ind.) as fol- 
lows: Refrigerators: Model 8H1 
(standard) $235, an increase of $10; 
Model 8H3 (deluxe) $270, up $20; 
Model 8H5 (super deluxe) $310, an 
increase of $25. 

Home freezer model 11 FC is now 
tagged at $398, a $10 boost, but model 
4FC remains at $229.75. The new 
freezer is priced at $475 and is known 
as model 15 FC. 

The York Corp., York, Pa. recently 
announced through its president, Stew- 
art E. Lauer, a six percent increase 
in its prices because of the increased 
costs of raw materials and components 
with the new figures barely covering 
these cost increases and wage and 
salary advances. 





PAGE 105 

















YOU SET 


thumb dial for 
desired heat 
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desired heat in 
magic watchman 
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Arvin announces the sensational new i at 


ARVIN DUAL-CONTROL (ROW 


ARVIN _ ENDS IRONING GUESSWORK! is 


What women have wanted for years! i 












C 
Easy to demonstrate! Easy to sell! Control knob is in the : 
G5 handle where women want it. Magic Watchman tells sole E 
plate heat as fast-action Arvin thermostat follows change | 
move of knob setting. Ends risk of scorching with a too-hot iron. f 
2300 +=Ends wasted effort with a too-cool iron. i , 
§ 
8-ft. reversible cord for right or left hand ironing i ' 
/ 
The new Arvin Dual-Control Iron has_ cast into aluminum alloy sole plate— L 
an extra long 8-ft. safety-locked cord, faster heating, faster step-down, even t 
easily reversible for right- or left- heat over whole ironing surface. Ever- 
handed women. Other strong selling cool comfort-grip handle means free- 
features include: Light weight—only dom from muscle fatigue. Under- ‘ 
3 lbs. Rod-type 1,000-watt element writers’ listed. One-year guarantee. ; 
! 
TO CAPTURE THE LOWER-PRICED MARKET, Ss, GS 
BE SURE TO SHOW ARVIN MODEL 2200 AT | 
NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 


SELF-SELLING CARD AND CARTON: Arvin Dual-Control lron master carton comes 
complete with self-selling display card and special carton which forms display stand 


and consumer storage box. Counter card fits easily in back. of carton. Mats and 
window streamers now ready. 


| | 
| | 
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“Walkie-Talkie” Radios Near 


) Civilian Use With FCC Approval 
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Radio manufacturers plan 
early set production; FCC 
proposes 100 unit minimum 


SE, by civilians, of small, two- 

way radios, similar to “walkie- 
talkies” used during the war, is 
almost here. The Federal Communi- 
cations Commission has announced 
proposed rules for regulating opera- 
ms of Citizens Radio Service, which 
ontrols use of this type of equipment. 





Scheduled Meetings 


YOUR 1949 HOME DISPLAY 
Home Displays, Inc. 
Minneapolis Auditorium, Minn. 
October 1-9 


PORCELAIN ENAMEL INSTITUTE 
10th Annual Forum 

University of Ill, Urbana, Ill. 
October 13-15 


INDIANA ELECTRIC ASSN. 
Annual Convention ik icici 
French Lick Springs Hotel, French 

Lick, Ind. 

October 13-15 


BOSTON CONFERENCE ON 
DISTRIBUTION 
Boston Chamber of Commerce 
Hotel Statler, Boston, Mass. 
October 25-26 


RICHMOND BETTER HOME 
SHOW 


Grays’ Armory, Richmond, Va. 
Oct. 30-Nov. 7 


NATL. ELECTRONICS 
CONFERENCE 
Edgewater Beach Hotel, Chicago, Ill. 

November 4-6 


NATL. ELECTRICAL MERS. ASSN. 
Annual Meeting 
Hotel Traymore, Atlantic City, N. J. 
November 8-13 


SOUTHEASTERN ELECTRIC 
EXCHANGE 
General Sales Conference 
Atlanta Biltmore Hotel, Atlanta, Ga. 
November 10-12 


NATL. FARM ELECTRIFICATION 
CONF. 


Congress Hotel, Chicago, Ill. 
November 17-18 


CHICAGO JANUARY MARKETS 

Merchandise and Furniture Marts, 
Chicago, Ill. 

January 10-21 


NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 

Natl. Housewares Mfrs. Assn. 

Navy Pier, Chicago, III. 

January 13-20 
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October Ist has been set as the dead- 
line for filing protests against the rules, 
and, if none are raised, which would 
call for another hearing, the rules be- 
come effective immediately. The FCC 
then can begin the job of licensing in- 


¢ 1 


dividuals to use the sets. 
100 Units Required 


Although most large radio-set man- 
ufacturers have had plans for the citi- 
zen’s radio in the works for the past 
two years, actually the only type- 
approval granted thus far by the FCC 
has been made to the Citizens Radio 
Corp., Cleveland, Ohio. The approval, 
issued last March, calls for a radio 
transceiver to operate on a frequency 
of 465 megacycles. These proposed 
regulations are to apply to all manu- 
facturers who receive approval from 
the FCC to make sets. More than 100 
units must be manufactured by a com- 
pany to obtain type-approval and com- 
pliance must be made with technical 
requirements set down by the commis- 
sion last December. The apparatus, 
which now meets all FCC standards, 
is camera-sized and weighs about 24 
lbs., including batteries. It is expected 
to be in quantity production before 
long. 

The proposed service would permit 
short-range equipment, including the 
camera-sized sets now in development, 
to be used in many ways, ranging from 
providing contact in isolated areas to 
operating various radio-controlled de- 
vices, according to the FCC. The pro- 
posed regulations classify the service 
as “fixed and mobile service intended 
for use for private or personal com- 
munications, radio-signalling, control 
of objects or devices by radio and other 
purposes.” Broadcasting or transmit- 
ting communications for which anyone 
is paid are forbidden. Each set would 
require an FCC license, none to be 
issued to persons under 18 years old. 


Rural Benefits 


Maximum usefulness of the service 
will probably be in rural areas where 
telephones and other means of com- 
munication are unavailable. Inter- 
ference from tall city skyscrapers and 
other sources figures to curtail effective 
urban use. Although essentially a serv- 
ice for small communities, small busi- 
ness interests, and individuals, the 
FCC looks for its application in city 
areas, large organizations, as a means 
of contacting various branches of work 
outside telephone range. 

Voice range will be short, almost 
line-of-sight, and the distance it can 
be transmitted will be increased by the 
height of the antenna, power of the 
station, and its freedom from inter- 
ference. 

Two types of citizen stations are 
proposed: Class A stations will be 
allowed operation throughout the 460- 


1948 


470 megacycle band, assigned to this 
service by the FCC frequency alloca- 
tion report in 1945. A maximum input 
of 50 watts is provided for these sta- 
tions. More exacting technical require- 
ments are set up for the Class A sta- 
tions, which will be used where the 
longest distance is sought, and, where 
the highest degree of frequency stabil- 
ity is mandatory. The sets will be 
more elaborate and cumbersome than 
those in Class B, limited to a 10-watt 
input. The regulations will permit the 
use of “booster” or automatic relay 
installation where necessary. The sta- 
tions can be used either at fixed loca- 
tions or on vehicles, aircraft, or boats 
Class B sets will be first on the mar- 
ket. 


Sharing The Band 


A license does not guarantee the 
right to a channel, but simply affords 
an opportunity to share the band with 
others, similar to the arrangement for 
use of amateur bands and old-time 
phones. However, long-winded chatter 
is not likely to be tolerated by the FCC 
in view of the detrimental effect such 
talking would have on the effective- 
ness on the service. In areas where 
serious interference develops, the FCC 
suggests various users convening to 
solve local problems, even pooling the 
time for certain purposes, and in gen- 
eral, cooperating. 


Variety Of Uses 


According to the FCC, the many 
uses of the set will be particularly wel- 
comed by department stores, dairies, 
laundries, and other business organiza- 
tions to communicate to and from de- 


livery vehicles, taking inventory, etc. 


Industrial plants, construction projects, 
lumber yards are a few more of the 
potential users. 


Video Service Training 
Sponsored by Philco 


Enlisting the cooperation of all their 
distributors in television cities, the 
service division, Philco Corp., Phila- 
delphia, Pa., has sponsored a new long- 
term program designed to train today’s 
experienced radio servicemen in the 
techniques of modern television ser- 
vicing, according to a recent an- 
nouncement by John Pell, manager, 
television service. Aimed at develop- 
ing many additional thousands of com- 
petent technicians familiar with all 
phases of servicing up-to-date televi- 
sion sets and in proper antenna instal- 
lation, the new program includes three 
steps. First, there is home instruction, 
a free course of home study for the 
serviceman. Next comes classroom and 
shop training in leading television cen- 
ters and other cities soon to have tele- 
vision. Finally, a course is given on 
how to perfrom satisfactory and profit- 
able service work with new manuals 
given all those who complete the en- 
tire course. The entire training is 
available to all servicemen who have 


Electric Queen 


ELECTRICAL EXPOSITION choice, as 
“Miss Electricity, High Voltage Queen of 
1948”, is lovely Frances Drew, winner 
over 17 other girls representing cities in 
southern California. The Los Angeles 
Advertising Club helped sponsor the con- 
test as one of the highlights ot the re- 
cent annual All-Electrical Exposition held 
at Pan-Pacific Auditorium, Los Angeles, 
Calif. 








a sound basic technical knowledge of 
radio. 

The service and parts division of 
the company has also developed a com- 
plete line of test equipment to make it 
easier to do profitable television serv- 
icing. Dealers and independent service- 
men are encouraged to consult their 
nearest Philco distributor for specific 
plans on how to organize an .efficient 
maintenance and repair shop as well 
as effect the best installation proced- 
ures for maximum results 
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30-240 volts 
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ADAPTOR RING 











low cost Chromolox Adaptor 
Rings, with varying ovter di- 
ometers, match the openings of 
oll electric ranges 


Only with CHROMALOX Replace- 
ment Units can you properly service 
all makes and sizes of electric ranges. 

With these standard units — plus 
inexpensive CHROMALOX Adaptor 
Rings—you make up complete units 
as you need them... and the units 
fit perfectly when they're installed. 

This means—speedy replacement 
service, more satisfied customers, 
quicker profits and selling the finest 
range units made! 


Edwin L. Wiegand Co. 


7525 Thomas Blvd. Pittsburgh 8, Pa. 


on new ranges and for replacements 





COMPLETE UNIT 











Adaptor Ring snaps onto basic 
Chromalox Assembly to obtain 
required size; complete unit 
exactly fits range opening 


This Guide Will Help You 
Make More Money! 


Bulletin RU-147 shows 
you the units and adaptors 
you need for servicing 
any electric range regard- 
less of size, make or age 
Send for it 
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é REPLACEMENT 


HEATERS 


WRITE POR DATA SHEETS 1-1025 AND 1.1026 
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Want Extra Profits? “a 














In the matter of re-employment 
of drafted employees, the Selective 
Service Act of 1948 states that 
drafted employees and volunteers 
(for one enlistment only) must be 
re-employed, 


A. Any person who leaves a posi- 
tion (other than temporary) 
for service, whether draftee, 
volunteer, or reserve ordered to 
active duty pursuant to the 
Selective Service Act of 1948 
must be re-employed in a posi- 
tion of like seniority, status and 
pay, unless the employer's cir- 
cumstances have so changed as 
to make it impossible or unrea- 
sonable to reemploy him, if: 


1. His military service was satis- 

factory as evidenced by a 
certificate issued by one of the 
Armed Forces. 

. He makes application for re- 
employment within 90 days 
after discharge (or within 90 
days of discharge from hospi- 
talization of less than one year 
after discharge from service). 

. He is still qualified to perform 
the duties of the position he 
left. (If he is not qualified, 
he must be given another posi- 
which he is qualified to per- 
form and which is (a) of like 


to 


Ww 





How Selective Service Act 
Of 1948 Affects Your Workers 


seniority, status, and pay or 
(b) of the nearest approxi- 
mation thereof consistent with 
circumstances in his case. 
(Title 1 Sec. 9 (b) (c) (d) 
(e) (f) (g)). 


B. If two or more persons leave 
the same job pursuant to the 
Selective Service Act of 1948, 
the person who left the job first 
has prior rights to re-employ- 
ment—but in case he does not 
exercise them, the others enjoy 
the rights in turn. 

C. If a person is called or ordered 

to active duty for not more than 

three years, he is, upon relief 
from such duty, entitled to the 
above re-employment rights. 

(Title 1—Sec. 9 (g) (2)). 

A person restored to his job 

shall be considered “as having 

been on furlough or leave of 
absence” and: 


ry 


. Shall be restored without loss 
of seniority. 

Shall be entitled to participate 
in insurance or other benefits 
according to employer’s rules 
for employees on furlough or 
leave in effect at time of in- 
duction, and 

. Shall not be discharged “with- 
out cause” for one year. 


nN 


w 








Universal Campaign 
Promotes New Washer 


“Sell the Difference” 
is fall drive theme 


The use of national magazine ads, 
special point of sales attacks, and a 
new demonstration program will form 
the basis of the fall campaign spon- 


sored by Landers, Frary & Clark, 
New Britain, Conn., manufacturers 
of Universal appliances. The drive 
will promote the retail sales of a two- 
speed washer and the new “super- 
safe” wringer. 

The promotion begins October 16 as 
magazine spots, radio shows, pub- 


licity, newspaper tie-ins, and point of 
sales material aim to direct the po- 
tential washer business to the dealers. 
Ads will appear in the Saturday Eve- 
ning Post, the Farm Journal, and 
Parents magazines. Trade papers 
will carry the “sell the difference” 
theme with background displays, 
illuminated signs, floor sets, window 
trims, transparent demonstration tubs, 
and consumer mailing folders made 
available to dealers. 


New Development 
EE 


home 


Farquharson, sales manager, 
cleaning equipment division, 
stated that the two speed washer is 
the first new development in the 
wringer type field during the last 20 
years. He feels that with the new 
machine as a focal point for demon- 
strations, the dealers will not have to 
worry about the competition. Tests 
show sales, he remarked, to be two 


OCTOBER 1, 


Sell the Difference 





PROPER DEMONSTRATION of the two 
speed washer and new wringer calls for 
highlighting the exclusive features, ac- 
cording to E. L. Farquharson, sales man- 
ager, home laundry equipment, Landers, 
Frary & Clark, New Britain, Conn., manu- 
facturers of Universal household helps. 
He is shown in a dealer's store giving a 
demonstration. 


or three times greater when the 
washer is demonstrated correctly. 
Dealers are being urged to build their 
demonstrations around overalls, blan- 
kets, and heavy clothes for the fast 
speed, and silks, satins, and lingerie 
for the low speed. 

In demonstrating the wringer, the 
protected feeding zone, which keeps 
hands away from danger, will be 
spotlighted as well as the touch release 
bar and the pull stop action. 
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Mixguide puts speed control 
where your customers want it— 
under the thumb, under the eye. 
Ten simple-to-select speeds, mag- 
nified for flash reading, cover every 
type of mixing: 


1 SLOW MIXING 

2 SLOW BEATING 

3 HEAVY BATTERS 

4 JUICING FRUITS 

5 ICINGS, CREAMING 
6 WHIP CREAM 

7 WHIP POTATOES 

8 CANDY, BEAT EGGS 
§ COOKED ICINGS 

10 ATTACHMENTS 


TALK ABOUT an easy-to-use, easy-to-sell food 
mixer—this is it! Watch your customers go 
for its one-hand operation. Only with 
Hamilton Beach can they hold the unit and 
set the speed with the same hand. 


NOTICE HOW WOMEN take to its one-hand port- 
ability. It’s the only mixer they can take 
right off the stand without stopping to 
release a catch. 


NOTE THE NOD of approval your customers 
give Hamilton Beach sure-grip mixing bowls. 
They're grooved to guard against slipping 
from the user’s grasp. 


THESE AND OTHER “extras” —full-power at all 
speeds from the famed Hamilton Beach 
motor, free-flowing juice strainer, one-piece 
guarded beaters—make Hamilton Beach 
the easiest food mixer to sell because it's 
the easiest to use. 


RIGHT NOW, this “easy-to-use” story is being 
told for you in big Hamilton Beach national 
ads. It’s also the theme of solid merchan- 
dising support that will reach you soon. 
Get set to tell the same story, yourself. 
Hamilton Beach Company, Division of Scovill 
Manufacturing Co., Racine, Wisconsin. 
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Easiest to Sell because It’s Easiest to Use! 


T the Nw HAMILTON BEACH Food Mie 





Mixguide 








HAMILTON BEACH 
“ood. Mien 


Beats Everything for Saving You Work! 
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FINGER-TIP BOWL 
CONTROL, TOO! 


Shifts bowls while beaters are turning. 
Mixes all ingredients evenly. Only 
Hamilton Beach has it. 


Feature These Nationally Advertised 


HAMILTON BEACH 


Vacuum Cleaners 








Tests prove the new Hamilton Beach 
Cylinder Cleaner picks up 37% more 
dirt than prewar models. For customer 
satisfaction and freedom from service 
complaints, it's your best floor-to-ceil- 
ing cleaner bet. 


The Hamilton Beach De Luxe Cleaner is 
the top value in upright cleaners today. 
Gets all the dirt—gives extra years of 
trouble-free service. 
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ABC Model 400 Cabinet (““™ - 
Washer, styled for sotis- i 
faction in any setting 





Le) 





ABC Model 251-S Washer with 
giant, 27-galion porcelain tub, exclu 
sive, non-tangling agitator and sofety 


wringer 









ABC Model 251-SG Washer, 


powered with 4-cycle air-cooled = 
gasoline engine, for homes with ABC Model 177 Spinner that washes, rinses, 
out elect ty blues, and spins the clothes damp-dry 
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has been making washers and ironers 
since 1909. This makes it one of the 
pioneers of the industry, gives if a 
wealth of experience from which to 
draw. 


is one of the best-known names in the 
business. Printed advertising is only 
partly responsible. The-word-of-mouth 
advertising that goes with the depend- 
able performance of ABC products has 
been a terrific force in its favor. 


offers dollar-for-dollar value at every 
price point. A check and comparison of 
the product itself will prove this to 
your complete satisfaction. 


makes wringer-agitator, spinner, and 
cabinet models for every purse and 
every type and location of home, 
whether it be one-family dwelling, 
apartment house, or farm home. 


ALTORFER BROS. 


OCTOBER 
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onty ABC has the 
ABL Tlic. 


Eliminates all hand rinsing ... 





Automatically rinses and deposits clothes in 
basket... 


Introduces a new and scientific principle of 


washing and rinsing... 


Reduces total washing time to minutes instead 
of hours... 


Requires no more water—hot or cold —than 


conventional washers. . 


WaveL <M colilile MoMiloh Amelie MM —talelail-tt Me) elise ileus 











on 


Continuous rotary action... 
Stationary pressing action... 
To-and-fro finishing action... 
Roll stops on the dot... 
Effortless foot controle-= 


Both ends and full length of 
roll open and usable... 





| COMPANY- PEORIA, ILLINOIS 
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ANOTHER feature home dishwasher 





owners like about new 


ELECTRA-SOL! 


1. Made by Economics Labora- 
tory, Inc., leading supplier of 
dishwashing compounds to 
hotels, restaurants, hospitals 
and clubs! 


" 


Backed by over 20 years’ 
research and experience in the 
mechanical dishwashing field! 


3. Approved by 


washer manufacturers! 


leading dish 


4. Produces healthful, sparkling, 
thoroughly sanitized dishes 
with low bacteria count! 


5. 


6. 


7. 


Prevents formation of film on 
dishes and machine! 


Maintains dishwashers clean, 
odorless. (This means fewer 
service headaches for you! 


Builds store traffic. More 
chances for you to make more 


appliance sales! 


You get a “‘crack”’ shelf pack- 
age, free sales aids and a top 


profit margin! 


ORDER ELECTRA-SOL FROM YOUR DISTRIBUTOR 
If he can’t supply you, send us his name today! 


NOTE TO DISTRIBUTORS: Electra-Sol is fully guaranteed 
by the makers of SOILAX. Economics Laboratory, Inc., 
St. Paul, Minnesota. 


LL 


“EXCLUSIVELY COMPOUNDED 


NON-CAKING! 


. «+ FREE-FLOWING! 





Wen agen + % 


FOR ELECTRIC DISHWASHERS! 
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Hotpoint To Triple Dishwasher 
Output, Increase Sales Effort 


Fewer servants, higher incomes, low saturation 
indicate strong market, company meeting told. 


Stating that automatic dishwashers 
and Disposalls are the two appliances 
which have made the strongest post- 
war gains in consumer acceptancce, 
Leonard C. Truesdell, vice-president 
of marketing, Hotpoint Inc., Chicago, 
Ill., told a recent conference of com- 
pany field specialists that the market 
for these two items have the least per- 
centage of saturation and offer the 
dealer a profit potential never before 
matched in the industry. 

Conference director Ralph C. Cam- 
eron, manager, dishwasher-Disposall 
dept., also remarked that the great 
growth in family incomes over the 
past 10 years had opened a whole new 
vista of dishwasher marketing which 
is going at an unprecedented rate of 
acceptance as a standard commodity 
for servantless living. Commenting 
that the greatest market for the dish- 
washer lies in family income groups 
of $5,000 or more, Mr. Cameron quoted 
figures showing an increase in this 
bracket from 1.6 percent of all families 
in 1939 to 21 percent in 1947 or a total 
of 8.8 million families. In addition to 
this boost, there are other factors such 
as increase of population, more women 
now employed outside the home, and 
fewer persons engaged in domestic 
employment. 


Changed Home Conditions 


Domestic servants have dropped in 
number from 2.2 million in 1940 to 18 
million in 1948, 433,000 or 19.3 percent 
less. In 1940, 13 million women were 
working or 24 percent of all eligible to 
work. However, in 1948, this group 
had grown to 17.2 million or a 32 per 
cent increase in eight years. More 
married women work today too, 7.5 
million or 56 percent as compared with 
five million or 36 percent in 1940. Em- 
ployment of husband and wife teams 
has gone up 28 percent while in the 
same eight-year stretch the number of 
households only rose 12 percent. 

Observing that the modern kitchen 
has become the nerve and work center 
of the home and that the dishwasher 
combined with the Disposall forms a 
compact unit around which to build an 
all-electric kitchen, Mr. Cameron 
stated that present day home living 
habits suggest the time is now ripe for 
aggressive merchandising of the two 
items which are ideally suited to pro- 
vide additional household servants dur- 
ing a period when the need is acute. 


To Market Several Products 


In the opening session of the week’s 
conference designed to aid the dealer 
in sustaining high demand in the long- 
term strong market ahead, Mr. Trues- 
dell stated that the company has sched- 
uled production to triple current dish- 
washer output by Jan. 1, 1949. As a 
result, a new marketing approach of 
developing programs on two products 
together instead of independently is 
being instituted with the objective of 
making the field specialists, and in 
turn, the distributors and dealers, the 
best informed dishwasher and Dis- 
posall experts in the business. To 
effect this, Mr. Truesdell described 
two special aims: 1) to assure a con- 
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sistent dealer display of the two prod- 
ucts and 2) to reach the top 15 percent 
of dealers in each distributor area or 
leading dealer in every impertant com- 
munity and establish these outlets as 
headquarters. 


The Plan 


Once the product specialists have 
completed a concentrated training in- 
struction, they will carry the program 
through distributor salesmen to the 
dealers during a 90 day period from 
September to December. Then the spe 
cialists will cooperate with distributor 
wholesalemen in a series of two-day 
presentations to reach the dealer level. 
About 400 wholesale salesmen will 
present production, sales and adver- 
tising data. Periodic checks on dealer 
sales will follow with new promotion 
aids being offered every 30 days. At 
the end of the three month period, the 
new concentrated product campaign 
will be repeated on other products 
until the full line of 12 appliances has 
been covered. 

According to the conference, it is 
expected that this program, following 
the sales training course reaching more 
than 700 distributor personnel and 25 
thousand retail salesmen, will give 
dealers the necessary equipment to 
meet steadily increasing competition 
with sound and aggressive merchan- 
dising principles on all products. 


Cardinal Mfg. Co. Ups 
Electric Iron Price 


Recent announcement of an increase 
in price has been made by the Cardinal 
Mig. Co., St. Louis, Mo., manufactur- 
ers of electric steam irons. Hike was 
brought about by cost increases in raw 
aluminum, labor and other materials, 
according to the statement. 


Not A Papoose... 





BUT AN ELECTRIC BLANKET aos re- 
cently demonstrated at the Merchandise 
Mart, Chicago, Ill. Gloria Hunter and 
the blanket are recipients of admiring 
glances from the White Cloud family of 
the new Mexico Jemez tribe. 
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iT7sNEW...akomsNEWS Bay pee 


in space that formerly 
held only 12 cubic feet 


tHSULATED with 


SANTOCEL 


THE WORLD'S MOST 
EFFICIENT INSULATION 


sets a new high in freezer efficiency 


Wie 
ys ry, 


as 2 4...and gives added value to the Whiting franchise 


(43) £ 
;s$\L eZ 
“lepeall” 


Yes—this new Whiting shatters all precedent 
for food-freezer capacity. 

In the same space that formerly held only 
12 cubic feet, Whiting now gives your customers 
17 CUBIC FOOT CAPACITY. 


This extra capacity means extra value for your 


4, 


ANA 


over 40°, more 
food storage 
in same space 


‘can't-forget’ key 
locks both lids 


at a single turn 





customers—and adds still greater value to the free-floating only large freezer 
Whiting Freezer Franchise. lids provide that goes through 
If you’ve found other freezers hard to sell, re- lid-support ae perfect seal standard doorway 





member this: there’s plenty of business for the 
RIGHT freezer, promoted by a proven merchan- 


dising plan. nd lacquered for 
Why let competition make the freezer sales rust-proof 
that should be yours? Send today for complete deluxe baskets protection 


information about this new Whiting—and the 
tested merchandising program that gets business. WHITING CORPORATION, First National Bank Bidg., Chicago 3, Illinois 


gives purchasers 
greater storage 
space per dollar 





ELECTRICAL MERCHANDISING—OCTOBER 1, 1948 PAGE 








PAGE 


114 


“lebe-lone 


priced and designed for 


2 


| La” bese beer et 


ae 
gemsmomsasssaserenre” 
102.106 108 
A We iw ~ 


| “i 3 


; 


5 70 90 TG 140, 180 


yy 


qemememome® 


Now . . . your customers can buy an 


FM radio for the bedroom . . 


. an FM 


radio for the kitchen ... an FM radio 
for the porch and enjoy all the wonders 
of static-free FM reception. Full fre- 
quency range in both FM and AM. 


Available in walnut plastic cabinet. 


> 


Model #165 — The. **punch”’ 
for your promotions. Superhetero- 
dyne circuit. Alnico speaker, modern 
plastic cabinet. $9.95. 


Model #190 — 4 3 way port- 
able—AC-DC or self contained bat- 
teries. Light, compact with powerful 
full tube complement. Available in 
maroon plastic. $24.95 less batteries. 
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AT A SENSATIONAL PRICE 


Here’s the set with the selling 
point that’s new, wanted, de- 
manded! AM-FM ... powerful 
8 tube complement .. . built in 
antenna for both AM and FM 
... Alnico permanent magnet 
speaker. This new Tele-Tone 
AM-FM radio comes equipped 
with “Ratio Detection”, assur- 
ing increased sensitivity, noise 
reduction, tuning stability, and 
cuts down interference to the 
absolute minimum. 


yy et” 

Model #184—a powerful 
table model set featuring full tube 
complement, superheterodyne cir- 
cuit, two stages of I.F., automatic 
volume control, built in loop an- 
tenna. In ebony plastic. $14.95. 












~ 








1G 


| 




















greater sales, increased profits 


Se « HE NEW 
Tele-lone 


Here it is . . . 52 square inches 
of bright, clear picture at the 
LOWEST PRICE IN THE 
COUNTRY. Yes, it’s the low- 
est priced BIG SCREEN tele- 
vision ever to be engineered 
and sold. It’s the shot-in-the- 
arm your business needs to get 
it out of the doldrums... shoot 
it into the upper brackets of 
sales and profits. 

It’s NEW... allnew... with 
plus features never before found 
in a TV set at anywhere near 
this price. Stock it...sell it... It’s 
TV’s best buy... by Tele-Tone. 









Model #TV 149 —The set that 


made television available to EVERY- 
ONE. An industry standard. ... AT 
THE LOWEST PRICE OF ALL. 
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ALL THE FEATURES THAT MADE THE 
FIRST TELE-TONE TV SET FAMOUS 







.-» PLUS 4 ADDITIONAL ONES 


@ Automatic Frequency Control . . . makes 


horizontal sy 






ronization easier. 


@ No fine tuning control necessary . . . 


automatic gain and loss compensates 
for transmission variations. 
@ Higher LF. frequency . . . gives higher 
immunity to interference. 
: @ 10” Direct View Tube. . 
| F tubé available at this low price. 


PLUS $1.30 FEDERALTAX 
NSTALLATION EXTRA 


1948 





PLUS *1.50 FEDERAL TAX 
NSTALLATION EXTRA 


. the largest 


540 WEST 58th ST., NEW YORK, N. Y. 
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CLOSE SALES” 
FASTER 


WITH 
THE 
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The only Dryer-Type Washer 
with 2-Way Washing!” 


When it comes to clinchers, you can’t beat Automatic’s great 
new Duo-Spin. It’s got ’’em by the dozen! 

Take the Duo-Disc Agitator for example. It’s instantly 
invertible to wash bulky articles with the same ease, speed 
and efficiency as ordinary loads. And no other dryer-type 
washer has it! 

And look at the 4uy appeal in all these other Dwo-Spin 
features: 

— Washes, rinses, dries, drains electrically 

— Washes and rinses at the same time 

— Washes and damp-dries at the same time 
— Whirls a tubful damp-dry in 3 minutes 

— Costs less than any other dryer-type washer 

All wrapped up in a package so handsome the Duwo-Spin 
practically sells itself on sight. See for yourself. Get the facts 
right now. Write for full details and name of your Duo-Spin 
distributor. 


“Sales Clincher Deluxe 





Oo Su 


AUTOMATIC WASHER COMPANY - 
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NEWTON, IOWA 


Tele-Tone’s Latest 








PROUD PREVIEW of a new 10 in. tube television set is led by S. W. Gross, presi- 
dent, Tele-tone Radio Corp., New York, N. Y., as a group of New England distributors 
join in at the recent company convention held at the Waldorf-Astoria, New York, 
N. Y., left to right: Bob Crapo, Jim Tigue and Manny Beckwith, Hub Cycle distributing 
firm, Boston, Mass.; Mr. Gross, Jack Kerber, Hub Cycle, and Morton Schwartz, new 
gencral sales manager, Tele-tone. 


New Tele-tone Distributors 
See Low-Price 10-inch Telesets 


$35 AM-FM radio shown; 


sales increase reported 


Radio drove its 
wedge a little deeper into the radio 
industry last month. 

One of the few new companies to 
successfully crack the industry’s closed 
front with national distribution and 
public acceptance, Tele-tone was still 
plugging away at the low-price policy 
which was responsible for a large part 
of its success. At its first national dis- 
tributor convention in New York’s 
Waldorf-Astoria, which indicated that 
the company was swinging into high 
on its changeover from a direct to a 
distributor distribution, Tele-tone in- 
troduced two new television sets and 
an AM-FM receiver, all of which were 
the lowest priced in their class. 

The new telesets, both with ten- 
inch tubes, were tagged at $249.95 for 
the table model and $279.95 for the 
consolette Price for the AM-FM 
set was listed at $34.95. 

The company’s initial television ven- 
ture, a seven-inch set, was recently 
raised in price from $149.95 to $169.95 
and, according to S. W. Gross, presi- 
dent, still cannot meet the demand. 
An AC-DC model of this set has been 
introduced at $199.95. 


Tele-tone Corp 


Distribution Setup 


Mr. Gross welcomed distributors to 
the two-day convention and indicated 
lele-tone’s big scale ambitions when 
he said, “The transition from direct 
manufacturer-dealer sales to a national 
manufacturer-distributor method of 
merchandising marks  Tele-tone’s 
emergence into the top ranks of the 
radio manufacturing industry. The new 
distributorship arrangement has sub- 
stantially increased Tele-tone’s na- 
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tional sales in the first half of 1948, 
and promises to expand our 
volume at least 50 percent by the end 
of the year.” 

Production volume won’t delay any 
increase in sales, said John S. Mills, 
vice-president in charge of sales and 
advertising. He pointed out that Tele- 
tone has avoided the supply headache 
of some teleset producers by stockpil- 
ing tubes and components. Current 
production of the seven-inch models is 
about 1,000 units a week and Mr. Mills 
declared that output of the ten-inch 
sets soon will be as big. 

With Mills predicting high produc- 
tion and Gross affirming that Tele- 
tone will “hold the same low level of 
retail prices as before, despite higher 
prices of tubes and rising labor costs,” 
the company’s new distributors could 
easily believe that Tele-tone’s wedge 
would open up a wide vein of profits. 


sales 


Minneapolis Groups 
Present 9-Day Home Show 


Four Minneapolis associations in the 
home construction, appliance and allied 
fields have organized a fifth, Home 
Displays, Inc., for the purpose of pre- 
senting an annual home show, entitled 
Your 1949 Home Display, for its first 
presentation October 1-9 in the Min- 
neapolis Auditorium. 

W. F. Buckholz has been named 
president of the firm, which has offices 
at 300 National Building, Minneapolis. 
Industrial and trade associations join- 
ing in sponsorship of the exposition 
include the Electric Appliance Deal- 
ers Assn., H. A. MacDowell, presi- 
dent; the Minneapolis Contractors and 
Builders Assn., Northwestern Lumber- 
men’s Assn., and the Minneapolis 
Builders Exchange. 
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RIGHT SMACK in the middle of today’s high costs, General Electric 
brings you a terrific new value that will bring customers to your 
Model 119W 
store on the run! Here’s a G-E radio-phonograph console combi- 
nation model 119W at a price that’s the sensation of the year. 
Here’s a price that’s a real sales maker! Act fast! For more details 


call your G-E radio distributor or write General Electric Company, 





Receiver Division, Electronics Park, Syracuse, New York. 


*Western prices slightly higher. Prices subject to change without notice. 
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PORTABLES «+ TABLE MODELS + CONSOLES + FARM SETS + AUTOMATIC PHONOGRAPH COMBINATIONS « TELEVISION 
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HAROLD T. AMES 
Chicago Electric Buys 
# Natl. Stamping Works 
“The Eleetromaster is The purchase of National Stamp- 
“ya ,° 3 . ‘ : 
NF pak ol so much quicker te ing and Electric Works, manufactur- 3 
—I simply adore it!” cook with them ers of the White Cross line of small i 
—Mrs. H. C. the other clevuts appliances, by the Chicago Electric 
(California) Mice LJ rn ) Mfg. Co., was recently announced by 
_ 138 . . owa 


Harold T. Ames, president. Mr. Ames 
will assume the presidency of the 
newly acquired division, which for 
the past two years has been operating 
. : as a division of the Eureka-Williams 
furniture. My kitchen is very Corp., and Stanley M. Ford, vice- 
pretty and the — president and general sales manager, 
Vrs ott 6. te Meine) will also serve in the same capacity 
a 6 pg eal for the recently added unit. The 
White Cross line of hotplates, coffee- 
makers, waffle irons, sandwich grills, 
toasters and irons, in addition to com- 
mercial electric and gas coffee making 
equipment, will continue to be manu- 
factured and sold by National Stamp- 
ing and Electric Works. 


“It’s the prettiest stove I ever saw. 
Looks like a lovely piece of 


“I so thoroughly enjoy my DeLuxe 
Electromaster. Its speed amazes me. 
Perfect for chickens and other 
meats, and the oven is wonderful 
for angel food cakes!” 
—Mrs. H. M. (Wisconsin ) 


“I looked at all the stoves that were 
made and I liked all the features 
on the Electromaster 
“I have raved and raved about the stove and better than any others.” 
could write a book on how much —Mrs..C. K. (S. Carolina) 
I like it. It makes the most wonderful dinners!” 


—Mrs. E. B. (Wisconsin) | 
| 


“I want to tell you that the 


Electromaster Spacesaver “My little Spacesaver has more 
is the largest little range we've desirable features for an apartment 
ever seem. We chéiie tite size range than any I have seen!” 
stove after looking —Mrs. C. K. B. (Idaho) 


“I am highly pleased 
with my Electromaster 
and can unhesitatingly 

recommend it to 
anyone interested in STANLEY M. FORD 
an electric range.” 

—M, W. (Texas) 


at quite a few other kinds.” 
—Mrs. H.C. Y. (Minn.) 














- 
Women love Housing: 500,000 in July 
ee According to a progress report 


the beautiful by the National Association of 

Home Builders, the half-millionth 

new home of 1948 was started in 

“We looked at other brands and this July. wate thas —— houses 

ene eoanned haibnane Lit were started during oe Sout seven 

is the best buy os the mashetm,A fried months of the year, 23 percent 
ahead of 1947 figures. 


purchased one after seeing mine.” 
—Mrs. E. L. (Penna.) 





Production 
has remained well above the 90,000 
per month mark for the April-July 
period despite a period of uncer- 
tainty in the financing field follow- 
ing withdrawal of FHA Title VI 
provisions on March 31. The 


and this means more profits in your pocket 


ELECTROMASTER, INC. “If I couldn’t get another one like it, no housing law recently passed by 
MOUNT CLEMENS, MICH amount of money could buy it!” Congress should ease this situation 
, ‘ —Mrs. R. T. ( Alabama) somewhat, the association says. 


“The Finest in Electric Cooking Since 1929 
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Easter TO SELL 


BECAUSE IT’S 


Easter TO USE 


Look over the sun-heat lamp field. What is today’s stand- 
out feature with practical home appeal? You’ll quickly 
find the answer: the Dazor, with its Floating Arm. 


np- 
ur- 
1all 
tric 









nes 
the 
for 


ums 
ice- 
yer, 

city 
The 
Fee- 

ills, 
»m- 
ing 
nu- 


More than anything else, sun-heat lamp users want 
convenience. The Dazor provides it with an arm that 
flexes and pivots, with a reflector that turns and tilts. 
This unique floating device (a Dazor exclusive) permits 
hundreds of lamp positions. And easy does it—just a 
light guiding touch of the hand. Wherever moved, the 
Adapted from the Popular lamp stays put—without locking. 





Da zoR FLO ATING La MP The Dazor takes either sun or heat bulbs, making it 
equally useful for winter tanning and heat applications. 
It is also a speedy hair, stocking and nail polish dryer. 
The lamp carries the Underwriters’ Laboratories ap- 
proval and the American Medical Association’s seal of 
acceptance. 





MOveES FREES 


INTO ANY Prost 
AND STAYS ie) 
WITHOUT = 


ee 





Graceful, flowing lines and a rich two-tone finish give 


this quality instrument an aristocratic appearance that 
below. Left: The desk model Dazor Floating Lamp for office use and home fits well with finest home furnishings. 





For Other Easy-to-Get Sales, stock the fast-moving Dazor items pictured 


study. Other models for reading, sewing, bridge, drawing table, work- F ; 
bench, etc. Fluorescent or incandescent. Right: Dazor Floating Magnifier, With the action-packed, feature-studded Dazor on your 


ey with fluorescent lighting. Used by hobbyists, doctors, laboratory techni- sales floor, you Il have what it takes to cash in on the 
tien, Cek 00d Gagne, winter-long demand for sun-heat lamps. Order now and 
order plenty. 


a 


ort ‘ se 
; 


- | | a a } Phone Your Dazor Distributor for detailed infor- 
| 


mation and samples of the two attractive consum- 
er folders (Form 598, shown here, and Form 609) 
now ready for your imprint. Should you re- 
quire the distributor’s name, write or wire Dazor 





a O06 
oe 
wn 





Manufacturing Corp., 4481-87 Duncan Ave., 
uly St. Louis 10, Mo. In Canada address inquiries to 
er- ap Amalgamated Electric Corporation Limited, 
we oe — ad Toronto 6, Ontario. 


he 


c PAZOR FLOATING SUN-HEAT LAMp 
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Put in Your First Team! 


KitchenAid puts a complete championship team to work for you— 
a whole line of mixers to sell up to—the most complete line of 
labor-saving attachments made—a wonderful chance for a tie-in 
Coffee Mill sale. Here are maltiple sales, with product-perform- 
ance and product name outstanding in the home appliance field. 














Convene ' 
owe 7 
‘ . mer 
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Planetary Achon 

sistent, thorough 
mixing results over 
every are 
Single all purpose Puree fruits 
beater or winp, with ond vegetobies 
Pionetar 
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Mix, whip t att : 


beat ond blend we 
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Shell peas : 


KatchenAid 


THE FINEST MADE 


Everybody stops for 
the aroma of freshly- 
ground coffee! Pour a 
pound of coffee beans 
into the KitchenAid 
Coffee Mill. Demon- 
strate how delicious it 
smells freshly ground, 
Then how cof- 
fee, ground just before 
use, means coffee at its 
finest peak of flavor— 
before the flavor fades. 
KitchenAid does it elec- 
trically——instantly —in 
any desired grind. Next 
move is to write up the 
order! 


Drip it 





show 





KITCHENAID DiviSiON 
The Hobart Mfg. Co. 
TROY, OHIO 





3 KitchenAid Food Preparers 
with full attachment line—2 
KitchenAid Electric Coffee 
Mills. They’re nationally ad- 
vertised in leading women’s, 
farm and household maga- 
zines. See your distributor. 
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Coming Out Party 





OPEN HOUSE discussion of the new Whirlpool automatic washer as introduced to 


dealers, distributors and factory representatives in St. Louis, Mo. 


Attending demon- 


stration are (left to right): Al Fihn, Jr., J. D. Carson Co., St. Louis; W. S. Hammersly, 
general sales manager, Whirlpool division, Nineteen Hundred Corp., St. Joseph, Mich.; 
Al Fihn, buyer, J. D. Carson Co.; L. W. Howard, sales promotion manager, Whirlpool; 
Herman Hollander, president, Hollander & Co., Inc., distributors, St. Louis. 





Radios Still Sell in TV Areas, 
Cosgrove Tells Western Dealers 


Warns that selling will be 
required on refrigerators 


Sales of radio sets, FM and radio- 
phono combinations have continued at 
a satisfactory level in areas where 
television has become established, ac- 
cording to Raymond C. Cosgrove, ex 
ecutive vice-president of Avco Mig 
Corp., and head of its Crosley Division. 
In a special luncheon talk before Cros- 
ley dealers from the San Francisco 
say Area, the staff of Calif. Electric 
Supply Co., banking officials, and the 
press in San Francisco, Mr. Cosgrove 
made this statement as words of en- 
couragement to the members of the 
industry in Northern California and 
the Northwest who had seen radio 
sales decline pending the arrival of 
television broadcasting in those areas. 
He explained that Crolsey had not 
shipped television sets into the areas 
where television stations were not yet 
on the air because it hurts the radio 
business to have television sets on dis- 
play in advance of programs. 


Tubes Hold Back Teleset Output 


In this talk, and a similar speech a 
few days before to the dealers and 
industry representatives in the south- 
ern California area, Mr. Cosgrove said 
that about 650,000 television receivers 
will be manufactured in 1948 and that 
about 1,000,000 could be produced in 
1949 if the supply of cathode ray tubes 
improves. He pointed to the supply 
of television receiving tubes as the 
present limiting factor in the tele- 
vision receiver manufacturing indus- 
try, pointing out that it takes $1,000,- 
000 to tool up for the manufacture of 
these tubes. 


OCTOBER 1, 


At the Los Angeles meeting, Mr. 
Cosgrove was the guest of the J. N. 
Ceazan Co., southern California dis- 
tributors for Crosley appliances, and 
was introduced by B. T. Roe, vice- 
president and general manager of the 
Ceazan firm to the 42 luncheon guests. 
In San Francisco, E. L. McDon- 
nell, vice-president of Calif. Electric 
Supply Co., was host to Mr. Cosgrove 
and the 35 guests. N. B. Dinkel 

regional manager for 
, arranged the meetings. 


western sales 


( rosley 


Sees Appliance Problems 


Mr. Cosgrove told his San Fran- 
cisco audience that he hoped retail ap- 
pliance dealers would be prepared to 
withstand the period when refriger- 
ators come into full supply. He said 
that when this happened many deal- 
ers would become discouraged, but he 
hoped that they would be ready with 
well trained sales forces in order to 
survive in that highly competitive pe- 
riod. He pointed out that while the 
present retail sales capacity in the 
nation is sufficient to sell up to 3,500,- 
000 refrigerators a year, the manufac- 
turers are equipped to turn out 7,000,- 
000 refrigerators a year. He said that 
he knew from surveys in which Cros- 
ley had cooperated that the biggest 
problem at dealer level was the pro- 
curing of competent retail sales peo- 
ple. The industry has a major problem 
in finding and training the right peo- 
ple for specialty selling, he said. 

Retailers and distributor’s men in 
Los Angeles were told by Mr. Cos- 
grove not to ignore the home freezer 
business. A sound selling job as well 
as consumer education are needed to 
push freezer sales beyond the 600,000 
volume that the industry will have 
in 1948. 
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TWO BURNER 
range, No. 3146 
N, with 1000. Watt 
High Speed Burner 
and 650 Watt Me 


dium Speed Burn 


er. White enamel 
finish. Also avail 
able in stainless 
stecl-No 3046-N 





fo 


youRE SELLING 


wer DER PRESSURE” 


PEND ON 
you 


SAMSON “fempo - Flex TABLE RANGES 


YES, when the "heat's on” you can be sure of the sale with 

a Samson Tempo-Flex! For here is an electric Table Range 

whose graduated control makes it ideal for use with pressure 

cookers. That's why, all over the nation, leading public utilities 

and appliance dealers have chosen Samson Tempo-Flex 

for use in cooking schools and home economics demonstrations 
.. and vastly increased their sales of both pressure 

cookers and Samson Table Ranges. 





Nothing else like it for apartment use or year ‘round auxiliary 
cooking. A simple turn of the dial gives hairline graduations of 
burner heat. . . from 200 to 600 degrees . . . while an 
automatic thermostat holds the heat at the temperature selected. 
Only Samson Tempo-Flex has this feature .. . plus quick- 





SINGLE BURNER range, No. 3346-N, heating, long-lasting Steel-Rock Heat Units embedded in cast 
a with 1000-Watt High Speed Burner, iron grids. One-piece steel body with flowing lines and 
. white enamel finish, and all the other per- gleaming finish that leave no room for dirt. Approved cord 
h formance and design advantages of the and plug. 110-120 Volts, A.C. Underwriters’ Listed. 
. two burner model. Put Samson Tempo-Flex on your list of “musts” and cash in 


with ‘under pressure” selling! 


: SAMSON UNITED CORPORATION 
t ROCHESTER 10, N.Y. 
Samson United of Canada, Limited, Toronto 
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NEW WONDERS 
OF SIGHT AND SOUND 
IN THE GREATEST 
CAPEHART COLLECTION 
OF ALL TIME 
$5000°° 79 $29500 


— ~~ see 


im Vhew Copcharb 
V-100 Leevision...with the 

j apehal _ oe 
the Brillant Vew Copecharb 





ly save , es a sm” Cd, 
b abe d 


Cou y chotve of t he 


Capchal Concent Cjrand 
Copchal Dhue or 


Capchal Mavsabacel Wloiled 


PERA AUDITIONS OF THE AIR,” EVERY SUNDAY AFTERNOON, BEGINNING OCTOBER 17, ABC NETWORK 
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N EVERY FIELD of engineering craftsman- 


ship, there’s one leader of leaders. In the realm 





of tonal reproduction, you know and the world 














knows . . . that leader is Capehart! 


Today, through even mightier engineering advancements, 








( apehart presents the most comprehensive and superlative 





RR om met 


array of instruments in its history... the € apehart Collection. 


3 Here the inimitable Capehart Concert Grand . . . world’s 

¢ ; ; ; : 

a finest instrument for musical repre duction . . . becomes the 7 ; 

: HE INVENTORS ¢ cieclronic television now dive you 

: crown jewel in a whole treasury of aural and visual wonder- Capebart ‘V-100 Jelevision. 1'-100 means television at 
° : : its best. Ilustrated is model 501-P—a beautiful mabog 

i ments. \nd though they vary in price from several thousand eny breakfront cabinet including V-100 television, A™ 

: , ; and FM radio and the glorious Capebart tone from th 

{ toa few hundred dollars, each isa C apehart and, therefore, : mis oe ee . _— 

’ exclusive Capebart Gravity Intermix Record Changer 

each is tonally incomparable with any other instrument. 

Visit your nearest Capehart Dealer. Listen in awed delight 

\ 

H 


to Capehart “living music” tone. Let your eyes enjoy the 
excellence of Capehart Television as perfected by the inven- 


tors of the first practical system of electronic television. 





Or... touch the button of the new and equally unique 
( apehart Gravity Intermix Record Changer... most 
, revolutionary improvement of its kind in a generation. See 
| how gently it handles the records. . . plays 10” and 12” rec- Cf, pcomparable 
{ ; ords intermixed. Note its unbelievable simplicity of operation. 
Yes—your visit to the nearest Capehart Dealer will be 
both interesting and exciting. Then, whatever your desires, AP 
whatever your budget limitations, you'll be quick to join E HART 


the proud and happy legion of music lovers who can voice 


those proud and happy words—‘‘At last, we own a € ‘apehart! seer a Musici Greatest wal 

















The World Famous Capehart Turnover Record 
Changer. The only one on earth that will continuously 
play a series of 10 and 12 inch records intermixed, on 


one side only, or on alternate sides in proper sequence 





The New Capehart Gravity Intermix Record Changer. 
Your Capebart Dealer bas today s outstanding improve 
ment in moderately priced record changers. So simple a 


child can play it . So durable a child can't barm it. 





CREATED BY FARNSWORTH TELEVISION & RADIO CORPORATION 


FORT WAYNE 1, INDIANA 


One or a Series of CAPEHART ADVERTISEMENTS APPEARING IN LiFE Macazine, Saturpay Eveninc Post, Hovse Bravutirvt, Hovse & Garpen, Town anp Country, AND THE NeW YORKER. 
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WHAT WILL HAPPEN TO 
YOUR WATER HEATER PROFITS 


as competitive selling continues to grow? 
} 


want 


For a long time selling was easy—too easy! Cus- 
tomers weren't too particular about what they got 
as long as you were able to deliver something. 


Under such conditions, it has been easy to 
forget how to sell. Also, it has been easy to over- 
look the stuff of which real competitive selling 
is made—a first quality product of proven de- 
pendability, and enough easily understood sales 
features to enable you to out-sell competitors on every 
score. 


Let's take electric water heaters for example: 


There are dozens of makes on the market. 
Practically all of them offer just about the same 
“garden variety” features, such as magnesium rod 
tank protection, heat traps, good insulation, 
attractive design and 10-year warranties. 


These features are good as far as they go—but 
will they go far enough in the tough, competitive 
days ahead? 


SEPCO Electric Water Heaters, for instance, 
deliver piping hot water quicker with top notch 
efficiency for definite design and engineering 
reasons that prospects can quickly appreciate. 


In other words, SEPCO has all of the “garden 
variety” talking points PLUS three more big, 
exclusive features that make your selling a whale 
of a lot faster and more profitable. These have 
been made possible FIRST because SEPCO 
“originated the electric water heater and, 
SECOND, because SEPCO has specialized in 
electric water heating exclusively for over a third 
of a century. 


Briefly, the three big SEPCO features that make 
it easier for you to sell are these: 


1. HOT-CENTER CONVECTOR HEAT- 
ING—Only in SEPCO do you get a big, 
4-foot HOT-CENTER CONVECTOR ex- 
tending the entire length of the tank. 
Scientifically designed for convection action. 
Heats water continuously as it swings 
upward along full length of HOT- 
CENTER CONVECTOR. Delivers 
more 150° water faster! Reduces liming 

and scale formation. 


*The first electric storage water beater was a Sepco, made in 1913. 
lt is now on display in the Henry Ford Maseam at Dearborn, Mich. 


Transmirra Girl 





2. SNAP-ACTION IMMERSION THER- 
MOST ATS—33 years of service have clearly 


demonstrated the greater dependability and 
efficiency of SEPCO thermostats. Patented by 
SEPCO—made by SEPCO—specifically de- 
signed for water heating control. Immersed 
in the water for instant reaction to tempera- 


ture change. Sensitive, positive, snap-action 


3. HELICAL COLD WATER DIFFUSER 


EASY ON THE EYES is the motto of 
the new image definer manufactured by 
Transmirra Products Corp., Brooklyn, N. Y. 
Dealers attending the recent three day 
Times Appliance Company's show at 
Ruppert’s Brewery, New York, didn’t find 
Miss Christy Lange, the “Transmirra 
Girl” too hard to look at either. 


You can withdraw 85% of SEPCO tank 


capacity without drop in water temperature! 





Unique Helical Diffuser breaks up surge of 


incoming cold water—spirals it gently to 


proper position for quick heating. 


SERVICE PROBLEMS—Aad let's not ignore the 
problem of service. No matter what anyone says, 


service is something every dealer has to face. 


As proved by dealer records, SEPCO Heaters 
require an absolute minimum of service—and 
what little service proves necessary is easier and 
less costly to give. For instance, the immersed 
thermostats or HOT-CENTER CONVECTOR 


heating elements can be taken out quickly with- 


out draining the tank. 


Parts? You can always get them. SEPCO has 
been making electric water heaters exclusively 
for over a third of a century. We are still servicing 
some of the early models—and we won't forget 
our obligation to customers on this essential 


point in the future. 


SALES HELPS? SEPCO offers a full line—from 
counter sales manuals, circulars, catalogs, leaf- 
lets, local newspaper campaigns to full size cut- 
away models. “On-the-spot” sales assistance is 
available, too! Factory-trained sales agents who 
have helped many a retailer increase his electric 
water heater profits are in the field—subject to 
your call for sales suggestions, help and advice. 
No bets are missed in helping SEPCO dealers 
cash in to the utmost on the outstanding profit 


possibilities of SEPCO sales. 


Why not investigate this opportunity to put 
your electric water heater selling on a 
sounder basis? We'll gladly send the facts. 
Then you be the judge of the truth of this 
statement and what it can mean to you in 
competitive days to come... 


Tie up with the water heater line that goes farthest 
toward selling itself! 


Famous First Name in 
Electric Water Heaters 


AUTOMATIC ELECTRIC HEATER COMPANY 
POTTSTOWN, PA. 
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Towels Used by Bendix 
As Autumn Premiums 


More than 1,000,000 Cannon bath 
towels are being given away by Bendix 
in a fall promotional campaign. 

Designed chiefly to assist Bendix 
washer dealers make sales, the pre- 
mium promotion was described by Par- 
ker H. Erickson, director of sales for 
Bendix Home Appliances, Inc., as “the 
most costly and extensive campaign 
ever attempted with a traffic premium 
as the spearhead.” He said expendi- 
tures would reach $750,000. Costs will 
be shared by dealers, distributors and 
manuiacturer. 

The promotion is based on the Ben 
dix washer with automatic soap injec- 
make Every woman who wit- 
nesses a demonstration of the new Ben 
dix washer with automatic soap injec- 
tor in a dealer’s store will receive a 
free Cannon bath towel. On a registra- 
tion card, she will give her name, ad- 
dress and pertinent information about 
her laundry equipment. 


sales.” 


300 Towels in Three Days 


The promotion is being limited to the 
availability of towels, on a first come, 
first served basis. In one test market, 
the dealer gave away 300 towels in 
three days, sold seven washers, two 
dryers and one ironer, hired two out- 
side salesmen to follow up prospects 
In another market, the dealer gave 
away 420 towels, sold seven units im- 
mediately and anticipated 25 sales 
within 60 days. 

In dealer cities, newspaper advertis- 
ing is being used. Mats of 1,200 lines 
for joint signatures of participating 
dealers, and 40 and 20-inch mats for 
individual dealers are available. Spot 
radio announcements, handbills, truck 
banners, window streamers, direct mail 
pieces, telephone canvass and publicity 
help advertise the Bendix “Cannon 
Brigade.” 

Available to dealers in a package are 
window streamers and spots, banners 
to suspend on a 50-foot clothesline, 
easeled cards and miscellaneous props. 

All told, more than 6,000,000 printed 
pieces were designed and produced, ac- 
cording to Stewart Roberts, director 
of advertising and sales promotion. 





1948—ELECTRICAL MERCHANDISING 





























id 
og dae 
i ps ne oe 
Pa Ris ek 


j Pe > 
5 gi gil a en”? ey 
a sagt 8 2a She agea he 
; eee ; pels SAN sees Ryu 


1. DISPLAY 2.PROMOTE 


A wn ‘ 
> palais igre 
. one’ 
Nets eh a 
% we ; . “ . mo; 
" ee A ; 
, sigh ape Fs -" . Gr 
. | ee a : ; is aA i 


tt 


ie FBS yr Mabey ~ 
om " ry * 5 oR? nae h, nll 
oe os e itt matty rea 











BR Ab 
i eh 


; ) Manufacturers of the World's 





a, 





oe wees iad ak eee Ba 





‘‘1 want to put my store on the map... 
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(HE DID—IN TWO STEPS!) 


GEWERAL 


APPLIANCES 
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ee 2 nance te 
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For five months after it opened, G. T. Chestnut’s beautiful new store 
(above), in Concord, Cal., showed sales figures that were downright de- 
pressing. An alert new store manager, Frank Vieira, took two steps that 
brought what promises to be permanent prosperity to Chestnut’s. First, 


GENERAL {3 ELECTRIC 
| RANGES 





Trescher's advice was little needed, he discovered when he arrived at 


Concord. Vieira had already written to manufacturers of 17 LIFE-adver- 


tised appliances to request promotional material. Trescher (center) and 
Bert Elkins (right), salesman, discuss with Vieira use of this material 
in the forthcoming promotion. 
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he ended the stocking of lines of merchandise not nationally advertised. 
Second, he called LIFE Retail Representative George Trescher in San 
Francisco. “I want to put my store on the map,” he said. ““Will you come 
out and help me put on an advertised-in-LIFE promotion?” 





When reprints were not available, Vieira simply tore ads out of LIFE, 
mounted them on cards (above) and displayed them with the merchan- 
dise. Windows were used to call attention to the LIFE-advertised appli- 
ances inside the store. Anyone who'd ever seen an appliance advertised 
in LIFE was reminded of the fact on seeing the Chestnut Store! 
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Throughout the store, cards, stickers, arrows, banners, and 
ad reprints (above) insistently said, ““This is the appliance 
you've read about in LIFE.” Despite storms and general 
bad weather, traffic in the store picked up, sales went up. 
And people now know that the Chestnut Store is stocked 
with famous-brand merchandise. 


Displays such as the one divs e helped increase store traffic 
100%, according to Vieira. ““We got lots of interest and 
questions from customers we'd never seen before. The im- 
mediate results of the promotion were exceptionally good . . . 
the long-range results were completely beyond our ex- 
pectat ons! We're still feeling the effects!” 


“The new policy, here at Chestnut’s: Nothing but famous 
brands which are heavily advertised and have customer 
acceptance!” 


wrote Vieira. As you can see (above), the 
Chestnut Store has the same merchandise that you prob- 
ably carry. Don’t you want to get your share of the sales 
that advertising in LIFE is making for you every week? 


Plan from the list at the right! 


ELECTRICAL MERCHANDISING—OCTOBER 


Use this list to put 
LIFE’s local selling power 
to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during October 


MAJOR APPLIANCES 
Oct. 4 Kelvinator Refrigerator—page, color 
Norge Appliances—page 
American Gas Association—l4 page 
Oct. 11 Kalamazoo Stove—page, color 
Lewyt Vacuum Cleaner—page, color 
Bendix Washer—page 
Eureka Williams Vacuum Cleaner— 
Vy page, color 
Rheem Hot Water Heaters—!4 page 
Oct. 18 General Electric (Institutional) —4 pages, c 
Philco Refrigerator—page, color 
Westinghouse Range—page, color 
Oct. 25 Bendix Washer—page, color 
Norge Refrigerator—page 
G-E Vacuum Cleaner—¥y page 


SMALLER APPLIANCES AND 


HOUSEWARES 
Oct. 4 G-E Lamps—spread, color 
Sunbeam Appliances—'4 page, color 
Schick Shaver—!4 page 
Oct. 11 Sunbeam Mixmaster—page, color 
G-E Toaster—!4 page 
Artbeck Meat & Fowl Baster—42 lines 
Oct. 18 Eveready Flashlight—page, color 
Sunbeam Shavemaster—page, color 
Ekco Flint Cutlery—l4 page, color 
Sylvania Fluorescent Lamps—l page, c. 
Oct. 25 Schick Shaver—!4 page 


HOMES AND HOME FURNISHINGS 
Oct. 4 G-E Automatic Blankets—page, color 
Goodyear Airfoam—page, color 
Mohawk Carpets—page, color 
Nashua Blankets—page, color 
Pacific Sheets—page, color 
Simmons Beautyrest Mattress—page, c. 
Oct. 11 Bigelow Carpets—page, color 
Cannon Sheets—page, color 
Chatham Blankets—page, color 
Lustron Prefabricated Houses—page, c 
Pacific Towels—page, color 
Simmons Electronic Blanket—page 
Pequot Sheets—l4 page 
Oct. 18 Congoleum-Nairn Linoleum Products— 
spread, color 
Clopay Drapes—page, color 
Glamorugs—page, color 
Lane Cedar Hope Chests—page, color 
Nashua Sheets—!4 page 
Pacific Sheets—¥4 page 
Simmons Ace Springs—4 page 
+t. 25 Englander Mattress—spread, color 
Mohawk Carpet—page, color 
Fieldcrest Thermostatic Blanket 
Welsh Baby Carriages—¥% page 


RADIOS, RECORDS AND 
INSTRUMENTS 


4 Stewart-Warner Radio—page 

Lester Piano—l4 page 
Jewel Radio— ly page 

Oct. 11 RCA Victor Instruments—page, color 
Columbia Records—page 

Oct. 18 Charm Records—page 

Oct. 25 RCA Victor Instruments—page, color 
Westinghouse Radio—page, color 
Farnsworth Radio—page 
G-E Radio—page 
Philco Radio—page 
Stewart-Warner Radio—page 
Hammond Solovox—'4 page 


Vy page 


JEWELRY, CLOCKS AND WATCHES 
Oct. 4 De Beers Diamonds—page, color 
Keepsake Diamond Rings—page 
Longines-Wittnauer Watches—page 
Ingraham Clocks—4 page 
American Jewelers—¥4 page 
Saga Watch—l, page 
Oct. 11 Swiss Watch Federation—page, color 
New Haven Clocks—page 
Gotham Watch—\4 page 
Wyler Watch—l4 page 
JB Watch Band—% page 
Krementz Jewelry—¥ page 
Omega Watches—'% page 
Saga Watch—\, page 
Oct. 18 Jacques Kreisler Watch Bands—page, c. 
Speidel Watch Bands—page, color 
Elgin Watches—page 
Keepsake Diamond Rings—page 
Art-Carved Rings by Wood—]4 page 
Ingraham Clocks—Yy page 
Westclox—l4 page 
Girard-Perregaux Watches—l4 page 
Forstner Chain—\4 page 
Harvel Watches—l4 page 
Saga Watch—\, page 
Oct. 25 G-E Clocks—l4 page 
Croton Watch—4 page 
Saga Watch—l, page 


SILVERWARE 
Oct. 41847 Rogers Bros.—page, color 
Watson Sterling—! page 
Oct. 11 Community Silverplate—page, color 
Oct. 18 International Sterling—page, color 


CAMERAS AND OPTICAL GOODS 
Oct. 11 Ansco Film—!4 page 
Keystone Camera—]4 page 
Argus Camera—]4 page 
Wollensak Lenses—4 page 
Radiant Projection Screen 
Oct. 18 American Optical—page 
Bell & Howell Camera—! page 
Castle Films—l4 page 
Graflex Camera—ly page 
Oct. 25 Eastman Kodak—page, color 
Ansco Film—!4 page 
Argus Camera—l4 page 
Graflex Camera—¥4 page 


SPORTING GOODS 
Oct. 4 Brunswick Bowling Equipment— 4 page 
Crown & Headlight Overalls—Y4 page 
Roadmaster Bicycle—Y4 page 
A.C. Gilbert-American Flyer—l page 
Chicago Roller Skates—l4 page 
Simonis Billiard Table Cover—14 lines 


Vm page 


NOTE: Many of these LIFE advertisers have 
ordered LIFE merchandising helps similar to 
those G. T. Chestnut finds so effective. Ask 
your suppliers about ADVERTISED-IN-LIFE 
merch: indising aids! 


ADVERTISED 


LIFE 


LIFE, 9 Rockefeller Plaza, N. Y. C. 20 
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This under-surface quality 





helps you 


THE gleaming white finish of the ranges, wash- 
ing machines, refrigerators and home freezers 
you handle appeals instantly to your customers. 
It’s quality they can see and feel. 


But the long life and lasting beauty of this 
finish depends to a large extent on the metal 
base under the smooth, glossy surface. When 
this base is one of the special-quality iron or 
steel sheets produced by Armco, your customer 
is assured that the appliance will give years of 
satisfaction. 


Leading manufacturers of ranges and other 
porcelain enameled appliances use ARMCO 
Enameling Iron, the original enameling iron 





\Rmedg 


O ENAMELING 


and the most widely used for this exacting 
purpose. For baked enameled parts of washing 
machines, ironers and home freezers, many 
manufacturers prefer ARMCO Galvanized 
PAINTGRIP Steel because it takes and preserves 


this attractive finish. 


Buyers accept the famous ARMCO Triangle as 
a guide to quality; for they have seen it adver- 
tised in popular magazines for 34 years. They 
know it means long, low-cost service... and 
they'll come back to the store where they’re sure 
to find the quality they want. Armco Steel Cor- 
poration, 293 Curtis Street, Middletown, Ohio. 
Export: The Armco International Corporation. 


NATIONALLY ADVERTISED FOR 34 YEARS 
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K-M Will Emphasize 
Dealer Education 


Dealer education will be the spear- 
head of forthcoming activities by the 
Knapp-Monarch Co., representatives 
were told at the recent convention held 
by this fttniin St. Louis. 

A group of merchandising specialists 
is being assigned to distributors with 
a sole duty of training and educating 
the sales people of the independent 
dealers so that they can sell table 
appliances with greater knowledge. A 
number of tests have been made in 
various parts of the country and have 
worked out satisfactorily. 

John Unger of the Raymond Rosen 
Co. of Philadelphia was awarded a 
1948 Buick sedan for outstanding dis- 
tributor salesman efficiency. In a 
lunch honoring him, a display of ad- 
vertising created by him was unrolled 
that stretched out longer than the 
speakers’ table. 

Five new products were announced 
by Knapp-Monarch at this conven- 
tion: Deluxe K-M double slice pop-up 
toaster; K-M Steem-R-Dry iron; 
K-M sandwich toaster and waffle iron 
combination; K-M fin type radiation 
heater; and K-M blanket with magic 
control. 

General sales manager Birch L. Ver- 
million declared that the company 
reached an all time high for the first 
six months of 1948, with prospects 
bright for fall. Advertising and mer- 
chandising expenditure for the coming 
autumn will be the greatest ever made 
by the company. 


Restofski Named Chairman 
of EEl Commercial Division 


Harry Restofski, sales promotion 
manager of the West Penn Power Co., 
Pittsburgh, Pa, has been appointed 
chairman of the commercial division 
general committee of the Edison Elec- 
tric Institute, according to Ernest R. 
Acker, EEI president. Mr. Restofski 
succeeds Ralph P. Wagner, commer- 
cial manager of the New York Power 
& Light Corp., Albany. 

Mr. Restofski will direct the activi- 
ties of 19 EEI commercial committees. 
His responsibilities include the super- 
vision of national promotional activi- 
ties such as the Planned Lighting Pro- 
gram and the group’s new campaign on 
all-electric kitchens. He is a former 
chairman of the residential section of 
the commercial division and has be- 
come widely known through his work 
as chairman of the Better Light— 
Better Sight Bureau. 


Canadian Imports Of 
U. S. Appliances Sag 


The latest report of the External 
Trade Branch of the Canadian Gov- 
ernment shows a great drop in im- 
ports from the United States because 
of the dollar shortage. Cooking and 
heating apparatus imports for June 
sank to $582,000 as compared with 
$1,164,000 last year; the first six 
months of 1948 totaled only $3,824,000 
as against $7,539,000 in 1947. 

Refrigerators and parts likewise 
skidded in June to $484,000 compared 
with $1,070,000 a year ago, a decline of 
$2,088,000 in imports being noted for 
the first half of 1948 as compared with 
last year’s $5,463,000. 
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on : Steel Kitchen Cabinets : 
© 
R. e The retailer who sells LYON cabinets can offer 2 
ski e complete kitchens — virtually custom-built. He e To carry this seal, a cabinet must meet | 
er@ ° can also offer single package units in a wide ® quality standards—of construction, opera- | 
yer ° range of sizes and types — all with the beauty. e tion and finish—based on laboratory tests 
° ? ; ; ° that equal 20 years of use. 
" e efficiency and long life finish that is character- e 
* istic of LYON cabinets. . 
“ “4 With a more plentiful supply of steel. we can ba 
vi- . expand our production. Then we will have more M for IMMEDIATE DELI VER Y to LYON 
ro- . of this highly profitable line to offer new dealers. > 
on ° Meanwhile . . . e Stainless Steel Sink 
1er 2 Some dealers have found it possible to furnish - Tops with Cabinets 
of ° us with cabinet steel — 22 gauge cold-rolled. In © 66" —72"—84’ — 96’ Lilet woot _————_—— 
be- . such cases we will buy the steel from you and ia e ‘ ere, 
rik e ship kitchen cabinets promptly — pound for bd oe ose Oe o ee : 
a - pound — at regular published prices. M = 
. s — = 
a * —_ os 
e ° fos he i 
: LYON METAL PRODUCTS, INC. ? 8 Linoleum (Steel Base) 
* General Offices: 1021 Monroe Ave., Aurora, Ill. . = Sink Tops with Cabinets 
; Branches and Dealers in All Principal Cities “ 66" — 72"— 84” — 96” 
nal ° © Mes = * 36" H Plus 4” BACK 
9V- ®eeeeceaxaeoeaoe eee eeeeeeeveeee2e20280800 
< A PARTIAL LIST OF LYON PRODUCTS , 
nd © Shelving © Kitchen Cabinets © Filing Cabinets © Storage Cabinets ¢ Conveyors © Tool Stands © Flat Drawer Files 
ne © Lockers . © Display Equipment © Cabinet Benches © Bench Drawers © Shop Boxes © Service Carts © Tool Trays © Tool Boxes 
ith e Wood Working Benches © Hanging Cabinets Folding Chairs © Work Benches © Bar Racks © Hopper Bins © Desks © Sorting Files 
om © Economy Locker Racks © Welding Benches © Drawing Tables © Drawer Units © Bin Units © Parts Cases © Stools @ Ironing Tables 
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FOR BETTER HEALTH 
COMFORT, ECONOMY 


THE NEW 





aT LAST . ee 
Homes, offices and commercial buildings can 
be free from the unhealthful, uncomfort- 
able effects of winter indoor dusty dryness. 
Palmaire corrects the humidity. Protects 
against chapped, dry skin,—helps bring zest- 
ful freshness to complexions, and brilliant 


lustre to hair. Removes soot, dust, pollen, 
smoke from the air, reduces the chances of 





colds and throat infections. Helps relieve hay 
tever, pollen asthma and catarrh sufferers. 


GREATER COMFORT, ECONOMY TOO 


Extreme room temperature variations are 
avoided fuel and cleaning bills are re- 
Protects furniture and walls from 


cracking and warping. 


all 


RELATIVE HUMIDITY 10% 50% 90% 


duced 





TEMPERATURE 
REQUIRED FOR 
COMFORT 


Ideal for Homes, Apart- 
ments, Stores, Shops, Of- 
tices, Florists, Furriers, 
Convalescent Homes, and 


Hospitals 








Here's a definite volume-sales-item you can’t afford 
to miss. Be sure to send for your sales data today. 


Van fact ¢ Palmaire Heater & Sno-Bre é Coolers 





Le 8 fF EF EE EE EG UGG UGG UG UG UG UG UGG GGG 

MFG. CORP., Phoenix, Ariz., Dept. M-12 
We are Distributors . Dealers ‘ 

Please send sales details on the Palmaire Humidifier. 


a Name 
B Address City Zone State 


Sua SB BSS SS SSE SES SS SSS eee eee ee Se 
National Advertising: Saturday Evening Post, Better Homes and Gardens. 
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RUTH GAFFNEY 


DORIS BURRELL 


Ruth Gaffney Becomes 
Round Table Chairman 


Ruth Gaffney, Farm Journal, has 
been elected chairman of the Electrical 
Women’s Round Table of New York 
for the 1948-49 succeeding 
Harriet Gormley, Westinghouse Elec- 
tric Corp. 

Other officers include Frances 
Armin, National Adequate Wiring 
Bureau of NEMA, who will be vice- 
chairman; Doris Burrell, Department 
Store Economist, secretary; and Mar- 
ion Kurtz, General Electric Co., treas- 
urer. 

Miss Gaffney, assistant to the Di- 
rector of Rural Electric Information 
Exchange, farm Journal, since May 
1944, was associated with 
the Department of Justice, doing legal 
research tor the Assistant Attorney 
General in charge of Anti-Trust Divi- 
sion During the past year, Miss 
Gaffney, as chairman of the Education 
Committee of ERWT, acted as coor- 
dinator of the 


season, 


formerly 


Demonstration Tech- 
given by the 
lable at Hunter College 


niques course Round 


Rival Mfg. Buys Waverly 
and its Steam-O-Matic 


A double transaction in mid-August 
brought to the Rival Co. of Kansas 
City, Mo., both the Waverly Mfg. Co. 
(Bridgeport, Conn., and Sandusky, 
Ohio) and Waverly’s top trade name, 
the Steam-O-Matic iron. 

Rival immediately set up a Steam- 
O-Matic division to handle production 
of the steam iron, promptly moved 
the Bridgeport facilities to Kansas City 
and kept production going in Sandusky. 

Set up as an independent division, 
Waverly now comes under the direc- 
tion of William C. 
general 


former 
manager of Rival. 
acquiring all tools, 
machinery, dies and equipment for the 
manutacture of Waverly’s cast alumi- 


Rehm, 
assistant 


Rival, while 


num, non-steam iron, plans no early 
production on the product 
According to Ik I 


head, the 


Rival 
same sales personnel who 
handled the steam iron under Waverly 
will continue to market it in New 
York, Chicago, and on the West Coast. 
Rival sales personnel will carry on in 
some other territories 


Talge, 


The remainder 
are not allocated. 

“Steam-O-Matic irons will be on 
allocation, through all channels,” said 
Talge, “until such time as production 
can catch up with demand. 


Daily 
oming in and back orders 


on hand on the 


orders are 
model are consider 
able.” He added that consumer maga- 
zines will be used to promote the iron. 
Can-O- Mat, 
Juice-O-Mat, and Ice-O-Mat kit hen 


appliances 


Rival, producer of 
was happy to discover that 
practically all of its own distributors 
also handle the Steam-O-Matic, which 
both in size and the composition of its 
name would fit well with Rival’s pres- 
ent line. 
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FRANCES ARMIN 


$1,000,000 Ad Budget 
for Westinghouse Washer 


Westinghouse’s new 1948 automatic 
washer, the Laundromat, is_ the 
subject of a $1,000,000 newspaper ad- 
vertising campaign, Roger H. Bolin, 
advertising manager of the company’s 
appliance division, disclosed recently. 

“Initially,” said Mr. Bolin, “$600,- 
000 has been spent in the campaign 
with a series of eight advertisements 
in 169 throughout the 
country within the past three 
months. The balance of the advertis- 
ing will be placed in the last three 
months of the year. The campaign is 
the largest newspaper advertising pro- 
gram sponsored by this division.” 

According to Mr. Bolin the com- 
pany’s new dryer, style-twin of the 
washer, will be featured in some of 


newspapers 


the advertisements 
Awakening Activity 


Significance of the campaign would 
not be lost on many Westinghouse 
dealers. During a major part of the 
post-war years Westinghouse’s Laun- 
dromat production has been limited 
With the announcement of a $1,000,000 
newspaper campaign, dealers could be 
sure of two things: (1) Westing- 
production would be big 
enough to warrant the promotional ex- 
penditure and (2) the expenditure it- 
self would help to sell the production. 


house’s 





W. F. LINVILLE 


Linville New Sales Manager 
of Southern Appliance, Inc. 


W. F. Linville, former national 
sales manager of Bendix Home Ap- 
pliances, Inc., has taken the post of 
general sales manager at Southern 
Appliances, Inc., Charlotte, N. C., dis- 
tributing firm, it was announced re- 
cently by Calvin D, Mitchell, president. 
Mr. Linville held executive positions 
with various southern manufacturers 
prior to his association with Bendix. 
At one time he made his home in 
Dallas, Texas. Southern Appliances 
covers both the Carolinas and sell 18 
appliance items to over 1,000 dealers. 
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NOW Is THE TIME... Tie in... Cash in... with... 


Motorola's Biggest Promotion! 


6 in ONE 


T TELEVISION on a big screen this al 


2 AUTOMATIC PHONOGRAPH for new''Long Playing records ‘ 

3 AUTOMATIC PHONOGRAPH for standard records will he 
4 FM RADIO (Frequency Modulation) 

5 AM RADIO (Standard Broadcast) seen 
G ROOMY RECORD STORAGE SPACE 

Make no mistake—this is the finest—and at a 

price less than many sets with television alone! 

But, see for yourself. Compare the clarity and 

brightness of Motorola Television with any 

other—at any price. Compare the Golden Voice 

tone of Motorola FM and AM radio—the true, 

noise-free record reproduction—the swift, silent y red \- 


changer—the generous record — space. 
Then, imagine the Furniture Styled beauty of 


this hand-rubbed cabinet in your own home. and-able {0 
Test it, compare it—and 


you'll never be satisfied with mopeL vF103 


eran buy readers 


= al id over 


Television Consolette. Big 
! 


m- 
. screen shows brilliant, steady 
\ pictures on all channels. Gor- 
, geous Furniture Styled Cabinet. a Ld 
tl 


Gorgeous Table Model. Shows 
constant, crystal-clear pictures. 
Hand-rubbed, Furniture Styled 
Cabinet. 

Model VT105 


ACT NOW 
Wonderful Television. Light- F @) 4 Pp 4 O F I T S 


weight. Low Priced. Clear, 


bright television you'll enjoy! 
Weighs just 26% Tbs. | 
Model VT7 e 


ond exciting Ss : WRITE, WIRE 


dios, radio-phoneg ; R PHONE YOUR 
on a nee page Thrilling Beauty, Low Playmate Jr. Tiny . . Table Radio-Phono- Se Much For So Little ° 
and portables Price New table radio... light ... powerful. ..won- graph "Floating Action” FM/AM Radio Automa- 


in six decorator colors. derful tone! AC/DC, changer handles ten 10° tic Phonograph, record 
Powerful . . . rich tone. Battery, (batteries extra) or eight 12” records. storage. 78FM22 
Model 58R1i1 Model 5A7A Model 68F11 
MOTOROLA INC. CHICAGO 51, ILLINOUES ' 


Distributor 
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HOW SHIRLEY BASE AND WALL CABINET SALES BOOST YOUR PROFITS 
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> Every customer with a Suirtey sink—and those who intend 
to buy—are preferred prospects for SHIRLEY base and wall 
cabinets. Follow up these sales . . . use SHIRLEY’S new 16-page, 
full color Kitchen Planning Booklet to interest buyers in planning 
their own kitchens. Capitalize on “unit-at-a-time” base and wall- 
cabinet sales to boost your profits. 

> Your customer’s choice of base and wall cabinets is available 
promptly. 

» Suir ey kitchens are easy to install . .. and come ready to 
install. SuirLey is strictly “package merchandise” with complete 
instructions to your customer on how to make this simple kitchen 
installation. 

> This merchandising set-up pays you the biggest profit. Write your 
distributor today for information on the complete SHiRLEY pro- 
motion to make your store the key “kitchen center” in your com- 


munity. 


SHIRLEY CORPORATION + INDIANAPOLIS 2, INDIANA 


OCTOBER 























"She value tine” 
ALL-STEEL KITCHENS 


COPYRIGHT, 1940 SHIRLEY CORF., INDIANAPOLIC 
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Newspapers Plug 
Freezer Campaign 


In a special home freezer sales fiesta, 
August 10-30, the Electric Appliance 
Dealers Assn. of Minneapolis, with the 
cooperation of the Northern States 
Power Co., ran some 14,000 lines of 
educational advertising in the Minne- 
apolis and St. Paul daily newspapers, 
according to C. H. Stephenson, execu- 
tive secretary. 

Tied in were meetings for specialty 
dealers, department and _ furniture 
stores, distributors, utility, salesmen, 
electrical contractors and journeymen. 
These were held in Minneapolis on 
August 10-11, and in St. Paul on Au- 
gust 12-13. 


Displays 


Each cooperating distributor had the 
privilege of displaying one freezer for 
both the sales schools and public dem- 
onstrations in Minneapolis and St. 
Paul. Frozen food distributors, wrap- 
ping and packaging materials distribu- 
tors and locker plants and associations 
also had the privilege of displaying 
their products or services, with the 
space being provided without charge. 

One of the inducements to get in on 
the home freezer promotion was the 
first prize of an all expense trip to 
Chicago to the salesman (and his 
wife), who sold the greatest number 
of units between August 15 and Sep- 
tember 15th. 


IMuminating Engineers Elect 
Tayler President, Plan Meeting 


The Illuminating Engineering So- 
ciety recently announced the election 
of Lee E. Tayler, Detroit Edison Co., 
as president for the year beginning 
October 1. Serving with Mr. Tayler 
will be: A. H. Mainwaring, Philadel- 
phia Electrical & Mfg. Co., general 
secretary ; E. M. Strong, Cornell Uni- 
versity, treasurer; Walter Sturrock, 
General Electric, vice-president. Prior 
to his election, Mr. Tayler served as 
general secretary and as vice-president 
for the past two years. 

Over 1,000 members and guests were 
expected to attend the Society’s Na- 
tional Technical Conference at the 
Hotel Statler, Boston, September 20- 
24. Subjects included in the technical 
sessions are: fluorescent lamp life, im- 
proved design of mercury lamps, air- 
port lighting, street lighting, home 
lighting, gymnasium lighting, louverall 
lighting, and others. 





Correction 


Since publishing an article en- 
titled “Selecting Salesmen” on 
page 58 of its May 1 issue, 
ELECTRICAL MERCHANDIS- 
ING has been informed that the 
salesman interview forms repro- 
duced with the story and credited 
to the Dade Distributing Co., 
Jacksonville, Fla. were actually 
developed by Dr. Robert N. Mc- 
Murry of a Chicago personnel 
management, industrial relations 
and market research firm and copy- 
righted by Servel, Inc., for its 
distributors. 

3ecause we believe that the in- 
terview forms are excellent ex- 
amples of their type, EM not only 
hastens to apologize for their in- 
advertent use, but also is happy to 
give credit where credit is due. 
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5 ‘\ ; 7 «5 No. 464 SHARP GOTHIC 
. \ MANTEL — Mahogany col- . 
ored wood case. Solid back, / 
orated metal dial. / 

Retails $18.50* 


No. 456W PILOT WHEEL— 
In two tone mahogany 
color, with sash, kes 
and hands polished brass. 
. Retails $10.00* 











No. 451A THE “CATNAPPER” — In 
ivory plastic, with pleasant soft- 
tone bell alarm. Retails $4.95* 
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No. 453W SQUARE MOD- | 
ERN—Bird's-eye maple | 
veneer front on mahogany 
colored case. Retails $7.95 







No, 470W MANTEL OR 
DRESSER —Mahogony col- 
ored wood case, ottractive 
metal dial. Retails $6.25* 
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“3 famous name, plenty —_ ' 
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1. d is Sessions “CatnapP ae 

‘1- Featured } buzzer!). Like all Session 

: not buzzer-)- —— 

al lar, pleasant bell ( o low-speed motor that ———— 
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k Clocks it 18 super-quiel, Like all Sessions — | KITCHEN “Saal = hone 
7 +i jhining high-speed ae dial, black figures with red 

or eliminates wh ” er! a White or Chinese 
; ji - red plastic case. 

“a it is a sales-getter withou Pp ' © v8 Retails $4.75* 
: : o. teat —display © 

° Stock Sessions this Christmas display on tenet 

“4 ' -ay}] make some V 
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No. 339W TEAPOT KITCHEN 
WALL — White or Chinese red 
plastic. A popular kitchen 
novelty. Retails $4.95* 


ee 
ae f ‘S* Guaranteed by 
; . . ; ¢ Good Housekeepin; 
f , ” 
#7 ag m 
No. 463W BAN- 
JO WALL — Ma- 
hogary colored 
wood cause with 
contrasting panel, 
brass trim. 


pe caren = PXXY (1) (AY 


j lines in mahogany colored wood, . * 

with metal diel, brass feet. y ‘ Pt 

Retails $10.50* ; — et - even A PpUR OC. 
| : 4 oe 
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SPECIAL DURING OCTOBER ONLY! 


YOUR SELLING 
PROCTOR MODELS IN LOTS OF 6 COST PRICE 


#983 CHAMPION IRON $8 :a. 
#50 CORDMINDER $1°°:.) *13°7° 


TOTAL § $5 


$4-80 PROFIT ON EVERY COMBINATION 


DISPLAY AT LEFT FREE! 








FAST MOVING « INSTANT TURNOVER 


EXTRA CORDMINDERS AT THIS SPECIAL 
PRICE TO MATCH YOUR PRESENT 
STOCK OF 983 CHAMPION IRONS 


THIS OFFER IS RED HOT! SEE YOUR 
DISTRIBUTOR NOW! 


PROCTOR 


(®) REG. U.S. PAT. OFF. 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PA. 


ELECTRICAL MERCHANDISING—OCTOBER 1, 1948 PAGE 135 








4 4 


MODERN HOME FLOOR CONDITIONER RETAMLS AT 


General helps you sell with National Advertising reaching over $79.50 


11,000,000 families a month scheduled right around the calendar. The best prospects in YOUR 
community are told and sold each month on the General T-12. Get your ; recat ci . 
share of these pre-sold prospects by tying-in with the General T-12 national of brother. Gaew a 
advertising campaign! 4, sia eaceieiaiiia 


Starting in October and November, advertising in the SATURDAY ¥V: 
EVENING POST, HOUSE BEAUTIFUL, GOOD HOUSEKEEPING, HOUSE 5 
& GARDEN, and BETTER HOMES & GARDENS will hammer heme the 
unique advantages of the GENERAL T-12. Its ease and economy of 


operation for floor maintenance; its snap-on side handles for polishing A 

everything from kitchen cabinets to cars; its low sleek styling allowing LF > POLISHES 4 

the T-12 to glide close in to base-boards and under furniture. 5) s = 
This is Demand producing advertising! Sales pro- 


ducing advertising! PROFIT producing advertising! V 
You don’t start “‘cold’’ when you sell a GENERAL! — , 


Pree - GET these IMPORTANT sales aids! > SCRUBS 4 


To take fullest advantage of the demand producing National 
Advertising campaign, tie-up by using GENERAL'S compelling 
sales aids. Available to all GENERAL T-12 dealers! 
WINDOW DISPLAYS 
FLOOR DISPLAYS 
MACHINE ADVERTISING HANGERS 
NEWSPAPER AD MATS 


GIVE-AWAYS and ENVELOPE STUFFERS DRY CLEANS e 
COOPERATIVE ADVERTISING 
Get these sales aids now! Let General Floorcraft really go to 


work and HELP YOU SELL! Phone your distributor or write direct 
to General Floorcraft. Dept. EM1O 





LEADING DISTRIBUTORS NOW IN KEY AREAS. <coe he 
DISTRIBUTORSHIPS STILL AVAILABLE 
IN SOME MAJOR MARKETS. 





o ’ Guaranteed by ® 
_ Housekeeping 
‘J 


<7 45 anyeurisen WES 


Approved by Underwriters Laboratory, Inc. 
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HOOVER JR. Cleaner 
The Hoover Co., North Canton, O. 


Device: Hoover Junior upright vac- 
uum cleaner designed for small homes 
and apartments. 

Selling Features: Weighs only 133 
lbs; performs most of the functions of 
large, standard sized Hoovers; “posi- 
tive agitation” principle enables cleaner 
to tap dirt from carpet or rug as it 
sweeps and cleans by suction; 10-in. 
nozzle gets into small areas and ad- 
justs automatically for various rug 
thicknesses; ¢ h.p. motor, a.c. or d.c.; 
bag of special fabric through which 
dirt-filled air is filtered; set of cleaning 
tools are attached by converter directly 
in front of motor so cleaner can 
pulled along easily as above-floor 
cleaning progresses; tools include a 
flexible hose 7 ft. 5 in. long; aver 
aluminum tube angled for reaching 
hard-to-get-at places over door and 
windows; all-purpose brush for up- 
holstery and bare floors; crevice tool 
for upholstery corners, etc.; blower 
for removing dirt otherwise impossible 
to reach; foot-operated switch has red 
push button for easy identification; 
3-position handle; finished in brown 
enamel; brown wrinkle enamel finish 
with brown enamel on exposed metal 
parts; 6% in. high without handle; 
styled by Henry Dreyfuss. 

Electrical Merchandising, October 1, 
1948. 





Improved LAUNDROMAT 


Westinghouse Electric Corp., 
Appliance Div., Mansfield, O. 


Device: 1948 L-4 Laundromat with a 
new “Water-Saver” control. 

Selling Features: “Water-Saver” con- 
trol saves hot and cold water by limit- 
ing the amount of water used in Laun- 


ELECTRICAL MERCHANDISING—OCTOBER 


dromat when less 





than a full load is to 

washed; mounted directly below 
single dial that controls the washing 
time and water temperature the dial 
has 3 settings, “regular” for loads 
from 6 to 9 lbs.; “medium” for loads 
from 3 to 6 lbs.; and “low” for loads 
of 3 or less lbs.; uses as little as 7 gal. 
hot water; new, single “look-in” door 
combines the loading platform and in- 
ner door of previous models into a 
single unit; circular window in door 
of heavy, molded glass; former soap 
chute is eliminated; mechanism is 
mounted in W estinghouse bouyant 
power suspension system which elimi- 
mates necessity for bolting to floor. 
Electrical Merchandising, October 1, 
1948. 


MARQUETTE Home & Farm Freezer 


Marquette Appliances, Inc., 307 E. 
Hennepin Ave., Minneapolis, 14, Minn. 


Device: Model 16B Marquette home 
and farm freezer. 

Selling Features: 16 cu. ft. capacity or 
500 to 600 lbs. frozen food; counter- 
balanced twin doors with provision for 
locking; illuminated food compart- 
ments; hermetically sealed 4 h.p. unit. 
Freon F-22 refrigerant; rockwool in- 
sulation 43 in. thick; Panelyte Thermo- 
Breaker. 

Electrical Merchandising, October 1, 





PLANET Stove 


Planet Products Inc., 
1501 S. Laflin St., Chicago, 8, Ill. 


Device: 2-burner, portable stove. 

Selling Features: Features new hinged 
elements for easy cleaning; 3-way heat 
control and split top arrangement for 
cooler operation; vitreous porcelain 
enamel top—black or white and hi- 
temperature white enamel body will 
not stain or discolor, crack or peel; 
available in single or double burner 
units for 110-120 or 220-240 volts, any 
cycle; 3-heat control for each burner. 


Electrical Merchandising, October 1, 
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WESTINGHOUSE Iron 
Westinghouse Electric Appliance Div., 
Mansfield, O. 


Device: Streamliner electric iron. 
Selling Features: Aluminum alloy base 
with cast-in 1000-watt Corox heating 
element; black plastic handle cover 
and heel rest in one-piece construction, 
ivory plastic strip on top of handle; 
7-ft. cord permanently attached; 
thumb-tip temperature control dial 
with fabric markings, adjustable for 
fast and slow ironers—ironing speed 
adjustment is called Personalized 
Temperature Control and user sets 
fabric setting as fast, slow or medium 
arrow marking best suited to her iron- 
ing speed. 

Electrical Merchandising, October 1, 
1948 





SOLAIRE Fryette 


John W. Miller & Associates, 
221 N. La Salle St., Chicago, 1, Ill. 


Device: Deep-fat frying kettle. 

Selling Features: French fries pota- 
toes, chicken, fish, pastries ; also can be 
used for baking beans, roasting meats, 
for stews, soups, warming buns and 
popping corn; overflow lip on kettle, 
necessary for steaming grease expan- 
sion plus extra heating power required 
to maintain grease temperature are 
features; Westinghouse Uni-Therm 
thermostatic control automatically 
maintains temperatures on_ selective 
basis, ranging from “off” to low-150 
degs; medium 275 degs; high 380 to 
390 degs.; 1200 watt steel-sheathed 
Calrod element will heat 3 lbs. frying 
oil to French frying temperature (380 
degs.) in approximately 15 min.; 
heavy gauge aluminum outside case 
with 3 coats of white baked on enamel; 
Corning Fiberglas insulation; nickel 
plated inside wire basket; detachable 
handle; polished aluminum cover, 


black B akelite knob; 110 volts, a.c. 


Electrical Merchasdidnn. October 1, 
1948. 





HAMILTON BEACH Food Mixer 


Hamilton Beach Co., Div., Scoville 
Mfg. Co., Racine, Wis. 


Device: New Model G food mixer. 
Selling Features: Outstanding feature 
is the “Mixguide” which puts ten 
speeds under the thumb for 1-hand 
operation; easy-on easy-off saddle at- 
tachment; “bowl control” is achieved 
by a lever at bottom of standard which 
shifts bowl while beaters are in opera- 
tion to insure smooth mixture of all 
types of ingredients; full power at all 
speeds regardless of weight of batter, 
new light weight handle, sure- -grip 
bowls, and a free-flowng juice strainer 
are other features. 

Electrical Merchandising, October 1, 
1948 





WESTINGHOUSE Coffee-Maker 
Westinghouse Electric Appliance Division, 
Mansfield, O. 


Device: Vacuum-type coffee maker. 
Selling Features: All metal ; 8-cup ca- 
pacity ; brews coffee and keeps it at 
proper serving temperature, all auto- 
matically; heat provided by two ele- 
ments, one of 850 watts and the other 
150 watts built into base of model ; both 
elements operate for fast heating and 
when water goes to upper bowl, cur- 
rent is automatically cut off; then 150 
watt element comes on when "coffee re- 
turns to lower bowl and maintains 
brew at proper serving temperature as 
long as cord is plugged in; circular 
baffle on filter rod in upper bow! pre- 
vents water from bubbling out of top 
and eliminates stirring. 

Electrical Merchandising, October 1, 
1948. 
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Hotpoint Dealers Will Reap The 
Advantage Of Gigantic New Expansion 
In Greater Sales Volume And Profits 


GEARED to wrn out the phenomenal volume of 12,000 
new Hotpoint Electric Ranges per week, production lines 
are rolling today in the world’s largest range plant! 


eeThis mammoth new plant—built and operated 
by America’s pioneer electric range manufacturer—is 
Hotpoint’s dramatic answer to the tremendous and grow- 
ing demand for Hotpoint Automatic Electric Ranges! 


e@e With more ranges already in use than any other 
maker—and with new production capacity that practi- 
cally equals the pre-war output of the entire industry— 
Hotpoint now offers dealers everywhere new opportuni- 
ties, mew range values and sales volume! 


ee Signalizing the birth of a new era in electrical ap- 
pliance production, the new Hotpoint plant covers 18 
acres, employs more than 4,000 people and represents 
an investment of millions of dollars! 


ee Coming off the new plant's production lines today 
—with Pushbutton-Cooking, Talking Colors and other 
exciting features—is the sensational new 1949 Hotpoint 
Range—star member of the famous Hotpoint line that 
embraces a dozen sales-leading major appliances to give 
you year-round, money-making opportunities! No won- 
der Everybody's Pointing Io Hotpoint—The Franchise 
With A Future! Hotpoint Inc. (A General Electric Affiliate), 
5600 West Taylor Street, Chicago 44, Illinois. 


Lae , 
a. A ifohy 
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NOTE: 


AIR EXPRESS | 


gives you all 


Customer goodwill in these in- 


creasingly competitive times 


one of the prime assets of every 


business. 


Air Express will help 


you to build a reputation with 
customers for prompt, efficient 
service by reducing shipping time 
from days to a matter of hours. 
When speed is essential, let Air 


Express solve your problem. 


Only 


these advantages 


A combination you don’t get 


SPECUY 4 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 





with other air-shipping methods 


I. 


Special pick-up and delivery at no extra cost. Your 
shipments are picked up promptly when you call; 
fast delivery to consignee’s door. 


You get a receipt for every shipment. One-carrier 


responsibility. Complete security. 


Assured protection, too—free valuation coverage up 
to $50; 10 cents for each additional $100 or frac- 


tional part 


These advantages, plus 21 others, make Air Express the 
best and fastest way to ship. Your shipments go on every 
flight of the Scheduled Airlines-— repair parts, equipment, 
finished items keep moving to where they’re needed. Reach 
any U.S. point in hours. Phone local Air Express Division, 
Railway Express Agency, for fast shipping action. Specify 
“Air Express” on orders for quickest delivery. 


FACTS on low Air Express rates 


22 lbs. machine parts goes 700 miles for $4.73. 

10 lbs. printed matter goes 1000 miles for $3.31. 
30-lb. carton of new fashions goes 500 miles for $4.61. 
Same day delivery in all these cases if you ship early. 


ZSS 


GETS THERE FIRST 














Rates include pick-up and delivery door 
to door in a 


principal towns ond cities 


scHEDULED AIRLINES oF THE uU.S.- 
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ARTKRAFT Refrigerator 


Artkraft Corp., 
E. Kirby & Shawnee St., Lima, O. 


Device: “Low-Boy Jr.” model No. 35. 
Selling Features: 3% cu. ft. capacity; 
white baked Dulux inside and out; all- 
steel welded construction; 5.6 sq. ft. 
shelf area; 2 easy-out trays; 2 and 2% 
in. Fiberglas insulation; Freon refrig- 
erant; static hermetic % h. p. 115 volt, 
60 cycle Universal cooler or Tecumseh 
condensing unit; top of same material 
and finish as wrapper; 24 in. wide, 23- 
* in. deep, 36 in. high; chrome plated 
hardware. 

Electrical Merchandising, October 1, 
1948 





OSTERIZER Liquefier 
John Oster Mfg. Co., Racine, Wis. 


Device: Osterizer food liquefier and 
blender. 

Selling Features: Liquefies, mixes, 
blends fruits and vegetables for soups, 
salads, drinks, pastries, etc; purees 
baby foods, grinds coffee, whips cream, 
churns butter and mixes light batter; 
has a container with a bottom that un- 
screws, making the agitators accessible 
for cleaning or changing from one 
kind to another; also, an ordinary 
fruit jar can be used instead of mix- 
er’s standard glass container. 
Electrical Merchandising, October 1, 
1948 





SERVA-MATIC Waffle Iron 


Serva-Matic Corp., 
560 W. Fulton St., Chicago, 6, Ill. 


Device: Serva-Matic double automatic 
waffle iron No. DW-46. 


OCTOBER 1, 


Selling Features: Cast aluminum grids, 
bakes two full sized waffles at a time; 
thermostat with off position, easily 
controlled by upper dial; signal light 
indicates when iron is ready for batter ; 
110 volts, a.c. only; chrome finish with 
black Bakelite handles. 


Electrical Merchandising, October 1, 


1948 
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JOHNSON Floor Polisher 


S. C. Johnson & Son, Inc., 
Racine, Wis. 


Device: New household 
“Beautiflor polisher”. 
Selling Features: Light in weight—all- 
aluminum construction; streamlined 
motor housing and handle finished in 
Cherokee red with gold-colored bum- 
per to protect furniture and base- 
boards; high-speed motor drives cylin- 
drical brush at rpm; _ brush, 
balanced to insure smooth running, 
contains 150,000 natural fibers; a.c. or 
d.c., 110-120 volts; scientifically placed 
air vents in cover keep motor cool; 
permanently sealed ball bearings. 
Electrical Merchandising, October 1, 
1948. 
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GENERAL ELECTRIC Interval Timer 
Meter and Instrument Div., 
General Electric Co., Schenectady 5, N. Y. 


Device: Automatic 
Type T-48. 

Selling Features: Available in four 
models—0 to 120 seconds, 0 to 15 min., 
0 to 2 hrs., 0 to 12 hrs.; powered by 
synchronous, self-starting, permanently 
lubricated Telechron motor; operates 
on 120-volt, 60-cycle a.c., max. load 
1,200 watts; enclosed in acid-resistant, 
gray plastic case; triple action control 
knob permits manual or automatic op- 
eration; control pointer for setting de- 
sired time period and timing pointer 
which measures off the cycle are made 
of anodized aluminum for durability; 
dial is protected by shatterproof plas- 
tic window; at end of any cycle, timer 
resets automatically; weight, 2 Ibs. 


Electrical Merchandising, October 1, 
1948. 
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RECORD PLAYER 


for the new 


Microgroove Records! 


sein ™ by WILCOX-GAY 


_.. MAKERS OF [fj 7 
Record 


gins in 199° aysT in 1948 


Ten years ago, in 1938, Wilcox-Gay Today, in 1948, Wilcox-Gay is first again 


created a sensation by introducing with a wireless record player for the 
America’s first wireless 


record player. new long-playing Microgroove Records. 
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WILCOX-GAY CORPORATION 


MODEL 8F30 


FOR NEW 33’ RPM LONG-PLAYING RECORDS 
PLAYS THROUGH ANY RADIO 
NO CONNECTIONS REQUIRED 


Everyone’s talking about Microgroove Records. 
Now Wilcox-Gay gives you a wireless record player, 
designed especially for reproducing these new 
long-playing records. Plays through any radio... 


no wiring, no installation is required. 


Here’s an item that’s going places. Every record buyer 
is a prospect because every record buyer wants the 

advantages of long-playing records. Wilcox-Gay meets 
the demand with an instrument that offers convenience 


and superb wide-range, high fidelity response. 


Want more details? Of course you do! Write us, wire 


us...or ask your Wilcox-Gay distributor ! 


e CHARLOTTE, MICHIGAN 


In Canada: Canadian Marconi Company 
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EVERHOT Timer-Clock 
Swartzbaugh Mfg. Co., 
1336 W. Bancroft St., Toledo 6, O. 


Device: All-Electric timer-clock. 
Selling Features: Can be used with 
roasters, roasterettes, heaters, coffee 
makers, lamps, etc.; makes any ap- 
pliance fully automatic ; made of steel ; 
size 614 x 37% x 3 in.; baked on white 
enamel case; escutcheon plate ol 
polished steel with clear white numer- 
als; knobs of blue-gray plastic; trim 
in blue-gray and red; switch rating 15 
amp. 1650 watts a.c. only; clock rating 
115 volt, 60 cycle, a.c.; range of time 
15 min. to 54 hrs.; 8 ft. of cord at- 
tached 

Electrical Merchandising, October 1, 
1948 
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.s : 
meets , ¢ profit: FLASHEAT Tea Kettle 
, e 


G. L. Electric Co., 20725 Harper Ave., 

Detroit, 24, Mich., Bendix Sales Co., 

18050 Ryan Rd., Detroit, 12, Mich., 
distributors. 








Device: “Flasheat” electric tea kettle 
No. 202. 

Selling Features: 4-qt. capacity, 10- 
gauge aluminum, colonial design ket- 





, : tle; flexible bail handle, plastic, non- 
Add them up—a complete price range—a product of proved heat-conducting hand ‘grip; nickel 
excellence that will outsell competition in any direct comparison — chrome finish Chromalox element, 1150 


watts, 115 volts. 


Electrical Merchandising, October 1, 
Duchess dealers enjoy and will continue to enjoy. These are business- 1948. 


full profits undiminished by high service costs. These are advantages 


building advantages you get when you date the Duchess. 


Write her NOW! 


YOU CAN’T BUY A 
BETTER WASHER 
AT ANY PRICE 

















eri a 
extent” WA S e . i 5 TRI-BORO Cooler Bar 
s 
eco ™ . Tri-Boro Enterprises Inc., 
«oo 102-15 44th Ave., Corona, N. Y. 
Model: “The Executive” bar beverage 
cooler. 

APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO ee ee er eee 





ment has storage capacity of over 4 cu. 
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ft. and accommodates all size bottles: 
lined with stainless steel; nickel-plated 
shelves; freezes and stores more than 
100 ice cubes: provides uncooled sto 
age space for liquor, a glass rack, and 
a formica serving tray which slides 
forward on ball-bearing rollers; avail- 
able in waluut, mahogany or blonde 
wood: 40 in. high, 40% in. wide; 
mounted on ba!l-bearing casters. 
Electrical Merchandising: October 1, 
1948 


UNIVERSAL Vacuum Cleaner 
Landers, Frary & Clark, New Britain, Conn. 


Device: Brush type vacuum cleaner. 
Selling Features: Low-priced cleaner 
with automatic rug adjusting nozzle; 
motorhood and handle in brown two- 
toned baked finish; heavy brown twill 
bag with red lettering, rubber covered 
cord; all-metal construction motor 
hood of one piece drawn steel fitted 
into die cast aluminum which supports 
motor, brush, wheels and handle; mo- 
tor driven brush easily adjustable for 
bristle wear; rubber pistol grip handle 
with finger-trip control switch; no- 
mark rubber bumper to protect furni- 
ture on three sides; Lite-All headlight; 
three-positioned “Touch-Toe” handle 
control for cleaning under furniture; 
“Hold Tite” chain to keep bag from 
sagging; envelope pleated “sani-bag” 
easy to open; ten special matching at- 
tachments for cleaning are available. 
Electrical Merchandising, October 1, 
1948, 








AIRTOWEL Hand Dryer 


Morici Products Corp., 
835 W. Madison St., Chicago 7, Ill. 


Device: Electric hand dryer. 

Selling Features: Gives instant hot air 
which dries hands in approximately 
40 seconds; operates from foot switch 
mounted on steel platform; Universal 
motor with self-oiling bearings and 
statically and dynamically balanced 
blower; 1000-watts, 115 volts; easy to 
install. 

Electrical Merchandising, October 1, 
1948 
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if you sell 
automatic 
washers 


GU | 


Good Housekeeping 
. Sor as ADvERTISED wre 
Profit With all — It is easy to handle, color- 
fully packaged and a steady repeater. The 24- 
ounce package retails for 49c — big 10-pound 
package for $2.95. You'll make equal or better 
profit on a package of all than you do on 
many other small items in your store. You don't 
have grocery store competition — sold only by 
appliance dealers. Above prices are suggested. 


all is approved by every 
leading maker of autometic 
washing machines 





Build Goodwill and Cut Service Calls With 
all — It is complete — detergent, water soft- 
ener and special wetting agent. alll prevents 
clogging of washer parts, keeps them running 
smoothly, helps prevent customer disappointment 
and profitless service calls. Users soon learn 
that alll is better and cheaper than separate 
soap and softener. 


Demonstrate and Sell With all—Developed 
especially for automatic washers, it makes your 
demonstrations easier, faster, more convincing 
— makes clothes brighter and whiter without 
messy suds and overflow — rinses freely—helps 
you SELL more automatic washers! 





Get More Store Traffic With all — Thou- 
sands of testimonial letters and orders prove 





(PA that users come back for it again and again. 
ars Let automatic washer owners know you have 
[We all and watch your store traffic grow. And, 
(= $y increased store traffic means more chances for 


you to sell additional appliances to an already 
pleased customer. 





DETERGENTS, INC., 1147 Chesapeake Ave., Columbus, Ohio 
Window displays, compact and 
colorful counter displays, news- 
poper mats, envelope stuffers — 
they're all yours to let people 


Send us more information about alll. Include prices, discounts and name 
of the alll distributor who can supply us. 


know you handle this best laun- Store Name a — 

dry powder for automatic washers 

if you haven't received this ma- Street Address eal , — 

terial, call or write your all 

distributor. oS aaaeed SO — 
We Sell__ itil Automatic Washers. 


(name of washer) 
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HERE’S SOMETHING HOT 
FOR COLD-WEATHER SALES 


% 





ae 
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€ceccdrrere™ 
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... Carrier’s new Home Humidifier 


when the 


w, eflicient ( 


KEE! your sales up 


thermometer drops. 


Home 


Sell the ne Humidifier for 


arrie! 
winter comfort 


Every home or apartment in your community is 


a prospect for this fast-moving—and profitahle—comfort 


conadaiuonel 


Proper humidity keeps nasal and throat 
| | 
7 





membranes irom arving out, reducing chance ol 

fection. Protects valuable furniture and books. 

rhe Carrier Home Humidifier is just as easy to 
install and opera t is to sell. Simply fill with hitting 
wal | wintel 

It’s an item you don’t have to sell against the same 

AIR CONDITIONING « 
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stiff competition as with other appliances. The Carrier 


Hom 


éxactiy the 


Humidifier is in a class by itself. Supplies 
right amount of moisture automatically. 
lakes no more room than a small end table. Light 
enough to move around. Handsome two-tone walnut 
finish. And here’s a feature that really sells: The retail 


price is only $69.50. Your discount is substantial. 


This completely new Carrier Home Humidifier is 
backed by the leader in air conditioning—and hard- 
promotuon 
Write for complete details. 
Corporation, Syracuse, New York. 


Make sure of extra profits this 


now Carrier 


REFRIGERATION + INDUSTRIAL HEATING 


OCTOBER 1 
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LOCKRATOR Ice Cube Maker 
De: ice 4 
Selling Features: 


Lockrator Ice Cube Maker. 


Self-contained, her- 
metically sealed unit freezes up to 
21 trays or 42 Ibs. ice in 24 hrs.; plugs 
into 110 volt 60 cycle current; extra 
space for ice cube storage or for 50 
Ibs. frozen food located above Ice 
Cube trays; 3 adjustable shelves and 
21 lever type, quick-release shucker 
trays of large sized cubes; cabinet is 
304 in. wide, 254 in. deep and 35 in. 
high permittnig placement under a 
counter or used outside as a handy 
work table. 

Manufacturer: Stoddard Mfg. Co., 
617 4th St., S. W., Mason City, Iowa. 
Electrical October 1, 
1948 


Merchandising, 


al 


ENSLEY Speed-Pad 


The Ensley Corp., 26 Queen St., 
East, Toronto, Ontario, Canada 


Device: Heated ironing board pad. 
Selling Features: Electrically heated 
unit sealed within aluminum sheets 
slips between ironing board top and its 
pad cover ; 250 watt, a.c. or d.c. element 
heats pad, giving uniform heat under 
damp clothes to be ironed, cutting iron- 
ing time; asbestos covered Nichrome 
heating wire; size: 30x12§ in. 
Electrical Merchandising, October 1, 
1948 





TOT-LITE Night Light 


Totline Corp., 494 Grand St., 
Brooklyn 11, N. Y. 


Device: Plastic night light for nurser- 
ies. 

Selling Features: Molded from Lus- 
trex plastic; equipped with a seven- 
watt General Electric night light bulb 
and a 6-ft. G-E Flamenol power cord; 
molded in two pieces for easy bulb 
changing; has balanced, non-tipping 
design; ducks are available in pink, 
blue and white, with contrasting trims; 
colors are molded into plastic, which 
is shatter-resistant, non-inflammable, 
and impervious to heat distortion. 
ees Merchandising, October 1, 
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As advertised in 
NEW INSTANT TUNING! None simpler... 
none easier! Gets picture and sound ftogether— 
the picture én focus—the sound exactly matching! 
The big feature your prospects are looking for. 






















A Great New 
“Matched” Value 


NEW YORKER (above) 
matches Stewart-War- 
ner’s new FM-AM-phono- 
graph combination, 
““Manhattan.”’ New Photo- 
Mirror screen puts the pic- 
ture up where everyone 
can see it! Enlarging glass, 
hidden from view, avail- 
able at slight extra cost. 
New, wider picture... 
more than 10% larger! 


WAKEFIELD (right) 
matches Stewart-War- 
ner’'s FM-AM-phono- 
graph combination, “Mt. 
Vernon.” Has new Photo- 
Mirror screen and all 
features of the ‘‘New 
Yorker” model. 


Table Set or Con- 
sole—All in One 


WASHINGTON— same big- 
ger picture as in the “New 
Yorker,” yet it's a com- 
pact table set with direct- 
view screen! Harmonizes 
in styling with new 
Stewart-Warner “Mon- 
ticello’’ combination. 
Quickly attached base at 
slight extra cost. 

- 




























NEW PICTURE REALISM! A new, wider picture 
shows more on the viewing screen: a clear, 
life-toned picture more than 10% larger, for 
comfortable daylight viewing! 









s 





















NEW HOME-SIZE STYLING! Smart new cabi- 
nets specially designed for today’s home or 



















apartment ... including a new table set and a 
new compact radio-matched console! 















Once more, it’s Stewart-Warner for PLUS values 





...in television, radios, combinations. 
















Stewart-Warner 
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Roll out your GLADIRONS . . . and get set for some profitable 
work. Thor’s huge Fall Gladiron Campaign is breaking now! 


Every advertisement will reach practically every ironer pros- 
pect in your community . . . urging them to see the wonderful, won- 


derful Thor Gladiron in action—telling them to ask you for a Free 
Trial Offer. 





It’s the biggest promotion in ironer history—it’s all for you. 
Identify your store as headquarters for Thor. Brush up on the famous 
Gladiron “One-Minute Shirt Demonstration.” Tie in with your own 
local ads—watch Thor sales soar! 


OR SALES-GETTING 
CONTACT YOUR THop 
ORDER THESE 





ee 


BETTER HOMES < NEW cLaDIRON 
“AND GARDENS << | | 





An attractive, eye-catching displa 
that makes a perfect background 
Gladiron demonstrations. Order 
today ... be sure it’s in the “best s 
throughout Thor's big Fall 
Gladiron Campaign. 


GLADIRON EMONSTRATION KIT 


—.. A shirt...a sheet... a tea towel—make up 
, the new Thor Gladiron Demonstration 
Kit. Permits you to show customers how 


a AND IN 80 > > dt Sy” ‘ pak easy Gladironing really is...how 


: es the Gladiron handles everything in the 
> — oan ~ : : : ironing basket. You'll sell 1 out of 5 on the 
NEWSPAPERS = ie VN, — =. ail AS spot. Get your Demonstration Kit now! 


During ea Ow GET ON THE GLADIRON BANDWAGON! 
Cutene-Taraatier = —— . ; “a s For full particulars about obtaining 


a Gladiron dealership—write to: 


THOR CORPORATION 
CHICAGO 50, ILLINOIS 
Thor-Canadian Co., Ltd., Toronto, Canada 
Plants in Chicago, Illinois; Bloomington, Illinois; El Monte, California; 
Toronto, Canada; London, England 
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THIS FINE HOME INTERCOMMUNICATION 


PAGE 


SM your Hea 
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WEBSTER ELECTRIC 


lelenome 


ST cet . 7 
MASTER UNIT - errs UIST PRICE 
RECESSED MODEL 
(Table model) > 
SPEAKER UNIT S495 . DOOR SPEAKER Wy goo 
= ' oe an j Pr htly higher 
100 feet of Wire ape < ~ ‘- 100 feet of Wire ices slightly highe 


West of Rockic 


Here’s a market that’s worth while 


Market research has uncovered interesting facts regarding 
“Telehome.” More than 23°; of a large number of people 
questioned reported they were interested and could be con- 
sidered prospects for a home intercommunication system. 
Over 90°; of the people replying stated they would be will- 
ing to pay $50 or more for this type of unit. 


This means that twenty-three out of every hundred persons 
that enter a dealer's store are prospects. 
However, a dealer must stock *'Telehome,” display *Tele- 


home,” and demonstrate “Telehome™ in order to complete 
profitable sales. 


“Telehome”™ is not a competitive line of merchandise and 
the profit picture is favorable. 


If vou haven't already secured “Telehome” business, it will 
. , ergy 7? cm hl ““ 
pay you to stock and sell “Telehome” now. The classified 
section of your phone book will list your nearest distributor, 

or write direct for his name. 








Licensed under I S. Paten f Western Electric Company, 
Incorporated, and American Telephone and Telegraph Company 


WEBSTER \VWZlevectric 


RACINE || WISCONSIN 


Established 1909 


Export Dept. 13 E. 40th St. New York (16), N.Y. Cable Address" ARLAB” New York City 


“Where Quality is a Responsibility and Fair Dealing an Obligation” 
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Non-Electrical Products 





Wall-type JUICE-O-MAT 
Rival Mfg. Co., Kansas City, 1, Mo. 


Device: New ball bearing, wall-type 
Juice-O-Mat. 

Selling Features: Features contoured 
reamer with smooth ball-bearing ac- 
tion; “fits” all citrus fruit—oranges, 
lemons, limes, grapefruit; spiralling 
action gets juice; concave strainer 
filters seeds, pulp; 22 steel bearings ; 
aluminum finish; red knob; convenient 
pouring lip; fits the Can-O-Mat brack- 
ets already installed in homes every- 
where. 

Electrical Merchandising, October 1, 
1948 
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ROYALMAID Kitchen Cabinets 


Royalmaid Corp., 179 N. 10th St., 
Brooklyn, 11, N. Y. 


a 





Device: A complete line of Royalmaid 
steel kitchen cabinets including wall 
cabinets, base cabinets and sink units, 
counter and sink tops and accessories. 
Selling Features: Wall cabinets are 
13 in. deep and are available in 18 and 
3U in. heights, and in widths from 15 
to 36 in., with single and double doors. 
Shelves are adjustable on 1-in. cen- 
ters; a metal hanger bar is furnished 
with each cabinet; bottom shelves have 
double floor construction. 

Base cabinets are available in cup- 
board and all drawer types; 24 in. 
deep and 344 in. high; widths run from 
15 in. to 30 in., in multiples of 3 in.; 
drawer base cabinets are 15 and 18 in. 
wide. : 

Sink cabinets are available in double 
bow! models, which are 66 in. wide; 
and single bowl in 42, and 54 in. 
widths. Drawers in base and sink 
units operate on trouble-free rollers; 
full length; sliding shelf provided in 
all cupboard cabinets for greater stor- 
age capacity; baked black enamel 
bases 4-in. high; recessed center doors 
in sink unit allow knee room; semi- 
flush, nickel-plated half-moon brass 
handles. 

Accessories include cutlery drawer 
and bread and/or cake drawer. Coun- 
ter tops are of plywood base with 
linoleum or Formica top; they are also 
available for individual base units or 
sink units for complete L or U shaped 
kitchens and for a combination of 
more than one base unit. 


Electrical Merchandising, October 1, 
1948. 
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You're twice as sure 
with two great names 


FRIGIDAIRE 


made only by 


GENERAL MOTORS 


THE NEW LUM 'N ABNER SHO 








A great new half hour of fun for everybody 


Sundays—10:00 P. M. (Eastern Time)—C. B. S. Network 


Yes, here’s the radio team that’s a favorite with every- 
body —now on the air for Frigidaire! It's a brand-new show 
for this famous comedy pair, appearing for the first time 
in a half-hour night-time program, on the full C. B. S. 
network. 

And how they'll help Frigidaire Dealers sell Frigidaire prod- 


ucts! For men and women —children, too —are equally 


fascinated by the adventures of these beloved characters 
And wherever people live—city, small town or farm —they 
want to know what's going on in Lum ‘'n Abner’s famous 
“Jot ‘Em Down Store.”’ 
It’s a standout show for a standout line of products 
further proof that when it comes to helping its dealers 
with powerful advertising you can— 


Depend on Frigidaire to do things right! 





ELECTRICAL MERCHANDISING—OCTOBER 1, 1948 


PAGE 149 















FALL ADVERTISING... 
features the revolutionary new 


It's the amazing AUTOMATIC COMB-VALVE that makes the big difference! Millions 
will read how it gets 18% to 55% more embedded dirt, picks up more lint, 
thread and hair... yet with 13% to 58% less carpet wear than 4 other big-name 


vacuum cleaners tested by United States Testing Co., Inc. (Reports #787301-2-3-4, 
June 14-16, 1948) 


Here’s the cleaner that’s salesational, the advertising that’s salesational, the 
feature that’s salesational! And it’s exclusive! Only Lewyt dealers have the 
revolutionary new No. 80 Carpet Nozzle. Only Lewyt dealers have a vacuum 
cleaner that outperforms both the upright-type with its motor-driven brush 
for carpets—and the tank-type for above-the-floor cleaning! And only Lewyt 
dealers will cash-in on the dual impact of this revolutionary new feature—plus 
the heaviest Fall Advertising Schedule in the Industry! PLUS THE MOST 
AGGRESSIVE MERCHANDISING PROGRAM IN THE VACUUM 
CLEANER INDUSTRY! 


ACT NOW! WIRE OR 'PHONE YOUR LOCAL 
LEWYT DISTRIBUTOR FOR DETAILS! 


VACUUM CLEANER 


(rhymes with ‘do it’ ) 
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BENDIX Television FM-AM Phono 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, Md 


evice: Console Television, AM-FM, 
Phono “The Pageant” 325M8 

Selling Features: Television-12 chan 
nels, 10-in. direct view (53 sq. in. sur- 
face), 2l-tube including cathode ray 
lus two rectifiers, 12 instant tuning 
ush buttons, simplified controls, crys 
tal picture detector; FM-(88-108 mc), 
8-watt push-pull output, 3 point tone 
ontrol, FM sound system, 3 gang FM 
ondensers ; AM-( 540-1620 kc), 8-tube 
plus rectifiers; phono plays up to 
12-10 in. or 10-12 in. records auto 
matically ; pull out rec ord player, 
large storage, 12-in. Alnico V concert 
speaker, crystal tone reproducer, front 
record changer controls, permanent 
point needles; 18th century cabinet, 
mahogany veneers, size 38-in. x 37§- 
in. x 218. 
Electrical Merchandising, October 1, 
1948. 





BENDIX Radio-Television 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, Md. 


Device: Table 7 elevision FM “The 
Fiesta” 235M1. 

Selling Features: Mahogany cabinet 
with swinging doors; table base op- 
tional. Television-10-in. direct view 
(53-sq. in. surface) ; 21-tube including 
cathode ray plus two rectifiers; 12 
channels with push buttons for instant 
tuning; simplified controls; crystal 
picture detector; Sound-FM; 4-watts 
output, 6-in. Alnico V dynamic oval 
speaker, phantom grill; 3-point tone 
control, built-in-antennas, concealed 
controls. 

Electrical Merchandising, October 1, 
1948. 





BENDIX Radio Receiver 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, Md. 


Device: Model 55L3 table radio set. 
Selling Features: Standard broadcast 
(540-1620 KC) on AC-DC power; 
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NEW RADIO & TELEVISION PRODUCTS 


\ hite plastic, scratt lipr of, concealed, 
molded-in handle, all enclosed back; 
12 in. wide, 72's in. high, 74 in. deep; 
4 tubes plus rectifier, beam power out 

put, automatic volume control, supet 
signal antenna; Alnico VV dynami 
speaker, automatic bass wit, Phar 

tom Grille; “Armor Plate” base, Brite- 


lite dial. 
Electrical Merchandising, October 1, 
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BENDIX Radio Receiver 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, Md. 


Device Console — type F M (88-108 
MC) and AM(540-1620 KC) radi 
> York” Model 75W5 


phone; “The 


Sellng Features Walnut veneers 
modern styling lrawer type recor 
player; 12-10 in. or 10-12 in. records 
automatic; record storage; 30 in. hig 
27 in. wide, 1 ce 6 tubes plus 
selenium rectifier; 3 gang condensers 
tuned RF amplification on FM; 8 

: me ‘Bem ) Pee 
Alnico concert speaker Phanton 
Grille; crystal tone reproducer; 3 
point tone control; front record 
changer controls, per ent yoint 


mal | 1 
needle, dual built-in AM-FM_ anter 
nas, floating tuner section. 

Electrical Mer mdising, October 1, 
1948. 





FADA Television Set 


Fada Radio & Electric Co., Inc., 
525 Main St., Belleville, N. J. 


Device: Table model 799 television 
receiver. 

Selling Features: 27 tubes plus 4 
rectifiers; 63x 8} in. picture, approx. 
54 sq. in. area; daylight picture; full 
13 channel coverage; FM sound sys- 
tem; automatic frequency control hori- 
zontal hold; stabilized vertical hold; 
2 stages of amplification; noise satura- 
tion circuits; balanced 300 Ohm an- 
tenna input circuit; audio power out- 
put-2.5 watts-maximum-4.5 in. electro 
magnet dynamic speaker; power con- 
sumption-320 watts; 117 volts, 60 
cycles-AC only; walnut or mahogany 
veneer cabinets 248 in. long, 13% in. 
high, 194 in. deep; 854 Ibs. 

Electrical Merchandising, October 1, 
1948. 
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FADA Radio Phono Consolette 


Fada Radio & Electric Co., Inc., 
525 Main St., Belleville, N. J. 


Device: AC Consolette radio-phono 
combination with automatic record 
changer, Model 802. 

Selling Features 5 tubes plus recti- 
fier; 6 by 9 oval p.m. speaker 2.15 oz. 
Alnico V magnet; Tuning, tone, on- 
ff volume and radio-phono switch; 
variable tone control ; built-in loop 
antenna: 528-1680 KC range; 105-125 
volts, 60 cycles AC, 117 volts DC. 
Phonograph-plays 10 in. or 12 in. rec- 
ords fully enclosed: automatic record 
cenanger with even speed, 60 cycle rim 
drive motor; high fidelity pick-up crys- 
tal cartridge; 9 in. flocked turntable; 


needle noise filter; Jam proot during 
change cvcle even though tone arm 1s 
} eld; Mahogany veneered ( ibinets 
with record album compartments; 242 


wide, 33 in. high, 154 in. deep. Weight 
$5 lbs 


Electrical Merchandising, October 1, 





PENTRON Astra-Sonic 


Pentron Corp., 611 W. Division St., 
Chicago, Ill. 


Device: 4-in-1 wire recorder, radio, 
phono, and public address system. 
Selling Features: High fidelity wire 
recorder (70-7,500 cps); 7-tubes; re- 
cording head one-time erasure; records 
and plays back its own radio, phono- 
graph or microphone; synchronized 
timing meter; 2-way automatic shut- 
off; neon recording level light; high 
speed (6-1) rewind; superheterodyne 
radio with built-in-antenna; wide range 
tone control; record player with tru- 
tracking pickup arm and astatic L70 
cartridge; medium gain public address 
system; Standard equipment includes: 
simulated alligator-leather carrying 
case; long life phono needle; two 
spools stainless steel recording wire; 
crystal mike; 9-foot line cord; acces- 
sory case for wire and mike; 8 in, 
12 in., and 15 in. speakers in baffles 
to match recorder case; 1-hr. record- 
ing spools, headsets, 2-way telephone 
pickups, extra plastic wire-leaders and 
storage cases for 12 spools of wire. 
Electrical Merchandising, October 1, 
1948. 


RCA VICTOR Portable Radios 
RCA Victor Div., Camden, New Jersey 


Models: 8-BX-54 (above) and 8- 
BX-55. 

Selling Features: 3-way portable 
radio; blond wood finish with saddle 
and handle; model 8-BX-55-wood 
grain pattern on plastic; modern styl- 
ing ; clock-type dial on side of cabinet; 
AC-DC or battery operated. 

Table models: 75-X-14, fiddleback 
mahogany, 75-X-15, butt walnut, and 
blond fiddleback mahogany, 75-X-16; 
streamlined styling, tuning dial on 
which station numerals and tuning 
pointer individually illuminated. 
Electrical Merchandising, October 1, 
1948. 





SIGHTMASTER Television Set 


Sightmaster Corp., 385 North Ave., 
New Rochelle, N. Y. 


Device: Pandora with Sightmirror 
table television set. 
selling Features Encased in glass; 
built-in clarifier for picture contrast 
and detail: 3 dimensional effect; 15 in. 
chassis design: 2 stages stagger tuned 
IF, coupled to 3 stages broad band 
xed tuned IF; remote control unit 
can be installed out of sight 
Electrical Merchandising, October 1, 
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MOTOROLA Portable Radio 


Motorola, Inc., 4545 Augusta Blvd., 
Chicago, Ill. 


Device: Portable Model 68L11 AC- 


DC or battery operated 


Selling Features: ‘Fabric case lami- 
nated with plastic; 5 tubes with new 
selenium rectifier; Tuned RF ampli- 
fier; 3 gang condenser; superhetero- 
dyne circuit with built-in loop an- 
tenna; dial and volume-control in plas- 
tic handle. 

Electrical Merchandising, 
1948. 
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BATTERIES 


BRIGHT STAR 


FLASHLIGHT 
BATTERY 


ony 51, re & 
SSS ee 


Packs a big sales wallop wherever 
displayed even in small counter 
or window space. Attractive 3-color 
pop-up dispenser catches the eye 
and ready cash. Rigid box holds 

2 dozen fast selling Bright Star 
No. 10M metal top batteries. 





FLASHLIGHTS 





Cash in with the fastest selling 
metal flashlight on the market. 
Popular priced to sell on sight. 
Colorful new easel card 

holds 3 No. 57 2-cell Nickel 
Piated Flashlights. $1.10 

retail, complete with cells. 


DISPLAY THEM FOR EASY SALES, FAST TURNOVER 


Write your jobber now 

for details of Bright Star’s 
big profit-making 
merchandise display deals. 
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BRIGHT STAR BATTERY CO., 
CLIFTON, W. J. 
BRANCHES: CHICAGO » SAN FRANCISCO 


Remodelled Residence 





put into real estate in various parts of 
town, until by the end of the war, they 
Not only 
has this proved sound, by providing a 
good auxiliary income in the post-war 
period, when rental houses have been 
so much in demand, but the knowledge 


owned twenty-one houses. 


of real estate values gained in this way 
stood M1 
he found himself presently without a 
store. 

The exact reasons for the landlord’s 
decision are unimportant. Suffice it to 
that just about the time when re- 
turning appliances promised real re- 


Perkins in good stead when 


say 


wards from the business, the Perkins 
firm suddenly found itself at the end oi 
a flat refusal to 
And no other store in sight. 


a lease period, with 
renew, 
Boise downtown locations are simply 
not to be had, or at least not for rentals 
within distance of reason. Some land- 
lords in this area had adopted the “per- 
centage lease’ system, asking for seven 
or eight percent of income—a 
rental not possible for any electrical 
dealer to out of the margins 


gross 

pay 
offered. 

Search Begins 

Mr. 


residence 


Perkins began to think about the 
properties he owned. But 
were all advantageously rented. 
Most were zoned as “non-commercial” 

and none seemed to fit exactly the 
requirements he was looking for. He 
started to look around elsewhere for a 
place to buy, some residence which 
coull be converted into a_ business 
structure without too much expense, in 
a neighborhood whose future seemed 
to offer possibilities of progress. His 
real estate experience gave him the 
background for judgment here—and he 
selected State St. as a good location. 
When a house was offered him here, 
however, it appeared so unattractive 
that he was about to turn it down. But 
just as he was about to refuse it, a 
neighbor called upon him and said that 
she had heard that he was an electrical 
man who was thinking of moving next 
door. Could he fix her washer. 

This evidence of the opportunities of 
a residential neighborhood decided him 
to take the house. Since then he has 
purchased the property next door on 
either side, which gives him a 150-ft. 
frontage. 


they 


More than One Handicap 


The original house was not particu- 
larly attractive in appearance, nor did 
it seem to lend itself well to business 
purposes. Tenants could not be evicted 
-and business had to be started 
in the garage in the back yard. Diff- 
culties were soon overcome, however. 
The tenants moved. The front was 
simplified by removing an unsightly 
gable or two and a large window in- 
serted across the entire width of the 
structure. A neat sign “Perkins” was 
added at the remaining gable and an- 
other mounted on the front lawn. The 
place was brightly lit inside with 
fluorescent lights and floodlighted from 
without at night. A neon sign is to 
surmount the house as soon as it can 
be secured. The changes were not so 


at once 
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extensive as to be unduly expensive 
nor was any attempt made to disguise 
the fact that the structure was origi 
nally constructed as a residence. Part 
of the Perkins sales story, in fact, i 
based on this very residential angle. 

The neighborhood business was an 
immediate success. Neighbors dropped 
in with repairs and to discuss their 
problems, with the result that fre 
quently they bought new washers or left 
orders for equipment when it could be 
secured. Mr. Perkins is frank to say 
that in a city the size of Boise, distance 
is not really a factor in 
prompt service, but the neighbors 
scemed to think it was. “You were 
nearby” was the explanation they gave 
ior their first patronage of the store 
Thus Mr. Perkins is capitalizing in his 
advertising and sales approach. Per- 
sonal neighborliness is to be the key- 
note of the business. 

Washers and vacuum cleaners are 
still the major interest which carries 
the business, but the store now handles 
a general line, which Mr. Perkins sells 
on the same principle of making con- 
servative statements based on his own 
knowledge and backing them up with a 
guarantee of satisfaction. He foresees 
that he is going to have to do more 
selling and he is setting out to learn 
other appliances as he now knows 
washing machines and vacuum clean- 
ers. He has promised himself that in 
selling he will not say anything which 
does not have a basis in his own per- 
sonal knowledge. 


rendering 


Likes Want Ads 


The first ad which ran when the 
doors were opened, on the wringer rolls 
and the family davenport, still appears 
regularly in the Want Ad section of 
the paper, supplemented now by other 
advertising. Mr. Perkins still likes the 
Want Ad section as a means of reach- 
ing the reading public. Best ad of all is 
the store front, which stands out in a 
residential district, as the most modern 
of new stores would not in a downtown 
area. Because the house is set back 
from the street, with a lawn in front, 
there is space here for special advertis- 

(Continued on page 156) 
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“THAT ISN’T NECESSARY, MISS LOOLOO. | 
CLEAN THAT OUT MYSELF EVERY NIGHT.” 
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73 BRANCHES FROM COAST TO COAST WITH SUBSIDIARY COMPANIES IN: 
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A sales sensation in just a few short weeks!... 
and no wonder, because the new Plug-In Chrono- 
therm is made-to-order for the biggest volume 
market of them all—replacement sales. 

The Honeywell Plug-In Chronotherm is an 
electric clock thermostat that anyone can install 
in a few minutes in place of any plain pattern 
thermostat. It has gained sweeping acceptance 
everywhere because it saves fuel by automatically 
lowering temperature at night and restoring the 
daytime temperature in the morning. It incorpo- 
rates all the features of the Standard Chrono- 
therm, yet is portable and self-contained. No 
wiring is necessary .... Just substitute the 
Plug-In Chronotherm by removing and replacing 


\v's wat 
Ad 
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a few screws and plug in the nearest outlet. 


So sell the Plug-In Chronotherm as a package 
and let your customers connect it. Backing you 
up is hard hitting national advertising in such 
magazines as Saturday Evening Post, Collier's, 
Better Homes & Gardens, American Home, 
House and Garden and House Beautiful. In addi- 
tion, there are counter displays, sales portfolios, 
direct mail pieces, newspaper advertisements and 
radio commercials—all designed to help you sell 
the Plug-In Chronotherm. So if you’re not ready, 
get set with a supply of the new Plug-In Chrono- 
therms. Order today from your usual source. 
Minneapolis-Honeywell Regulator Co., Minne- 
apolis 8, Minn. In Canada: Toronto 17, Ont. 


Chronotherm — the clock that says a warm good morning 


SEND FOR 


THE WHOLE STORY 
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Again CMERSON 


INVENTION AND PROMOTION HISTORY IS BEING REPEATED 





The'l omqueror” EMERSON FM model 602 


Now — for the FIRST TIME — EXCLUSIVE with EMERSON — a GENUINE “’Noise-Conquering” 
(not a “superegen” compromise) Superheterodyne FM Receiver at the sensationally low price of 





@ AC-DC Superheterodyn Maroon plastic cabinet— 
Covers entire Frequency golden trim. 
Modulation band 
New type illuminated Cylinder 
@ Alnico 5 PM Speake : oe 
Dial—with integrated side grip 
matic Volume Control 
control. 
@ Internal FM Power Line 
Antenna All modern FM features. 


Get details of the COMPLETE Emerson line of FM Radio and Television 


EMERSON RADIO AND PHONOGRAPH CORPORATION + NEW YORK 11, N. Y. 
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What Emerson Radio did for Small Radio 
years ago, Emerson is now doing for “FM” 
— providing a sensational product and 
price innovation that will give the NECES- 
SARY IMPETUS to this great new phase 
of radio. 


Millions of people KNOW and WANT 
“FM”. They know that more than 650 FM 
stations are now broadcasting fine pro- 
grams. They want their reception of voice 


“FM” Stations — WRITE 


Get Emerson's plan for increas- 
ing your FM audience. Write 
direct for particulars. 


Emerson Radio Dealers 
Write, telephone or wire your 
Emerson distributor—get your 
orders in promptly for early 
shipment. 





1948 
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NOW, WITH A NEW MARVEL OF PERFORMANCE AND PRICE- 


tM 


TRUE “FM” COMES WITHIN EASY REACH OF EVERYONE- OPENING 
VAST NEW SALE AND PROFIT OPPORTUNITIES TO ALL DEALERS 


and music to be all they’ve ever heard 
about Frequency Modulation. 

The “CONQUEROR” — the GENUINE 
noise-conquering Emerson AC-DC Super- 
heterodyne “FM” Model 602 — is the PER- 
FECT ANSWER, the widely advertised 
performance and price leader that will 
start the “FM” ball rolling in all territories 
and pile up “PLUS” sales and profits for 
every dealer who features it. 





EMERSON RADIO AND PHONOGRAPH CORPORATION + NEW YORK 11, N. Y. 







































Model 260 
Volt-Ohm- 
Milliammeter 


There's good reason why this is 
the world’s most popular high 
sensitivity volt-ohm-milliam- 
meter. In every part, from small- 
est componet to overall design, 
no competing instrument can 
show superiority. It outsells be- 
cause it outranks every similar 
instrument. And in the Simpson 
patented Roll Top safety case, 
shown here, it brings you im- 
portant and exclusive protection 
and convenience. 


RANGES 


20,000 Ohms per Volt D.C., 1,000 Ohms 
per Volt A.C 


Volts: A.C. and D.C.: 2.5, 10, 50, 250, 
1000, 5000 


Output: 2.5, 10, 50, 250, 1000 
Milliamperes, D.C.: 10, 100, 500 
Microamperes, D.C.: 100 
Amperes, D.C.: 10 
Decibels (5 ranges): —10 to +52 D.B 
Ohms: 0-2000 (12 ohms center 
0-200,000 (1200 ohms center), 0-20 
megohms (120,000 ohms center 
Model 260, Size: 5'/4"'x7'x3ve" $38.95 
Mode! 260 in Roll Top Safety 
Case, as shown 
Size: 596''x7''x4% $45.95 
Both complete with test leads and 32 
page Operator's Manuva 


Ask your jobber 
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ing. Mr. Perkins plans to have a wash- 
ing machine in operation here during 
good weather periods. 

The service department, still the 
backbone of the enterprise, occupies the 
garage in.the rear. A waiting pool of 
washers to be repaired, which usually 
occupies most of the backyard, serves 
in itself as an advertisement of the 
firm’s activities. Mr. Perkins recog- 
nizes the importance of service and he 
is concerned to have good equipment 
and good workmen in this department. 
The spacious garage houses some un- 
usual machines, which add up to quite 
an investment. The shop has carried on 
through periods of short deliveries and 
hard times, making parts if they could 
not be obtained from the factory. 
Promptness is emphasized. Mr. Per- 
kins keeps a truck which is ready to 
run right over when needed. The 
woman whose washer breaks down 
when a wash is part way through needs 
help immediately, and appreciates the 
prompt attention given. The result is 
that the housewife who deals with the 
service department often becomes a 
regular customer of the firm, and when 
her equipment becomes too worn to 
to repair satisfactorily, she is glad to 
make her purchases where she knows 
her equipment will be taken care of. 


Favorable Omens 


The good business sense which led 
Mr. Perkins to select this neighborhood 
for his enterprise is now paying off in 
other ways. For while he has been 
establishing his business, Safeways has 
purchased an area across the street for 
a large grocery store, while Sears Roe- 
buck has announced its intention of 
building in the next block. And here is 
Mr. Perkins, with 150 front-feet of 
desirable property! Some day it may 
seem desirable to build a modern struc- 
ture covering this entire space in a 
growing business district. In the mean- 
time he has a going concern in a modi- 
fied residence, which has its own ad- 
vantages, and on either side he has 
rentable property which brings in its 
own income. End 
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SIMPSON ELECTRIC COMPANY 
5200-5218 W. Kinzie St., Chicago 44, Ill. 
In Canada: Bach-Simpson, Ltd., London, Ont. 


or write for 
complete descriptive 
literature. 





IMSTRUMENTS THAT STAY ACCURATE 





“NOW HOLD YOUR HORSES—YOU KNOW WE 
| NEED A LOT OF ICE FOR THE PARTY TONIGHT!” 
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8 ALL AMERICA WANS Thus | 
AMAZING NEW PHILCO 


JOU’VE seen it acclaimed in magazines and newspapers 
y .. heard the whole town buzzing about this sensa- 
tional new Philco development! It plays Standard 
recordings automatically AND plays the revolutionary 
new 45-minute records as no other instrument can! Yes, 
it brings you up to 45 minutes of music from both sides 
of one 12-inch record... plus a host of other new 
developments from the Philco laboratories. Together, 
they widen still further the margin of Philco leadership 


...in sales appeal, promotional power and public demand! 


The new PHILCO 
Balanced Fidelity 
Reproducer 


A long program of Philco research perfected the new Philco 
Balanced Fidelity Reproducer, specially created for the 


new long playing record. It caresses the record with a mere 
1/5 ounce pressure, avoids distortion and wear and repro- 
duces the wide range of tone in the record. No other instru- 
ment permits full enjoyment of this history-making advance. 


There’s nothing else like it on the market! 





The new Philco 1609, above, is only one in a whole series 
of new Philco Double Tone Arm Console and Table Radio- 
Phonographs covering every price bracket. 
















FOR EVERHOT AUTOMATIC COOKING 
Everhot squarely meets the modern demand 
for push button cooking in limited space. Four 
great leaders — 
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@ Everhot Roaster Oven 
No. 900 DeLuxe Model 
@ Fwerhot Casserole 905 Budgeteer Model 


Cooks a balanced meal for 
up to ten persons in one 
operation. Roasts a 20-24 
pound turkey. 


Roasterette No. &5 
quarts liquid capacity, 6 
pounds of meat or fow! 


@ Everbot Roast- 
erette No 5 quarts liquid 
apacity, 9 pounds of meat or 
fow! } 


{utomatic 


930 





Exclusive convenience features give compelling sales appeal to each of 
these items. Each is the product of research, study and thoughtful 
engineering. Each squarely meets the requirements of the consumer 
market it is designed to serve. 

Everhot Roaster Oven with its Turn-A-Knob Cover lifter, deeper 
shorter cooking well to provide thermal balance, Fiberglas insulation, 
accurate easily operated controls, delivers a definitely greater kitchen 
value, easily demonstrated by a point-by-point check. 

Everhot Automatic Roasterette is designed to meet the big waiting 
market between a Roaster Oven and a Casserole. This Everhot provides 
fully automatic Heat Control and a removable inset pan. 12”x14”"x91/2” 
high, steel aluminum body. Fiberglas insulation. 

Everhot Casserole Roasterette. Two heat control. Steel and alumium. 
Fiberglas insulation. Cooks and serves meals right on the dining table. 


WE'RE TELLING YOUR PUBLIC 


These Four Everhots will be featured in Everhot 
advertising throughout fall and winter in Better 
Homes and Gardens, Ladies’ Home Journal, 
McCall's, Household, Woman's Home Companion, 
House and Garden and American Magazine. 
Display them together. Order early and order plenty. 





THE SWARTZBAUGH MFG. COMPANY 
TOLEDO 6, OHIO 


EVERHOT 
PRODUCTS 


ROASTERS * HEATERS ¢ APPLIANCES 
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SOUND installations, repair and maintenance are a Thompson specialty 
that gets the close supervision of Tom Thompson, right. Commercial sound 
is tied in with radio repair, public clock maintenance. Radio shop is above. 


Specialists in Everything 





ashers a specialty. Realizing the 
great potential in this field, the man- 
agement set up a Launderall depart- 
ment under the experienced Skip You- 
rom the day that Thompson's 
ind Skip had the franchise, sales and 
promotional effort has been pressured 


man 


on the Launderall. Letters to every 
old customer brought most of them in 
for demonstrations, produced not only 
this group but 
on others that were known to be inter- 
ested in an automatic-cycle washer. 
Next step method of 
demonstration. 


customers from leads 


was a home 
\ Launderall was put 
on a small trailer, and taken out into 
the field. A method 
anchor the Launderall to the portable 
rig so that it could be taken into the 
and demonstrated 
without bolting it to the floor. Thomp- 
son’s believes that it is the first time 
that a type of automatic 
washer has been arranged for home 
As the result of this 
activity, the store is planning a more 
complete portable laundry sales trailer 


was devised to 


prospect's house 


bolt-down 


demonstration. 


that will go into the field in the spring 
of 1948. 


Specialists in Records 


It was mentioned above that the con- 
cern’s first efforts in radio sales devel- 
oped tor 
Wartime success 
line encouraged the Thomp- 
sons to make a specialized department 
the location near the 
iniversity and the new, pine-paneled 
nt store in downtown Eugene. Not 

has this specialization worked out 
but it brought the 
| hompsons, ac cording to their figures, 
ihout 65 percent of all the record busi- 
ss in Eugene. 
ut it is a job for specialists, they 
lieve Because the two stores serve 


into a permanent location 
phonograph records. 
with this 


for both 


stores, 


oO 
} 
i 


1 
fhir-a} | 
ron ably, nas 


I 
} 
Ol 
' 


i completely different type of clientele, 
e Thompsons have two record de- 
partment managers. Downtown, serv- 
ing the general public of the city, plus 
the large transient trade from the 
wealthy nearby farming regions, is 


1 
| 
t 


( 
) 
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Miss Margaret Evonuk. On East 11th 
Street, the college students, 
faculty and the residential area, is rec- 
ord manager Miss Jean Shelby. Each 
has a distinetly different buying and 
selling job, and the women have been 
selected for this work. Getting the 
right people to manage record depart- 
ments, and the personnel to assist them, 
is a tough job, say the Thompsons. 
People trained in music did not prove 
satisfactory. The ideal turned out to 
be the person who had an inherent 
interest in music, the knowledge that 
would go with that interest, plus a sales 
and management ability. Thompsen’s 
developed its record department man- 
agement and staff by using classified 
advertising and employment agencies 
until the right combination of musical 
knowledge and_ selling ability 


found. Thompson's pays the girls $35 
a week 


serving 


was 
with a commission a 
ment on sales over $100 a day. 
Under such capable management, 
the Thompson record departments do 
not rely on walk-in trade. The store 
keeps a file listing all customers, in- 
dexed by the type of records in which 
they have displayed an interest. New 
customers are asked if they’d like to 
be notified when new records come in, 
and a card is made out listing their 
Eighteen types of records 
are listed for checking the range of 
interest: symphony, concerto, piano 
music, overtures, violin oper- 
ettas, organ, sonatas, vocal, light or- 


dren’s 


rrange- 


preferences. 


solos, 


| 


waltzes, ch albums, 
jazz, 
novelty. 
When new records come in, the staff 
phones the people who have expressed 
an interest in that tvpe of record. The 


chestral, 
popular dance, 


boogie woogie, 


swing classics, 


western, and 


girls usually mention four or five 
titles. Results show that the regular 
customers ask for tour records to be 


held until they can come into the store. 
As an average, two records are pur- 
chased by each of these customers. 
During the period of shortage, about 
80 percent of all records were sold to 


(Continued on page 160) 


1948—ELECTRICAL MERCHANDISING 














12 SP IIS 


adr! 





099000UC8WUC8NUD8D CULO 


There is Nothing Finer Than a 


New Chromatic Tone Selectors — visual 
color guides to fine tone blending with 
separate treble and bass controls 


New Rocket Tuning for FM and AM—a 
flick of the finger to select any station 


New Single-Arm Pick-up for High or Low 
Speed Records — velvet-action changer 
plays 33-1/3 and 78 RPM records 


New Signal Maximizer —adjustable an- 


reduces noise and interference 


record player 


highly selective fine tuning 


instant Station Finders—fit compactly on 
dial for quick location of favorite FM 
and AM stations 


to satin finish 





NEW STROMBERG-CARLSON 21409 Dial 


STROMBERG-CARLSON COMPANY 
Rochester 3, N. Y. 


—In Canada 
Stromberg-Carlson Company, Ltd., Toronto 
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tenna circuit increases signal strength, 


New Finger-Touch Service Selectors — 
instant choice of services — FM, AM, 


Improved Eye Tuning—precise guide to 


Smart New Cabinets—decorator-designed, 
in carefully selected woods, hand-rubbed 
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Proof Again 








NEW STROMBERG-CARLSON 21409 Chassis 


Things will really happen when you demonstrate these +1409 
features for "49! New and unique features, Exciting, revolutionary 
features. Selling features! And they are backed by Stromberg-Carlson 
tonal fidelity ... leadership in FM . . . and 54 years of reputation for 
the finest in acoustics. The new +1409 receivers offer Stromberg- 
Carlson franchised dealers the greatest opportunity ever for profits. 
Available for early delivery. 





NEW WORLD FM-AM HEPPLEWHITE FM-AM NEW FUTURA FM-AM 
Rodio-Phonograph Radio-Phonograph Radio-Phonograph 
21409-M2M 3£1409-PGM #1409-M3A 




















































THE PROFIT LINE FOR 449 


MODEL 849 » 


4, (949, with CP specifications). Top of the Grand 
Y) line and the finest gas range in any linw, at 
Yy any price. Oversize bake oven and separate, 
Y big meat oven; Charcol- 
Yj ator broiler; Safe-Tee-Kee 
Y (prevents accidental light 








partment and roller-sliding utensil drawer. 


d . ing of burners). 
—— = 
Toe e* pT tv MODEL 649 Y 
- —_ dle 5 (749, with CP specifications). Oversize 
i } bake oven; drawer broiler; utensil com- 








MODEL 449 » 


Oversize bake oven; drawer broiler 


utensil) compartment and utensil 

drawer => Pe 
« 
= 

ls 





































a 
eee 
TTC 8? +! g MODEL 249 
ee el 
— A The utmost in compact capacity—only 30 


inches wide. Equipment includes bake oven 
drawer broiler, utensil compartment. 





There’s EXTRA profit for gas 
range dealers in these new 
Grand Gas Ranges, because 
their easy-to-see features of su- 
periority plus the can't-miss 
advertising behind them defi- 
Y nitely reduces sales effort and 
y J selling expense. 

b))N)) mm 


—_ 


estan H-- 
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SS 
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If you already have a Grand 
franchise, get in touch with 
your distributor now; get set 
for early Fall selling with a 
complete showing of the strik- 
ing new models. If you are not 
selling Grand Ranges but are 
interested in securing a fran- 
chise, write direct to the fac- 
tory for detailed information. 


GRAND HOME APPLIANCE CO. 
2323 E. 67th St., Cleveland 4, Ohio 


ee | 
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MODEL 149 @ 


Designed for smal 
and kitchenettes 
ment inc 
drawer 





litchens 

Equip 
Indes bake oven 
broiler and four 
standard size cooking top 
burners. 








4, 
“um * 
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* Guaranteed by ~ 
This emblem en « GRAND Renge meens thet it hes Good Housekeeping 
the 9 BIG FEATURES women went in « range y 


including FULLY AUTOMATIC OPERATION! 
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Specialists in Everything 





these regular customers before any no- 
tice was made to the general public. 


Specialists in Electronics 


Basically this specialized field for 
the Thompson organization is the 
profitable business of commercial 
sound sales, installation and mainte- 
nance. But the organization has gone 
so far in specializing that it is being 
called on regularly for special designs 
and installations. The sound depart- 
ment of Thompson’s is so specialized 
that it is kept separate physically from 
the rest of the company, and even on 
the company books it is managed as 
a separate concern. Called the “Radio 
Lab”, it is under the personal super- 
vision of Tom Thompson, who serves 
as manager of sound equipment sales 
and special installations. A service de- 
partment is managed by R. L. Bruce. 
The latter department serves not only 
the parent Thompson’s radio and ap- 
pliance departments, but anyone else 
that wants to hire conipetent service 
work, Within the service department, 
specialists handle the work. There's 
L. L. Bruce who has been trained for 
servicing Launderalls, and _ there’s 
Charles Johnson and Donald Hickey 
for radio and sound servicing. 

Thompson’s Radio Lab keeps two 
full-time salesmen who specialize in 
commercial sound. 
equipped to sell, estimate and super- 
vise installation. Other men in the 
organization keep their eyes open for 
possible leads to sound sales, turn these 
over to the spec! ialis sts, and receive a 
commission if a sale is made. A lu- 
crative part of the sound department 
is the installation, repair and mainte- 
nance of public electric clocks, includ- 
ing those in the school systems in that 
area, 


These men are 


Specialists in Refrigeration 


The Thompsons went all-out when 
they decided to go into the refrigera- 
tion field. The result is a well-bal- 
anced line of equipment—Coolerator 
for home refrigerators and small home 
Amana home freezers, Beall 
reach-in and walk-in farm size freezers, 
and the Ultra-Cold line of store re- 
irigeration equipment. Again, it is a 
specialized selling activity at Thomp- 
son’s. Under manager of refrigeration 
sales, Frank Thompson (no relation), 
there are three men who specialize in 
this field. 

The Thompson refrigeration 
are giving their territory the 
ance treatment”, that is, they work on 
a long range program that calls for 
visiting every home in the area, not 
once but several times. From each 
home they visit they try for leads to 
others who would be interested in re- 
frigeration. At the moment, because 
of the supply situation, this sales ac- 
tivity is on home freezers only, but the 
boys are building a long list of people 
they will develop as soon as they have 
a sufficient supply of home refrigera- 
tors. 

The management believes that al- 
ready its home freezer salesmen have 


freezers, 


men 
“insur- 
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called on every home in the county, 
and have made call-backs on quite a 
few of them. In spite of the shortage, 
the Thompson salesmen sold and de- 
livered 78 of the Northwest-manufac- 
tured Beall freezers, as well as a profit- 
able number of the smaller freezers. 
One feature of Thompson’s home 
freezer selling starts in the salesman’s 
home—each salesman has a home 
freezer in his home, uses it, bases much 
of his selling on his personal experi- 
ence, 


Specialists in Heating 


Stocking and selling house heating 
equipment is not a sideline for Thomp- 
son’s. This store advertises “A 
Trained Staff; A Complete Service; 
and Guaranteed Equipment” and has 
set itself up to deliver just that. Fea- 
turing the Kresky, Fluid Heat and 
Siegler oil circulators, and others, 
Thompson’s has a sales manager and 
five trained regular men covering the 
market area. During the seasonal peak, 
the company hires specialty men to 
supplement the regular organization. 
The regular men are equipped to 
handle heating jobs right through to 
the finished installation. Each is an 
expert in estimating cost of installa- 
tion, selection of equipment, and in 
providing a semi-engineering job in 
heat-loss figuring. 


Specialists in the Future 


The Thompson brothers are not 
going to stand still. The organization 
they have developed is but the nucleus 
of a larger, more specialized business 
ior the future. Particularly, they are 
looking for the jobs no one else wants 
to do, and the new fields in which they 
can get there first with the most sell- 
ing. Already they have the FM and 
television markets in mind, although 
neither is yet operating in that area. 
They have a license to operate an FM 
broadcasting station in Eugene, but 
will not construct it immediately. 

Each of the Thompsons believes that 
pioneering in the electrical field and 
becoming a specialist in each branch, 
is the key to success. End 











“LOOK WHAT TELEVISION'S DONE TO HIM.” 
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WHY THE ALL-NEW 


CROSLEY 


RADIO LINE 


Gulls Exxon! 
Gulls Fatt! 


Tvs a comptete LINE! There’s a model for es ery 
prospect. 26 all-new sets, including portables, 
table radios, farm sets, table and console combina- 
tions in a wide variety of colors, finishes, styles. 


























2 IT'S A QUALITY LINE! Unrivaled resources in re- 
search, engineering and manufacturing . . . plus 














the finest materials available assure top quality 
for lasting customer satisfaction. 








3 ins comperitivety PRICED! There's a Crosley 
within the budget of every prospect . . . with all- 
new style, tone and performance features second 
to none! 


















The Crosley 9-205M ... deluxe radio-phono- 
graph with FM, AM. Exquisite 18th Century 


. 1 ' . . e f 
dled clin, Ceti th eendee eakaanen, 4 IT'S VIGOROUSLY PROMOTED! A full schedule of 


colorful demand-creating ads in popular maga- 
zines, backed by intensive newspaper advertis- 
ing, works to pre-sell your prospects on Crosley 
products. You tie-in locally with ad mats —radio— 
displays—direct mail—on Crosley’s generous 
cooperative plan. 


The Crosley 9-212M. .. new, low- 
priced value leader. Standard 
Radio and Automatic Record 
Changer. Mahogany finish. In wal- 
nut, 9-209; Limed Oak, 9-21 3B. 


ae [ ALL-NEW AC-DC TABLE RADIOS BY CROSLEY 
















- Be 
1+2+3+4=-OPPORTUNITY UNLIMITED 
for easier sales, faster sales, fatter profits! 9-113: Velvet - voiced 9-104W: All ‘round beav- 
beauty! Walnut plastic. ty, handgrip. Ivory finish. 
Get set for a profit gush from the Christmas rush! 
See your Crosley Distributor about the profitable Crosley 
3 for 1 franchise. 


CROSLEY | 


Div ision—JUCO Manufacturing Corporation 


Cincinnati 25, Ohio 9-122W: Streamlined, mel- 9-119: Compact Power- 


Shelvador* Refrigerators « Frostmasters « Ranges e Radios low-toned. lvory-on-plastic. house! Rich walnut plastic. 
Radio-Phonographs e Television Receivers 
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ji cory rt 


on the Brauer means Peefection im the up / EYE-STOPPER! This new CORY Coffee Table 
















oa Display packs a full-time Cory department intof) 


We Flaver-Taveted Brew 


Ne Mebber Bushings ' less than 2 sq. ft. of counter space! Sets of f 
7 a q 


te Stiek 


the smart modern design of the new CORY 





Rubberless Coffee Brewer — the only glass 
coffee brewer having Flame-Tested Glass— 


and no rubber parts to tug or twist! 


7 And new Cory Gift-Appeal packageff 


used with this display, is skillfully 


designed to stimulate gift-buying! F 


Ask your CORY distributor 
to tell you how to TRIPLER 
your Christmas volume 
with the help of this new 
Cory Coffee Table. Be sure 
you get all details in time 
for Christmas selling! 











New Cory Gift-Appeal Package 
Furnished with 


COR y CORPORATION 


Executive and Sales Offices: 221 North LaSalle Street, Chicago 1, Illinois 
Sales and Display Offices: New York + Chicago + Los Angeles + Toronto 
Export Sales: The A. J. Alsdorf Corporation, Chicago 1, Illinois 








merchandisers” make sales faster 
CORY | 


E SHARPE! 
4, 








it’s New! It's a Gift! It’s a Hit! 


Cory Electric Knife Sharpener—the new 


otatia aoe! and exciting home appliance that 


end - 4 sharpens any knife — quickly, easily, 
NEY | 


safely. Your customers will sell them- 


2 “Ss Pe a7 3S [2 3 
a Ras a os sy selves when you feature it on the 


eh inviting Cory Self-Demonstrator. This 


Makes ony knife protess!os 


or 
4. Finest carving or smallest P 


includes high quality stainless steel 
knife, dulling block to keep knife 
always ready for ‘show down’ tests by 


customers! Sharpener retails at $11.95. 


THEY TRY—THEN BUY! Self- 
Demonstrator helps customers 
looking “for something very 
new and very practical’. Helps 
them make up their minds to 
give the new Cory Electric 
Knife Sharpener — at Christ- 
mas, at any time that calls for 
a worthwhile gift. See your 
Cory distributor for your Cory 
Knife Sharpener Self-Demon- 
strator Table Deal — now! 








CORY AUTOMATIC — Brews CORY BUFFET QUEEN — Brews CORY COFFEE SERVICE — Fea- CORY ELECTRIC COFFEE GRINDER 
coffee and KEEPS it hot, auto- up to 16 cups of delicious coffee tures Rubberless Brewer, sugar — Coveted by coffee connois- 
matically. 6 to 8 cups. Retails at at one time. Retails at $27.75. and creamer set, tray. Retails at seurs! Gives fresh-ground coffee 
$27.75. 


$13.95. at flick of switch. Retails at $19.95. 





Appliances in a 
Grocery Store 


COURTLAND - No 641 KENT— No. 640 STRATFORD — No 6472 
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plenty of room for parking (300 cars). 
Get out of your car and you are im- 
mediately under an awning. 

All of the 38,000 sq. ft. of the store 
is air conditioned, and in the food de 
partment there are more than 250 li: 
ft. of open-type refrigerator cases. 








Shop in Coolness and Old Clothes 




















The sun is hot in Houston, and 
women come to the store in lounging 
pajamas, shorts, or any old kind oi 


| clothes. In case poppa comes along he 

parks at the big soda department, which 

oddly enough is right up against the 
| de luxe appliance department. 


a As momma trundles her cart around, 


ibis a she gets a fine chance to see various 
YT y | 1 demonstrations and pitches going on. A 

| new brand of coffee using Cory coffee- 

i} lt LOKERS IVT BL YK makers was doing a land office business 

a in sampling. Up front Mrs. Mary E. 


Goss of Fort Worth was operating a 
pressure cooker demonstration. The 

















Here's one of the hottest “traflic”’ items grabbed up eagerly by customers who plan is to demonstrate appliances right 
. ; : epg ~~ down where the food is being sold, and 
in years...heavy solid brass front en- didn't even have the purchase of a make them serve a double purpose. 
Slice ’ . . , Merchants of the East would be sur- 
trance push buttons of outstanding push-button in mind. All you have to prised to see how an institution of this 
design and quality. They look like a do is display these Edwards de luxe sort operates. For example, approved 
seks _ a a « aa customers can have charge-a-plates and 
million. sell for $1.50 each. And when Push Buttons. They are sure-fire traffic run bills on their groceries. There is 
we say “sell” we mean that they'll be builders and profit makers! a place where they can cash checks and 


pay electric and gas bills. There is a 
cafeteria able to serve 200 persons at a 
time. Folks dislike stirring around on 
hot streets when they can transact all 
their business in one department. 

Of the 17 Henke & Pillot stores in 
Houston, four are now selling appli- 
ances. The firm is 76 years old and 
W. D. Sutherland is president. 


’ > > . . i 
Counter merchandiser Brighten up your 


does the trick! front door 


For only $4.50 with each order of 9 push buttons 
(3 of each style) you get this traffic stopper. Takes up 


little counter space, substantially constructed of Outside Advice Used 


colorfully lithographed metal. Has space in back for stock ; , 

Its experience in the appliance field 
dates back two years, when Ernest W. 
Roe, who was for 13 years in Okla- 
homa City, was brought down to head 
this operation. Service department, 
delivery setup, time payment plan, are 


and quick customer service. IMPORTANT: Re-sale value 


of the three push buttons mounted on display returns 





your investment in the merchandiser! 








/ all arranged according to suggestions ; 
Here $ value that makes a $1 50 sale from distributors. Veteran appliance 
easier than a 50¢ one (and more of them) aa 





’ ; , p P “We started taking names of pros- 

* They’re solid brass with a rich lus- * All screws are hidden under the pects long before we got the merchan- 

tre that stays! snap-on forging! dise,” Mr. Roe says. “At the present 

moment we have about 5,000 names of 

* Forgings snap off easily for pol- srsons wanting refri d if 

‘ 1 y po persons wanting refrigerators, and 1 

* They re forged ---not stamped! ishing; snap back on securely! one in four is good, we'll be happy. As 

. ha soon as we have to start selling we'll 

* They’re weather-resistant .. . 4 They’re “feather touch” action; put on appropriate deals to attract 
theft- . * . ° ° trade. _ 

proof (it takes secret know quick and easy to install. . . fit any On the floor at the time of ELectri- 

how to lift them off)! drilled hole! CAL MERCHANDISING’s visit were G-E, 


Haag and Apex washers, G-E ironers, 

Frigidaires, Spartan radios, Hotpoint 
SEE YOUR WHOLESALER OR WRITE dishwashers, and G-E traffic appli- 
ances. 

The main thing is, Henke & Pillot 
believes that with prospects passing in 
review, they’re going to knock off a 
lot of business. And in the grocery 
field, where 4 percent markup on sugar 
Edwards « nada, Ltd is deemed satisfactory, the spread on 
appliances appears colossal. End 


2 
I: DVARDS Company Sie., 


Norwalk, Conn. 
es 
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1 NEW SUPERFLEX TOAST TIMER 
guarantees perfect toast every 
time. It automatically compen- 
sates for an unusually wide range 
of voltage variation. 


2. NEW HINGED CRUMB TRAY 
swings open at the push of a 
button for easy cleaning. No 
tricky catch, nothing to remove 
and mislay. 


3 NEW EASY-LIFT HANDLES 

ore large and finger-fitting. Safe, 
sure-grip, always cool to the 
touch. An exclusive “Toastmaster” 
feature. 


ELECTRICAL MERCHANDISING—OCTOBER 


















Look for the = 
TOASTMASTER rame 
on your toaster 


--- Others will f 


=~[ncluding Qur Dealers 


> 


Here is the pride-appealing theme of ““Toastmaster’s”’ fall full-color 





advertising campaign. It reminds your toaster customers that when 
they buy, it’s smart to look for the name that others will notice and 
respect. You are wise to identify yourself with the ‘““Toastmaster’’* 
name for another reason... profit. For with no other toaster can 
you profit more in store prestige, customer satisfaction, and free- 


dom from complaints that cut down your net income per sale. 


10 f $] M ST E R Automatic Pop-Up 
THE NEW Toaster 


***ToasTmaster’’ is a registered trademark of McGraw Electric Company. Copr. 1948 
Toastmaster Propucts Division, McGraw Electric Company, Elgin, | 
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Its ove al 


when you hear the 


The minute you hear the tone of this new Victrola radio- 
phonograph you recognize quality! It’s the “Golden Throat”. . . 
rich, mellow, true, whether your musical mood calls for AM 
radio, static-free RCA Victor FM or for records. 

The automatic record changer glides out with satin smooth- 
ness as you open the door, glides gently in as you close it, plays 
either way. Not a chance of jolting your precious records! 
The “Silent Sapphire” permanent-point pickup prolongs 
record life and you have no needles to change. 

The beautiful contemporary cabinet is finished in lustrous 
walnut or mahogany, has a convenient permanent top, two 
record compartments. It’s look, listen and love at first 
sight—even to the price tag—with Victrola 8V91. AC. 


Ret) AD 


HRCA plClL OR 








This advertisement appears in full color in: 
COLLIER’S— November 6 
POST— November 6 


LIFE —October 25 


SATURDAY EVENING 
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FINEST 
TONE SYSTEM IN 
RCA VICTOR HISTORY 


Only RCA Victor makes this 
perfectly balanced 3-Way 
Acoustical System. It gives 
you radio tone so rich, so 
true that in actual public 
tests even trained musicians 
could not tell the “Golden 
Throat” from an “in person” 


performance, 


lirst. Listen 


at 


YE G 


DIVISION OF RADIO CORPORATION OF AMERICA 
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JANE WYMAN 


stars in Warner Bros. 


“JOHNNY BELINDA” 
Here she shows you another 
4-star entertainer, Victrola 8V91, 
ready to play the new RCA Victor 
album of Koussevitzky conduct- 
ing the Boston Symphony 
Orchestra in Prokofieff’s Classical 
Symphony. See how the record 
changer rolls way out—so easy ta 
stack on as many as 12 records. 
Try it, yourself, at your RCA 
Victor dealer's. 


Only RCA Victor makes the Victrola 
“Victrola” —T.M, Reg. U. S. Pet. Of. ’ 
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why does 


CAVICTOR 





1 - * ¢ 
mean bigger profits for you! 


Quick turnover from the greatest line of instruments 


plus the greatest promotion campaign in RCA Victor history! 


HE country’s top magazines .. . a nation-wide radio hookup 


... Key newspapers everywhere .. . all constantly send cus- 


tomers to you for RCA Victor instruments. 

The page at left is typical of the eye-catching RCA Victor 
magazine advertisements. These printed salesmen are always at 
work for you in LIFE, COLLIER’S, SATURDAY EVENING 
POST and LOOK. 


Robert Merrill, Russ Case and his Orchestra and Johnnie 
Victor set a high-entertainment background for the warm, selling 
commercials on RCA Victor instruments and records. Listen to 


the RCA Victor Show create sales for you. Tune in “Music 


When you’re in New York, see the radio and elec- 
tronic wonders at the RCA EXHIBITION HALL. Open 
free to all. 36 West 49th St., across from Radio City, 
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RCA 


America Loves Best” on the nearest of the 163 nation-wide NBC 
stations, 5:30 P.M.. E.S.T. 


Power-packed advertisements in key newspapers everywhere 
sell your customers on the great RCA Victor line of instruments 
... hammer home the idea that RCA Victor means the best and 


that you are the man to see about buying their favorite model. 


‘Tie in with this sales-producing promotion campaign. Display 
the famous RCA Victor name prominently in your radio de- 
partment and in your advertising. Your turnover will be rapid 
—your profits will be greater. We’re working for you with the 


greatest campaign in RCA Victor history. 


VICTOR 


DIVISION OF RADIO CORPORATION OF AMERICA 
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made to sell 
with chromel 


Take your pick of the leading brands of electrical heating appliances... 
and chances are you'll find that most of them are equipped with 

durable CHROMEL heating element wire. There are good technical reasons 
for this preference among manufacturers ... and reasons, too, born 

of long standing confidence. For CHROMEL, you know, is the original 
nickel-chromium heating element wire ... the wire that first made 


their business (and yours) practical and profitable. 


HOSKINS MANUFACTURING COMPANY 


4445 tAWTON AVE. © DETROIT 8, MICHIGAN 





YOu'LL FIND 


IN THESE 
PRODUCTS 
You 
SELL 








One-Stop Kitchen 
Modernization 


ee CONTINUED FROM PAGE 46 comme 


Sales around town have been mostly 
on a small down payment with 12 
months to pay for modernization and 
kitchens. Country people have virtu- 
ally all dealt on an all-cash basis 
However, the commodity drop scared 
a lot of farmers, and these people, be- 
ing speculators, may put the rubber 
band back on the bankroll much more 
quickly than was believed possible. 

“We were putting up an $85,000 
home for a big wheat farmer when the 
commodity price break came,” relates 
Dan Schramling. “He wanted us to 
cancel out in any way possible. He 
was that scared. Unfortunately we 
were committed so that the job had to 
go ahead.” 

The average house builder in Enid 
and thereabouts is from 30 to 40 years 
of age. On a kitchen about $1,000 is 
invested. 

One of the reasons that the Long- 
Bell operation is proceeding warily is 
that the organization had planned a 
half million dollar building project last 
spring. Remembering how commodity 
prices dropped in 1921, and left the 
dealer holding the bag, the manage- 
ment got a hunch last autumn that this 
was going to happen again, and can- 
celled out, fearing a bust. The home 


appliance division had bought all types 


of lines for the expected drive, and as 
a result was loaded up. In recent 


| months this division has been reducing 
its inventory. 


For the appliance business, this les- 
son can be learned from the Long-Bell 
activity: People like to do their shop- 
ping along channels to which they are 
accustomed. Linoleum, wallpaper, paint 
are naturally associated in the minds of 
Mrs. Housewife with electrical appli- 
ances. It is perfectly normal for her to 
go in and buy a bath shower curtain 
with one breath and a dishwasher with 
the next. 

The fact that the Long-Bell Lumber 
Co. has five finance plans to suit every 
type of taste indicates the fact if versa- 


| tility is profitable with a big operation, 





it should work with small ones. Long- 
Bell is betting on appliances and com- 
plete kitchens over the long haul, which 
is good news for the industry. End 
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AT LAST 


A PROFESSIONAL Multi-Outlet 
Wiring Assembly that is: 


ARCHITECTURALLY CORRECT 








EASY TO INSTALL 
SAFE AND STRONG = 
PROFITABLE AT NOMINAL [itis 


INSTALLED COST - = 


4 Outstanding Features... STORES AND 


Solid copper electrical system from 
panel box to last outlet . . . Not a screw 
or a soldered connection in it! 








Life-time, fool-proof receptacles... 


Plug prongs receive full length contact 
and wipe. 


Easy to cut on the job... Short lengths 
are cut to fit ina manner similar to conduit. 


Tamper-proof . . . Capping is perma- 
nently locked on. There’s no reason to 
ever open up Plug-In Strip. 


Listed by Underwriters’ Laboratories. 








MAIL the coupon ‘hie for complete ae a eoremme 

information on this revolutionary pro- “lt TLL 

fessional wiring assembly. iif tal =| 
oo eee ee oe se 
National Electric Products Corporation 


1310 Chamber of Commerce Building 
Pittsburgh 19, Pa. 


Please send me your catalog on the NEW PLUG-IN STRIP, 
Also installation information. 

NAME 

ADDRESS 


SODA FOUNTAINS AND SANDWICH SHOPS — RESTAURANTS, LOBBIES & LOUNGES 
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HANDYHOT PORTABLE ELECTRIC WASHER 
WITH TIMER—Timer automatically shuts off 
motor when clothes are washed. Dial marked 
with proper washing periods for each fabric. 
Oscillating agitator, stainless steel tub, white 
enamel dome. 


Cat. No. 2601—-$39.95 





HANDYHOT ELECTRIC WHIPPER—Here’s an 
all-purpose whipper for your customers’ kitch 
ens! Whips cream, beats eggs, mixes bever- 
ages and light batters. Graduated 24-ounce 
heat-resistant glass bow]. White enamel motor 
housing with plastic handle and convenient 
on-off switch. 


Cat. No. 2000—$6.95 





Ye 5, Handyhot has added eleven 


new small appliances—each with more 
than enough sales appeal to make 
Mrs. Housewife open her pocket book 
and buy! These fast-sellers are made 
right, priced right for Christmas gifts. 
Matched styling invites the purchase 
of two, three—or more—of these 
Handyhot work-savers. And matched 
styling offers you the best combina- 
tions for eye-catching displays! 


1 AWO HERE ARE THE FIRST 
fAST-MOVING FIVEL.. 








HANDYHOT TWIN COFFEE SERVICE—A fast seller 
with Mrs. Housewife. Brews 4 to 16 cups. Keeps 
brewed coffee ready to serve. Brewing and warm- 
ing units have individual Handyswitch control. 
Complete coffee maker service includes Silex 
glassware, as illustrated. 


Cat. No. 1900— $17.95 











HANDYHOT SINGLE WAFFLE IRON — An 
eye-catcher ! Beautifully styled with bright 
chrome finish. Heat indicator tells when 
to bake. Cool plastic handles, non-stick 
cast aluminum grids. Cord attached. 


Cat. No. 1400—$9.95 





HANDYHOT FAN TYPE HEATER — Combi- 
nation fan and heater. Circulates air 
quickly. Has switch positions for off, fan 
only, or fan and heater. It’s portable, it’s 
light— it’s right for your customers’ needs 
and for profit-making, year ‘round sales. 


Cat. No. 2907—$17.95 


ANO 6 MOKE . eee New HANDYHOT ComBINATION SANDWICH-WarFLe Graitt « New HANDYHOT AUTOMATIC LIGHTWEIGHT IRON » 
New HANDyYHOT TWIN WAFFLE IRON WITH INDIVIDUAL SwitcHes ¢ New HANDYHOT 
Twin Hor PLATE with INDivipUAL 3-HEaAt Switches « New HANDYHOT Non-AuTomartic TOASTER 


New HanpoyHort Automatic Warrte IRON 
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IN NOVEMBER AND DECEMBER 
130,153,966 READERS WILL SEE 
HANDYHOT COLOR ADVERTISING 
IN THE FOLLOWING PUBLICATIONS: 


on the Spot. 
apie ict with Handy 


were * 


. -_ ret . 
r etti tn 









Saturday Evening Post Better Homes and Gardens 
Woman's Home Companion American Home 

McCall’s Magazine True Story 

Bride’s Reference Book Good Housekeeping 


PLUS... “THIS WEEK MAGAZINE” 
IN THESE NEWSPAPERS! 


Atlanta Journal Memphis Commercial Appeal 
Baltimore Sun Milwaukee Journal 
Birmingham News & Age-Herald Minneapolis Tribune 

Boston Herald New York Herald Tribune 
Chicago Daily News Philadelphia Bulletin 
Cincinnati Enquirer Pittsburgh Press 

Cleveland Plain Dealer Portland Oregon Journal 
Dallas News Rochester Democrat & Chronicle 
Des Moines Register St. Louis Globe Democrat 
Detroit News San Francisco Chronicle 
Indianapolis Star Spokane Spokesman-Review 
Los Angeles Times Washington Star 


PLUS... “THE AMERICAN WEEKLY” IN THESE NEWSPAPERS! 


Albany Times-Union Buffalo Courier-Express Los Angeles Examiner Philadelphia Bulletin San Francisco Examiner 

Atlanta Constitution Chicago Herald-American Miami Herald Pittsburgh Sun-Telegraph Seattle Post-intelligencer 

Baltimore American Cleveland Plain Dealer Milwaukee Sentinel Portland Oregonian Syracuse Herald-American 

Boston Sunday Advertiser Detroit Times New York Journal and American San Antonio Light Washington D. C. Times-Herald 
S 


a. 


—Handyhot 





CHICAGO ELECTRIC MANUFACTURING COMPANY 
CHICAGO 38, ILLINOIS 
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A Stock of 


PERFECTION Oil-Burning Heaters 


Plus 


the PERFECTION formula for... 
Ro" = piyildivG Racking 


—sales and profits for dealers —reputation with the 
by year after year big-time national greatest number of 


—quality and leadership with 60 
years’ sound experience; The largest 
manufacturing plant; The most 

complete research laboratory 
devoted solely to better heating 
and cooking equipment. 


advertising (full-page ads in satisfied users of any 


23 publications have 270 million product name in 


its field. 


chances of being seen, this year alone) 
.. plus direct dealer helps. 


ply 
A 


Perfection Stove Company 


7058-D Platt Avenue « Cleveland 4, Ohio 


Manufacturers of Ranges, Cook Stoves, Home Heaters, Water Heaters, Winter Air-Conditioning Furnaces 


to the best possible answer to YOUR 
problem of selling satisfaction to 
critical customers. With Perfections, 


sales are easiest when customers 





are most critical, because the best is sabes Serutiie pe 7 
Heaters are more inde | 


always a bargain. enand thet ones os Bees 























“WHY CAN’T YOU GO DOWN FOR COFFEE LIKE 
THE REST OF THE OFFICE STAFF?” 








ATLANTA © CLEVELAND @ CHICAGO « JERSEY CITY © KANSAS CITY © OAKLAND «¢ ST. PAUL 
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Small Store... 
Big Personality 


oe CONTINUED FROM PAGE 54 qenemme 


Tom McCardell thinks that retail suc- 
cess depends on how far you tailor- 
make your .proposition. 

The chief downtown competition is 
advertising appliances on a no money 
down basis, he says. Now, strange as 
it seems, that doesn’t appeal to every- 
body. The McCardells get 20 per cent 
down, and finance only 50 per cent of 
their deals. 

Possibly their trade consists of peo- 
ple who want to call comfortably, get 
an intelligent demonstration, and who 
are sold on well known brands. The 
downtown competition too frequently 
pushes private brands, and it is not 
liked. 

This must be the case, as the Mc- 
Cardell trade comes from far beyond 
the firm’s natural territory. 

The McCardells are active in their 
work with speculative builders, of 
which Houston has more than 200. 
These builders act as salesmen. They 
offer to equip their new houses with 
anything the purchaser desires. The 
McCardells install and and 
pay the builder 10 percent on standard 
equipment and 15 percent on deluxe. 
A combination range and refrigerator 
sale, with pigtail, grosses the builder 
$77.10 profit. Under the FHA plan 
$400 can be added on to the mortgage 
for equipment, and everybody gets his 
money right away. 

(Continued on page 174) 


service, 
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IKE 
in tri h 
Four Arvin triple-threats 
. 
for All-American 
> fit h ! 
or- prorif nonors: 
i 95 * 
a ARVIN MODEL 242-T > 
as Red, Yellow, Green, Ivory 
Ty- 
ent Choice of smart colors! Top-of-the-minute styling! Non- 
, breakable cabinet! Amazing sensitivity and selectivity! 
t Ol There’s an array of sales-scoring features your customers 
can’t resist! Put this sensational Arvin on display and 
: watch it roll up the profit total! Yes—and it’s Under- 
€0- writers’ listed, too! 
ee 2531 $ 95% 
who ARVIN MODEL 253-T a. 
The 254-T, Walnut, $17.95 a 
ntly 255-T, Ivory $19.95 
not Here’s a ground-gainer that’s way out in front for sheer 
value—a truly terrific triumph for Arvin dealers. Shar 
Mc modern styling puts the plastic cabinet in a class by itself! 
sap? ’ Built-in antenna. Four tubes plus rectifier. Easy to 
ond > trade up from ebony to ivory and increase your profit 
- percentage! 
a : ARVIN MODEL 152-T $ 95* 
of es Walnut 
200 ns 153-T, Ivory $24.95 
“hey 
a ith Thousands are cheering the outstanding performance of 
I this keen, competent superhet. Reception to top anythin 
Che else in its price class! Styled for eye-appeal. Bnginesee 
and for ear-appeal. Built-in antenna. Lighted dial. Under- 
< writers’ listed. Pace your pre-holiday sales with this 
lard profit package! 
uxe. $ 95 + 
ator ARVIN MODEL 160-T 
ae Walnut 
HES 161-T, Ivory, $36.95 
plan 
sage Here’s the champion in the 5-tube-plus-rectifier class! 
<7" Stack it up against any of the other leaders in the field, 
and you'll find the Arvin comes out ahead on all counts! 
Smart style. Real distance-getting reception. 3-gang con- 
denser, one stage of tuned radio frequency! Tone control. 
Underwriters’ listed! 
- Noblitt-Sparks Industries, Inc. 
Columbus, Indiana 
= 
di 
| = —, — * Slightly higher in zone 2, 
>~ 
a) | 
> 
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Unite with Union Pacific in selecting sites and 
seeking new markets in California, Colorado, 
Idaho, Kansas, Montana, Nebraska, Nevada, 
Oregon, Utah, Washington, Wyoming. 





Mon C. Wallgren 


* One of o series of ad- 
vertisements based on 
industrial opportunities 
in the states served by 

Union Pacific Railroad. 


‘.ddress Industrial Department, Union Pacific Railroad 


Omaha 2, Nebraska 


UNION PACIFIC RAILROAD 
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| Small Store... 
Big Personality 


| oo CONTINUED FROM PAGE 172 axes 


Builders frequently sell appliances 
that are not under the mortgage plan, 
and McCardells assume the paper on 
a two year basis, again giving the 
builder a 10 percent commission. 

The new service department that is 
going in the store will be the feature 
the McCardells will advertise, rather 
than appliances. Why? Contacts. 
Even warranty work gives the dealer 
a chance to talk to his customers. 

Mail order chains are short on serv- 
ice in Houston, and McCardell will 
welcome calls from their customers 
too. It’s the great opportunity for the 
independent dealer, he says. 

“One of the things a small dealer 
can do that will win him business is 
to be pleasant,” says Mr. McCardell. 
“The South, like other places, lost its 
courtesy during the war. Big firms 
are slow in discovering that their cus- 
tomers are pushed around. I think the 
idea of giving a service customer court- 
esy is a distinct competitive advan- 
tage.” 

One of the things you notice in the 
South is the number of gray-haired 
people. These outlanders who come 
down to soak up the sun have been 
considered worthless as appliance pros- 
pects in the past. They have stuff back 
home. 

The McCardells have a new angle. 
They are accumulating a fleet of re- 
frigerator trade-ins, hermetically sealed 
jobs which can be made to work all 
right. 

Winter vacationists will be glad to 
rent these. The size of the rental will 
make them profitable. Other appliances 
will be added to this renting fleet, and it 
is felt that the business can be made to 
stand on its own feet and build sales. 

With 470 appliance dealers in Hous- 
ton today compared to 175 before the 
war, it is felt that there is likely to be 
a brief bit of chaos when the cream is 
off the bottle. Nevertheless, Tom Mc- 
Cardell does not believe there will be 
an epidemic of wholesale selling. It 
has never run over 15 percent of gross 
sales, he says. If it does occur, it will 
be up to the manufacturer to control 
it. The dealer and distributor cannot, 
and the dealer can only float on the 
existing price level. 

Meanwhile, Tom McCardell does not 
worry. What other business gives a 
man a chance to run out one day a 
week and do some hunting or fishing, 


he asks? End 
.————— — 
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“WATCH, DEAR—WHEN YOU TURN ON THE 
LIGHT, THE DOOR OPENS!” 


1948—ELECTRICAL MERCHANDISING 





1189 QUALIFIED Prospects in ONE Day! 
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O Five a Promotion ©n our » pd — Over in Syr, 
p © Ppli “7Tac 
; eee Psuen overcame vlan oe AMERICA’S BAGLESS CLEANER 
t 4 
0 . . . ° 
. Sensational-Wastebasket Promotion Brings in 
: Record Store Traffic...SELLS vacuum cleaners! 
e 
. You've got to demonstrate to sell. 
’ You've got to have traffic to demonstrate. 
e . 
t FILTER QUEEN ’s wastebasket promotion 
brings in record store traffic. It’s 
, cracking vacuum cleaner sales 
, records in store after store! Want proof? 
: Read the letter at the left. See for 
t yourself how this new promotion can 
benefit your store. 
i 
Get the Details on How Your Store It’s Too Good to Miss! 
Can Run This Sensational Promotion! Contact Your Distributor 

You give away a wastebasket absolutely free to Get started on the greatest promotion in vacuum 

every woman who will watch a Filter Queen cleaner history. You can be first in your community 

demonstration. You don’t pay a cent for the waste- to make sales... get prospects... build good will 

baskets. Just your pro rata share of the cost of the and prestige for your store. It's new! It’s hot! 

local announcement advertising. That's all there Don’t miss it! Contact your distributor or write 

is to it. directly to Health-Mor today. 

FILTER QUEEN Product of Health-Mor, Inc., 203 N. Wabash, Chicago, Ill. 
‘ _ In Canada: Walters Appliance Limited, 57 Bloor St. W., Toronto 

: IMITATED = NEVER DUPLICATED Export: A. J. Alsdorf Corporation, 221 N. LaSalle St., Chicago 
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Waffle Iron 





Pop-Up Toaster 


Corn Popper 


APPLIANCES THAT SELL.... 
SU a 





L, has always been the aim of Dominion to produce 
a group of appliances which will score high on your 
cash register Not for just one season but through 
the years! 


The present line of appliances 
tative — 


s truly represen- 


and there are new 


tne ( 


ones in the making. If 
familiar with 
from you will bring details! 


you aren't irrent models, a note 


2 —— 


‘Dominion 
ELECTRIC CORPORATION 


Mansfield, Ohio 


Available Through Reputable Distributors Across the Nation 
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The Water Softener... 





completely efficient for cottons, the 


bulk of most family washings. 


Enemies of Soap 


According to the Permutit Co., New 
York manufacturer of water softeners, 
the water softener is the only com- 
pletely efficient means of reducing 
hardness in water for every household 
purpose. The company points out, too, 
that water hardness, although most 
common, is not the only destroyer of 
soap efficiency. Iron-bearing water 
produces reddish curds on washing. 
Waters containing acid, common in the 
East, also produce curds. These de- 
fects can be controlled with the use of 
home neutralizing devices. 

The Permutit water softener works 
by passing the water through a tank 
containing zeolite (a granular mineral! 
substance) which absorbs the calcium 
and magnesium which are the harden- 
ing elements. After water has passed 
through the tank in considerable quan- 
tity, the collection of calcium and 
magnesium abruptly reduces the effi- 
ciency of the softener. Until it reaches 
this point of no-efficiency, however, a 
softener like the Permutit op- 
erates at 100 percent efficiency, reduc- 
ing the hardness to zero. When the 
softener requires regeneration a brine 
solution from a second tank is passed 
through the zeolite, carrying out with 
it all of the collected calcium and 
magnesium. After rinsing, the softener 

ready to go to work again. 


sotteners can be 


good 


These 
either manually re- 
(which simply consists of 
turning a valve and letting the brine 
into the zeolite), semi-automatically 
regenerated (which means that the 
heusewite starts an electric motor con- 
trolling a multi-way valve), or fully 
automatic (the regeneration is auto- 
matically started by means of a time 
clock or by a control hooked to the 
water meter). Under average operat- 
ing conditions a water-softener must 
be regenerated about once a week or 
once every two weeks. 


generated 


Water Softeners Are Money Savers 


Records of a Chicago institution 
show a tremendous saving in launder- 
ing costs following the installation of 
water softening equipment. Double 
ior example, had an average 
life span of five years when washed in 
hard water about 30 times a year. 
When water softening equipment was 
installed the life span rose to 6.5 years 
with the same number of washings per 


sheets, 


annum, 
Other savings effected by 
I even 


water 
soiteners are more astonishing. 


\n average family saved $23.94 a year 


CONTINUED FROM PAGE 39 





Soap’s Right Hand 














SCALE FORMATION in cooking utensils, 
as visible in this cutaway tea kettle, is 
impossible in water softened before use, 
says Permutit Co. As little as one-ninth 


of an inch of this scale can waste 16 
cents out of every dollar's worth of heat- 
ing fuel 


on soap costs alone when water hard 
ness was reduced from 300 ppm to 80 
ppm, according to Curtis A. Mees, a 
consulting engineer quoted by The 
Permutit Co. When the water hard 
ness was further reduced to 20 ppm 
the savings were increased to $38.36 
Ppm refers to the parts of calcium and 
magnesium per million parts of water. 
\nything over 65 ppm can cause seri- 
ous trouble. 

‘he table below, also quoted from 
Mr. Mees by Permutit, gives the rela- 
tive annual costs per capita of various 
household items when water of varying 
hardness was used in an average home 
ot middle income. 

Figuring that there are 4.45 persons 
in the average family, total family 
costs for the various items in the table 
above range from $209.77 with a wa- 
ter hardness of 20 ppm to $434.76 with 
a water hardness of 600 ppm. It should 
be pointed out that 600 ppm is not 
unusual, Fresh water supplies vary 
from as little as 10 ppm to 1800 ppm 
in the natural state. Home installa- 
tion of a water softener costs as little 
as $150, an expenditure which is 
quickly recovered in savings on soap 
and the wear and tear on fabrics and 
household equipment, not to mention 
the intangible saving of nervous energy 
by housewives who no longer have to 
contend with gray, evil smelling, harsh 
and stiff fabrics or scale covered pots 


HARDNESS (in parts per million) 


20 
Soap $ 7.35 
Fabrics. 35.30 
Water heater fuel 3.80 
Water heater service .09 
Plumbing... .60 
Total. . 47.14 


OCTOBER 1, 


and pans. End 
100 200 400 600 

$11.35 $13.99 $17.76 $19.36 
39.21 44.11 54.03 64.70 
4.42 5.20 6.80 8.47 
.36 85 1.33 1.65 
88 1.38 2.45 3.52 
56.22 65.53 82.37 97.70 
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THERE’S NO PLACE 





“Horse and Bugsy” 











O insure steady profits you must keep 

pace with progress. That’s why smart 
appliance dealers everywhere are selling 
the pacemaker in modern, postwar heating 
—Coroaire. 


There is a reason why Coroaire main- 
tains supremacy in the heating field. Its 
patented Venturi Tube Heat Exchanger 
offers five times more heat radiating sur- 
face and better heat circulation; fully auto- 
matic controls; humidified, filtered air for 
your health and comfort; modern styling 
which provides sure-fire customer appeal. 


HEATING |,¢\ 


vl yet a a 


THE COROAIRE HEATER CORPORATION »* Cleveland 15, Ohio 


ROFIT-MAKE 


This unit sells like any other major 
appliance. There is no trade-in problem, 
installation is simple. Coroaire Console 
eliminates the expense of duct and cold air 
returns. It is engineered to heata five- to six- 
room house, or equivalent place of business, 
at savings up to 50% of former fuel bills. 

There is only one Coroaire. Exclusive 
and patented features protect Coroaire’s 
top performance—an unbeatable product 
for the merchandising dealer. 

Don’t hold to a “horse and buggy” sell- 
ing pace. Give your appliance profits a 
“helicopter” lift with the only truly modern 
gas-fired heater. Write for complete details 
on Coroaire today. Department SW-1. 
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iT BOILS BEST 
IT BAKES BEST 
IT ROASTS BEST 


AND 


Gas has captured the hot flame of glow- 
ing coals, separated it from its hot bed 
and applied it, clean and modern, to 
cooking. 

Universal gas ranges completely con- 
trol this natural heat. In boiling, 
Universal top burners give not three 
speeds, but four set speeds, plus any 
more you want. In baking, Universal is 
famous for uniformity . . . tests show 
practically no variations in temperature 
from one corner of the oven to the 

( 
PROVE “COMFORT-TOUCH”’ D: 
TO YOUR CUSTOMERS 
BY INSTALLING A 
“COMFORT-TOUCH RANGE" 
AND RUNNING THE 
OVEN ALL DAY LONG! 
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other. Universal gas ovens keep juices 
inside the roast and do it while the 
housewife is downtown . . . on-off by 
automatic clock control. 

Yes, there’s something about a flame, 
and when it comes to broiling, 
Universal's Radiant Mesh broiler 
restores the hotbed and puts in char- 
coal’s double punch—flame and glow. 
Only Universal brings to the home this 
feature so long used in better hotels 
and restaurants. 


CRIBBEN & SEXTON 
e 


GAS (4 RANGE 


Only Zaxcvercad offers ‘‘Comfort-Touch” 


* 700 N. SACRAMENTO BLVD., CHICAGO 12. ILL 














O’NEIL’S LAST YEAR continued improving past policy of being one of Ohio’s most 
modern and aggressive appliance retailing outlets, remodeling a large main floor 
sales area to include such display facilities as this electric kitchen, with dishwasher 


and garbage disposal facilities. 


“Television Theater” Pulls Prospects 





stepping into a_ king-size, tastefully 
decorated parlor 

Carpeting throughout is deep, cush- 
iony and near maroon in color. Prac- 
tically complete indirect lighting is 
used, both from troughed fluorescents 
near the ceiling and from plentiful floor 
lamps. Upholstered, smartly styled set 
tees and odd chairs are spotted through 
out the department. Here and there on 
the walls are framed pictures sug- 
gestive of domesticity. At short inter- 
vals along each wall of the sales floor 
ire plug-in sockets that give complet 
antenna service for activating every 
receiver on display—standard broad 
cast, FM, and television. 

O’Neil’s also makes skillful use oi 
crowd enthusiasm in television promo- 
tion 

\t the entranceway where the tele- 
vision department branches off from 
the radio and record departments is a 
placard which reads: “Visit Our Tele- 
vision Theatre in the Radio Salon. 
Shows Daily from 3 p.m. to 5 p.m.” 

“The shows really pull in the pros- 
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pects,” said one salesman. “We're us- 
(Du- 
Mont), combination model, installed at 
one end of the theatre, and eyes pop 
when the screen lights up at 3 p.m. 
Naturally we can’t talk sales during 
the show interval, or at least not in the 
theatre. 


ing a beautiful home receiver 


But potential buyers linger in 
the department after leaving the thea 
tre, and we get in our licks.” 

This theatre is worth noting. Most 
appliance retailers have room for a 
similar project. It runs about 12 x 20’ 
and comfortably seats 25 persons. In 
dividual folding chairs permit group o1 
family bunching during the shows. 
The theatre is at one end of, and par- 
titioned from, the television sales and 
display floor proper. 

Just outside its doorway, a second 
placard states, Show 
Here.” This placard can be seen by 
those entering or leaving the “Geor- 
gian Room,” and thus aids in attracting 
throngs to the television theatre daily. 

By the time this is printed, still an- 

(Continued on page 180) 
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VIEW OF O’NEIL’S new main floor sales area, brilliantly lighted and with wide 
aisles leading past all brands of all kinds of appliances. 
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MIXER MARKET FACTS 


EXISTING: 

30,050,000 electric customers in U. S. 
23,800,000 (72%) without mixers. Seven 
out of ten are Dormeyer prospects. 


GROWING: 
2,000,000 new marriages yearly. Forming 
a new Dormeyer prospect every 20 seconds. 











Dormeyer Corporation, 4300 N 


FERS T 


TH E 


OUT OF 


of Your Customers are 


DORMEYER PROSPECTS ! 


Surveys prove 7 out of 10 of your 
customers are mixer-buying prospects 
—DORMEYER PROSPECTS. With 
three modern mixers designed, engi- 
neered, priced and nationally advertis- 
ed to give you every selling advantage 
over competition, Dormeyer offers 
you your greatest sales opportunity 
for capitalizing on this tremendous 
mixer market potential. Tie In. . 


Cash In with DORMEYER. 


NAWME 
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DORMEYER 


Kilpatrick Ave., Chicago 4, III « or a) Agencies Limited, Port Credit, Ontario 


MIXERS 


World’s Largest Producer of Electric Food Mixers! 
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iT BOILS BEST 
IT BAKES BEST 
iT ROASTS BEST 


Gas has captured the hot flame of glow- 
ing coals, separated it from its hot bed 
and applied it, clean and modern, to 
cooking. 

Universal gas ranges completely con- 
trol this natural heat. In boiling, 
Universal top burners give not three 
speeds, but four set speeds, plus any 
more you want. In baking, Universal is 
famous for uniformity . . . tests show 
practically no variations in temperature 
from one corner of the oven to the 
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other. Universal gas ovens keep juices 
inside the roast and do it while the 
housewife is downtown . . . on-off by 
automatic clock control. 

Yes, there’s something about a flame, 
and when it comes to broiling, 
Universal's Radiant Mesh broiler 
restores the hotbed and puts in char- 
coal’s double punch—flame and glow. 
Only Universal brings to the home this 
feature so long used in better hotels 
and restaurants. 
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O’NEIL’S LAST YEAR continued improving past policy of being one of Ohio’s most 
modern and aggressive appliance retailing outlets, remodeling a large main floor 
sales area to include such display facilities as this electric kitchen, with dishwasher 


and garbage disposal facilities. 





“Television Theater” Pulls Prospects 





stepping into a_ king-size, tastefully 
decorated parlor. 

Carpeting throughout is deep, cush- 
iony and near maroon in color. Prac- 
tically lighting is 
used, both from troughed fluorescents 
near the ceiling and from plentiful floor 
lamps. Upholstered, smartly styled set 
tees and odd chairs are spotted through- 
out the department. Here and there on 
the walls are pictures sug- 
\t short inter- 
vals along each wall of the sales floor 


complete indirect 


framed 
gestive ot domesticity ‘ 


are plug-in sockets that give complete 
antenna service for activating every 
receiver on display—standard broad 
cast, FM, and television. 

O’Neil’s also makes skillful use of 
crowd enthusiasm in television promo- 
tion: 

\t the entranceway where the tele- 
vision department branches off from 
the radio and record departments is a 
placard which reads: “Visit Our Tele- 
vision Theatre in the Radio 
Shows Daily 


“The shows really pull in the pros- 
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when the screen lights up at 3 p.m. 
Naturally we can’t talk sales during 
the show interval, or at least not in the 
theatre. But potential buyers linger in 
the department after leaving the thea 
tre, and we get in our licks.” 

This theatre is worth noting. Most 
appliance retailers have room for a 
similar project. It runs about 12 x 20” 
and comfortably seats 25 persons. In 
dividual folding chairs permit group o1 
family bunching during the shows. 
The theatre is at one end of, and par- 
titioned from, the television sales and 
display floor proper. 

Just outside its doorway, a second 
placard “Television Show 
Here.” This placard can be seen by 
those entering or leaving the “Geor- 
gian Room,” and thus aids in attracting 
throngs to the television theatre daily. 

By the time this is printed, still an- 
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VIEW OF O’NEIL’S new main floor sales area, brilliantly lighted and with wide 
aisles leading past all brands of all kinds of appliances. 
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DORMEYER PROSPECTS ! 


Surveys prove 7 out of 10 of your 





MIXER MARKET FACTS 


EXISTING: 

30,050,000 electric customers in U. S. 
23,800,000 (72%) without mixers. Seven 
out of ten are Dormeyer prospects. 


GROWING: 
2,000,000 new marriages yearly. Forming 
a new Dormeyer prospect every 20 seconds. 





customers are mixer-buying prospects 
—DORMEYER PROSPECTS. With 
three modern mixers designed, engi- 
neered, priced and nationally advertis- 
ed to give you every selling advantage 
over competition, Dormeyer offers 
you your greatest sales opportunity 
for capitalizing on this tremendous 
mixer market potential. Tie In... 
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Gipson W THe GOLDEN LINE in 49 


Every Gibson dealer has that solid, comfortable Gibson feeling 


lo Dealers, probably the most important Gibson company 








characteristic is this: While Gibson sets the pace in industry 
trends, Gibson does not take dealers and public on an 
annual sales detour, plugging first one so-called “stupendous 


and then another. 


A GIBSON 
ORIGINAL 


Ups-A-Daisy 


feature 


Instead, Gibson 
habits 
changing 


(1) Adds up the factors in American 
the trends in American family life—the 
styles and methods in food packin 


eating 


g. selling and 





consuming, Gibson then builds refrigerators, ranges 
and home freezers to meet and anticipate those needs, (3 
Housewives therefore recognize on sight that Gibson fits 
their needs supremely well, (4) and in that way Gibson 
satisfies more hundreds of thousands of housewives every 
vVear. 





In selling every Gibson the Dealer adds 
extra customer satisfaction to his own full 


cash prot. 


For Satisfaction and Profit. 
GIBSON in °49. 


Get with 





Copyright 1948, Gibson Refrigerator Co 
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SEE GIBSON ADVERTISING 
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LADIES HOME JOURNAL, 
GOOD HOUSEKEEPING, 





PAGE 


180 


October 30 
November 
November 


OCTOBER 1, 

















E,.ecteic 
— Buras 


maior bus 


STOC® UP wow 


Bec! RC us 
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“SHALL | WRAP THEM UP, OR WILL YOU EAT 
THEM HERE?” 





“Television Theater” 
Pulls Prospects 
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other demonstration facility will prob- 
ably be in use at O’Neil’s. Some time 
ago three private rooms—really rooms, 
not booths—were built along one side 
of the sales floor now relegated to the 
television department. Expensive ra- 
dio-phonograph combinations 

shown and heard in these rooms. 


were 


No Place Like Home 


“These rooms fit right into the tele- 
vision retailing picture,” commented 
one spokesman. “They give privacy, 
are practically soundproof, and are fur- 
nished like a living room—upholstered 


| seating, pictures on the walls, studied 





lighting, carpeted floor. 

“They create a home-like atmosphere 
that relaxes prospects and brings on 
the buying mood. You tend to hand- 
cuff your sales efforts when you stick 
a costly television set in the middle of 
comparatively drab, unfurnished sur- 
roundings.”’ 

Diversity of brands is considered im- 
portant at O’Neil’s. General Electric, 
RCA-Victor, Philco and DuMont tele- 
Vision receivers are regularly handled. 


End 





“OH, | LIKE TO WATCH IT HERE, OTHER PLACES 
| GOTTA KEEP BUYIN’ DRINKS.” 
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In Selling Dealers on Your Products... 


the first 3 steps are vitally important 


© CLOSING 
THE ORDER 


PMMA © ~ 


APereoees 











© WAKING A 
SPECIFIC 
| 3 ] CREATING PROPOSAL 
| PREFERENCE 

) © arousine FOR YOUR PRODUCTS 

; INTEREST IN nat 


TE © esas 


@ contacting YOUR PRODUCTS caps 


PROSPECTS ELECTRICAL 
MERCHANDISING 


makes the 3 first steps for manufacturers 
of Appliances, Radios and Television Sets 


af, The advertising pages of ELECTRICAL MERCHANDISING 
’ carrying a manufacturers’ message to dealers will cover these 3 im- 
| portant steps. They are vital phases in either establishing or main- 


| ELECTRICAL Soutaten, cashitdhiag the soles of <aaiiemesed tagline Paes 
! are some of the end results of the first 3 steps in a successful dealer 
MERCHANDISING selling plan. 


: keep your dealers. . These steps, although of primary importance, are time consum- 


ing, expensive jobs ... particularly when a manufaeturer’s distributor 


° SOLD ON YOUR LI NE or sales staff is called upon to do them. On the other hand a consistent 
advertising campaign in ELECTRICAL MERCHANDISING, with its 


SOLD ON YOUR PROMOTION comprehensive dealer coverage, will accomplish them more quickly, 
SOLD ON THEIR FRANCHISE more effectively, more economically and also in places there might 


be difficulty in reaching. 




















pasa At the same time it permits distributors to devote their entire 

| > SELLING YOUR PRODUCTS time to the last 2 stepe. And because ELECTRICAL MERCHANDIS.- 
ING has so thoroughly covered the first 3 steps — the last 2 steps, the 

“pay-off” part, meet less resistance, require less time. Manufacturers 

have found by sales chart analysis that the end result is lower unit 
cost per sale and have therefore let ELECTRICAL MERCHANDIS- 


ING provide the spring board for their distributors best efforts. 


dealers... 
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“QUALITY AT POPU 


The Famous EMPIRE 
Electric PERCO-DRIP 


method of coffee-making 
extracts only the desir- 
able oils to produce 
clear, rich coffee. Starts 
percolating in 60 sec- 
onds. Modern design, 
polished seamless alum- 
inum with cool, molded 
handle, scratchproof 
feet, patented direct- 
heat immersion element 
and insulated valveless 
pump. In 5 and 9 cup 
sizes. 











EMPIRE ELECTRIC 





No. 759 
Suggested Retail 
Price $3.75 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


is the favorite of sports- 
men, farmers, motorists 
—all who need handy, 
dependable, night-light- 
ing. Changes from wide- 
spreading floodlight ‘o 
powerful spot at turn of 
the lens head. Aim beam 
in any desired direction 
with all-position 
base. 


pivot 


Retail Price 
Slightly Higher 
In West 











ELECTRICAL 
APPLIANCES 


FOR A QUARTER OF A CENTURY 
THIS TRADEMARK HAS STOOD FOR 
LAR PRICES” 





No. 1802 
Suggested Retail 
Price $4.75 


Smartly modern chrome finished 


TOASTER 


offers outstanding 
features. Handles 
two large bread 
slices, turns them by 
a flip of the door. 
Large flat top for 
toast-warming. Extra 
large heating ele- 
ment for uniform 
toasting. Durable 
Construction, black 
enameled 
scratch-proof feet 
large cool handles. 
A quality toaster at 
popular prices. 


base, 


No. 900 
Suggested Retail 
Price $3.00 


THE METAL WARE CORPORATION 


miwyore 


TWO RIVERS, WISCONSIN 
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Selling Small Freezers to the City Market 





she or her husband take their weekends 
to garden, even if they have space. 
These normally important features of 
owning a home freezer may be realized 
by these people at a later date, but 
right now in your sales talk, it is the 
convenience of the prepared food stored 
in the home freezer that will sell the 
working wife. 


Health Angle, Too 


“The city whose time is 
taken as . housewife and mother can 
be shown the great advantage of own- 
ing a small home freezer. You can 
appeal to her on the basis of conveni- 
time saving, health. You can 
show these mothers that they can have 
a wide variety of vitamin-filled frozen 
fresh foods for their kids, whether they 
them whole or whether they 
must pureé them for young ones. You 
can show them that on the days when 
“everything goes wrong” 


woman 


ence, 


serve 


there is no 
need for the freezer owner to worry 
about having a proper dinner. The 
woman who has small children and 
who finds it hard to get time away 
from home to go shopping is another 
natural for your sales story when you 
show how she can reduce her shopping 
time to once a week or less, even to the 
point of buying bread in quantity and 
storing it in the freezer. Now, to the 
family with children, cost of the freezer 
may be a factor to overcome, and the 
savings in food costs made possible 
by the freezer very likely may have to 
be in your sales talk, but I believe that 
it is still the convenience factor that 
must be emphasized and which will be 
the primary factory in selling the city 
mother on owning a home freezer. 
“| think that the dealers shouldn't 
overlook another angle in selling the 
city family which has children. Many 
young couples make their first homes 
in the city because of cost reasons and 
because of the closeness to friends and 
to the sources of entertainment. After 
children reach the walking and 
outdoor 


their 
stage, many couples begin to 
think of moving out into suburban or 
sells the 


rut il homes lf the dealer 


young city couple a small freezer be- 
cause of its many advantages to them 
in convenience, time-saving, etc., he 
has built a prime prospect for a much 
larger home freezer when the family’s 
suburban location makes it possible for 
it to take advantage of the economy 
feature of large purchases and home 
freezing. 


Stress Time-Saving 


‘Then there are the wives with 
plenty of leisure time. The dealer can 
sell them on the idea of having a small 
freezer in their homes. These city 
women with plenty of time available 
use it to attend bridge parties, to spend 
the afternoon at the country club or 
swimming pool, to go to the movies, or 
in some of the many local organiza- 
tions like the Red Cross. It is not hard 
to show these women how much freer 
they would be if they had a freezer 
full of foods for the emergency when 
they want to stay at their afternoon’s 

| activity until the last minute. They can 
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appreciate the convenience of having 
foods prepared and frozen for that 
afternoon when it is their turn to enter- 
tain the bridge club or sewing circle. 
Even if they have no objection to 
being a ‘kitchen slave’ for their own 
families, they don’t like to appear as 
one when their friends are in the house. 

“T’d like to mention one more factor 
that I have found of value in selling 
small home freezers here in Phoenix. 
That is the emphasis on delicacies and 
unusual foods. It may be seldom that 
a woman will buy a freezer just to 
have out of season foods, or to have 
on hand the dishes prepared and frozen 
by expert chefs, but it is a definite 
punch to your sales talk on the con- 
venience and other values of a home 
freezer. I find that the emphasis on 
frozen delicacies is of most importance 
in getting the interest of the women 
long enough to get across the more 
important story of how the freezer can 
be of value and use in her daily life. 

In fact, I make physical use of the 
delicacies right here on the sales floor. 
In these small freezers which I keep 
on display, and always plugged in, I 
keep a stock of frozen strawberries, 
cherries and apricots. Whenever pos- 
sible, a woman who comes into the 
store for any reason, is offered one of 
these frozen fruits from an opened 
package. Strawberries, more than the 
others, make a big hit. While she is 
trying the berry I have a chance to 
tell her quickly how the freezer can 
keep a stock of such out of season 
delicacies on hand all year. Then I 
can go on with the full story on what 
such an economical home freezer can 
do for her—at a time when her whole 
interest is centered in the freezer. It 
is very effective. Even though she may 
not buy then, or next month, she won't 
forget having tried that delicacy from 
the freezer at Arizona Appliance Mart, 
and sooner or later we'll have a chance 
to close a sale with her. 

“For myself and I think for most 
dealers, the city market contains more 
prospects for home freezers than does 
the rural area. We can make a profit- 
able volume in selling small freezers 
to this city market by knowing what 
the freezers can do in the city home. 
And, I believe that it represents a 
lower-selling-cost market, too, for the 
city home is the most accessible and 
the city wife is the one that makes up 
most of the day to day traffic in the 
store, and she is the one that can re- 
spond more easily to newspaper adver- 
tising.”” End 
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SIMPLE THUMB-SCREW 
ADJUSTMENTS FOR 
"7 DIFFERENT HEIGHTS 


MET-L-TOP made “Brand name” mean some- 
thing in ironing tables...and MET-L-TOP leads 
the field in desirable features that women want, 
The latest advantage is... 


ADJUSTABLE HEIGHT 


Acclaimed by home economists and thousands of 
users as a most important factor in REDUCING 
BACK STRAIN, ARM STRAIN AND IRONING 
FATIGUE usually caused by ironing over a table 
that is too low or too high. 





MET-L-TOP is the original ALL-METAL iron- 
ing table... FIRE-PROOF, WARP-PROOF, 
CRACK-PROOF...NO WOBBLE, NO 
SQUEAKS, NO CREEPING. The ProtectoRest 
serves as a hanger for the table, or a convenient 
rest when the table is stood on end. The MET-L- 
TOP provides lifetime durability... folds to set 
or stand in a space only 342 inches deep. 





FAIR TRADED 
$1095 


MET-L-TOP without adjustable legs $895 
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This new monthly magazine is de- 
signed for busy executives and engi- 
neers who want to keep up with the 
changing world around them...men 
who just don’t have time to read doz- 
ens of books and magazines on doz- 
ens of subjects. Science Illustrated 
keeps you well-informed — alert to 
progress in countless fields closely 
related to your own. Here you'll find 
the latest facts, the new discoveries 
and important developments in 
Chemistry, Electronics, Engineering, 
Architecture, Aviation, Electricity, 
Radio, Synthetics, Mining, Aviation, 
New Products, ete. 


Shows You the World of Science—in Action! 


The pages of Science Illustrated take 
you to the factories, the laboratories, 
the mines, the mills, the construction 
sites and the experimental stations 
of the Nation. Here you'll see scien- 
tists at work. You'll watch them 
probing the mysteries of light, sound 
and motion, testing new metals, de- 
veloping new uses for atomic energy, 
creating new products, exploring re- 
mote lands, discovering new drugs, 
improving gas, diesel and jet engines, 
and chancing on new inventions that 





HOW TO KEEP UP-TO-DATE 
ON TECHNICAL FIELDS 
OUTSIDE YOUR OWN! 





Science Illustrated Brings You 
the Latest Advances in Industry, 


Technology and Science! 


will change the face of America. 
Penetrating Articles, Skillfully Written! 


Science Illustrated shows you what's 
new in the world, how it’s made and 
how it works. Every issue is filled with 
over 140 informative photographs 
and diagrams, and over 30 articles 
that are clear, authoritative and to- 
the-point. And no wonder Science 
Illustrated offers you genuine help, 
for it's published by McGraw-Hill. 
Mail the Order Form Below — 
It Saves You $4.00! 


Imagine! You can order 36 big issues 
of Science Illustrated (3 full years) 
for ONLY $5! This special rate saves 
you $4 over the one year price. We'll 
start your subscription with the big 
new issue now on the press —IF YOU 
MAIL YOUR ORDER WITHIN 10 
DAYS. 

The number of copies is limited, so 
be sure of getting yours — fill out and 
mail the Order Form below TODAY. 











This Special Offer 


SAVES YOU $4.00 





MAIL YOUR ORDER NOW 


SCIENCE TLLUSTRATED 


C) Bill me later 


Address 





I prefer 3 yrs. at $5 (Saves me $4) 





EM-10-48 


330 West 42nd Street, N.Y. 18, N. Y. 
YES! I accept your special offer. Start my subscription 
to Science Illustrated with the new issue now on press. 
I prefer 2 yrs. at $4 (Saves me $2 compared with the l-yr. rate) 


(1 prefer 1 yr. at $3 
] Payment enclosed 


ALSO ON SALE AT ALL NEWSSTANDS... 
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_ How to Get Publicity 


CONTINUED FROM PAGE 53 comme 





of Dimes, Community Chest or Boy 
or Girl Scout campaigns. It’s good 
public relations, and if the display is 
unique it will attract the attention of 
many potential customers. In addi- 
tion, an unusual display will probably 
mean mention in the newspapers. 


12. Visits from electrical appliance 
executives. 


Say, for instance, that one of the 
officials of a leading electrical firm 
was visiting your establishment. This 
is news, and the local papers would be 
interested in an interview 


13. Comments on trade trends. 


Never be afraid to make a state- 
ment regarding the electrical appli- 
ance field to the local reporters. If 
you think prices are coming down, 
say so. And give reasons. These state- 
ments of yours concerning the field 
have a definite news value in your 
town. Try to take pertinent facts of 
the industry and localize them. In 
other words, find out how many elec- 

| tric refrigerators there are in the city. 
Compare these figures with 10 years 
ago, 15 years ago. There is a basis 
for a good newspaper story. Give the 
results of your survey to the papers. 
They will use it. In due time, if you 
keep this plan up, you will be looked 
upon as the unofficial spokesman for 
the electrical appliance business in 
your community. That will mean some- 
thing. 


14. Special booths at fairs and exposi- 
tions. 


Naturally you are planning a booth 
at the county fair, or at the next home 
show. Strive for something unique, 
unusual in your display. If the exhibit 
is eye-attracting it will probably be 
mentioned in the newspaper writeup 
of the affair. And here’s a tip: Have 
some pictures taken of the exhibit. The 
newspapers might use them. You never 
know. 


15. Participation in parades. 


Here is a public relations method 
made to measure for an electrical ap 
pliance dealer. In every parade there 


(Continued on page 186) 





“DEAR, LOOK AND SEE WHAT ATTACHMENT 
YOU’VE GOT ON THAT THING. | THINK YOU'VE 
WAXED THE FLOOR.” 
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your customers will like the new 


HOOVER IRON 


(And how Hoover advertising is telling them about it) 





Retail, price 1145 includes excise tax 


—The new Hoover Iron is light in weight and 
well balanced. 
—lIts large Pancake Dial is easy to read and 
simple to operate. It gives the exact heat you 
want. 
—And with the Hoover Iron, all the iron irons. 
Every inch of ironing surface registers the same 
even heat. 

These advantages of the Hoover Iron will be 
told to millions of women in special Hoover 


Iron advertisements appearing in the October, 


ELECTRICAL 


MERCHANDISING—OCTOBER 


1 


’ 


November and December issues of Ladies’ 
Home Journal and Good Housekeeping. What's 
more, these advertisements will run in two 
colors, the first time the Hoover Iron has ever 
been presented in color advertising. 

The Hoover Iron is an outstanding product 
backed by persuasive, continuous national ad- 
vertising. Is it any wonder dealers are glad to 


Carry the Hoover Iron? 


THE HOOVER COMPANY 
North Canton, Ohio 


1948 
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IT WORKS BOTH WAYS 





“Same insulation GY 
they use in the 

best commercial 
refrigerator 
cases!“ 








“Same insulation 
they use in 
most home 
refrigerators 
today” 






































OWENS-CORNING 


FIBERGLAS THERMAL 


_,.a swell feature to have phn —one Mo 


...a swell feature to sell INSULATION 








*HBERGLAS le the trade-mark (Reg. U. $. Pat. OF.) for @ variety of products made of or with glass fbers by Owens-Corning Fibergias Corporation. | 
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How to Get Publicity 


ome CONTINUED FROM PAGE 184 =—— 


is always a need for bright, shiny 
floats. The appliance business lends 
itself to this medium. It’s not hard 
to form a pretty, eye-appealing float 
around the new glossy, glistening 
electrical appliances. These parade 
floats keep your name in front of the 
public. 


16. Hobbies of yourself, your em- 
ployees. 


Do you collect things? Have you 
models of old electrical appliances? 
These collections make wonderful 
news feature stories. They would also 
make a fine window display. 


17. Special talks to groups. 


Work up a special talk for the high 
school home economics class on the 
revolution in food preparation brought 
about by the electric refrigerator. 
Make plans for one of your repair 
experts to talk over the mechanical 
features of the latest electric appliances 
with the mechanical classes at the high 
school. These talks are good public 
relations, 


18. Safety awards to your em- 
ployees. 


Have any of your employees gone 
five years—or even 10—without a 
traffic accident? How about giving 
them special safe driving awards? It 
will hit the newspapers. 


19. Profit sharing plans. 


Maybe you have a special profit- 
sharing plan for your workers or a 
unique method of giving Christmas 
bonuses. The general public is  in- 
terested in this type of news story 
right now. Be sure the papers have all 
the facts. 


20. Anniversaries. 


It’s all right for a woman to forget 
her birthdays—but an electrical ap- 
pliance establishment shoudn’t! Plan 
something special for each birthday 
of your firm—an open house, special 
party, etc., etc. These affairs will 
merit a story in the papers. 

Well, there they are—20 ways to 
get and keep your firm’s name in the 
news columns of the papers. Each of 
the above suggestions is a legitimate 
way to get publicity. Try them out. 


They will pay off! End 





“WHERE CAN | BUY THE KIND OF BREAD THAT 
JUMPS OUT WHEN IT’S TOASTED?” 
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/A BIG MONEY-MAKER... 


FOR YOU THIS FALL 








SAVE WORK 


SAVE TIME ...SAVE MONEY 
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Only $1 9-95 DELUXE MODEL 
Long-life, slow-speed motor 
Adjustable, aluminum shaft and dasher 
Sanitary —easy to clean 


STANDARD MODEL $16-95 
Black motor. No switch in cord 
Prices slightly higher west of the Rockies 


Gem Dandy Electric Churn may be 
used with owner's crock or with Gem 
Dandy Duraglas Churn Jar,sold sep- 
arately. 3-gal. $2.75, 5-gal. $3.50. We 
recommend 5-gal. With it. you can 
churn any amount from 1 qt. to 44% 
gals. by adjusting dasher. 


ie 


GEM DANDY 
ELELFIRIL 
CHURN 


CHURNS WHILE VOU REST 


It’s amazing how easy if is to churn the 
finest butter with Gem Dandy Electric Churn. 
At correct temperature (66° to 70°), cream 
churns in a few minutes, whole milk in about 
15 minutes. But best of all Gem Dandy Elec- 
tric Churn needs no attention — just flip the 
switch and go about other things. NO MORE 
DRUDGERY — it's really fun to churn with 
Gem Dandy Electric Churn. Buy your Gem 
Dandy Electric Churn today. Sold by prac- 
tically all hardware and electrical appli- 


ance dealers everywhere. 








If your dealer can’t supply, mail coupon for free 
descriptive booklet. 
Alabama Manufacturing Company, 
Dept. A-88 Birmingham 3, Ala. 


Send booklet describing Gem Dandy Electric Churn. 


Address 





Dealer's Name 
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Our big Fall National 
advertising campaign in: 
FARM JOURNAL 
CAPPER’S FARMER 
THE PROGRESSIVE FARMER 
SOUTHERN AGRICULTURIST 
SOUTHERN PLANTER 
Total circulation 6,347,035 


will step up demand for Gem Dandy Elec- 
tric Churns—the largest selling electric 
churn in the world. 


Get ready for big Fall and Winter business 
on Gem Dandy Electric Churns now! More 
than 3} million farms are already electri- 
fied. The farm market has more cash and 
more income than ever before in history. 


Gem Dandy Electric Churn is a BIG 
VALUE. WE ARE STILL MAINTAIN- 
ING OUR PRICES SET IN 1946. 


Gem Dandy is A BIG MONEY-MAKER. 
It carries one of the biggest margins of 
profit of anything you handle. Order 
today from your distributor. Immediate 
deliveries. 


ALABAMA MANUFACTURING CO. 


Birmingham 3, Ala. 
Deluxe Model Retail Price 
Recommended Dealer’s Cost 
Standard Model Retail Price 
Recommended Deaier’s Cost... .. .$11.02 


Gem Dandy Electric Churn may be used with owner’s 
crock or with Gem Dandy Duraglass Churn Jars, 
which retail for about: 


© 


3-gal. $2.75; 5-gal. $3.50 


All prices slightly higher 
west of the Rockies 
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© 1948, Belden Manvfact ring ¢ Chicage 


The Belden Line of Complete Cords 
NOW AVAILABLE FOR DEALERS 


Corditis-free Replacement Cords for lamps and appliances 
Extension Cords and Cordlites 
Portable Outlets, the “Under-the-rug Cords” 


Ask your Belden Jobber 


OCTOBER 





Display School 
es CONTINUED FROM PAGE 57 oem 


Racine, illuminating engineer for B. C 
Electric, was in charge. 

Up to June Ist, 86 appliance dealers 
had taken advantage of the display 
training course. From their studies 
and classroom practice, these dealers 
had gone back to their stores ready to 
put to use these principles of store dis 
play covered by the course: 

1. The importance of the copy. The 
dealers had learned that the copy 
must be decided before any attempt 
to decide on the idea or theme oi 
the display. 

2. Sources of good copy. It has been 
recommended to the appliance 
dealers that newspaper and maga- 
zine advertisements contain ex- 
cellent professional copy that the 
dealers can rearrange to suit the 
appliance they wish to display. 

. The tmportance of the thumbnail 
sketch. They had been shown how 
a rough thumbnail sketch of the 
theme and arrangement of the 
display can be of great help as they 
work on the building of the dis- 
play. 

.The use of portable bases and 
panels. The dealers had been 
shown that they needed the bases 
to raise the appliances to eye-level 
and to allow the passerby to see 
all the appliances on display. The 
use of the back panels in contrast- 
ing colors to add glamor was 
emphasized. 

. Composition of the display. They 
were shown three types of display 
balance: a. Symmetrical Design; 
b. the more interesting Offset De- 
sign; c. Perspective Design 

6. Recommendations on color. Deal- 
ers had been shown the effect of 
using contrasting pastel shades to 
make the appliance stand out. 

. Recommendations on window and 
store lighting. The engineer had 
shown them the proper uses of 
both incandescent and fluorescent 
lighting sources. 

. The use of imexpensive display 
materials. Dealers had been shown, 
as an example, an effective win- 


tap 


~ 


wn 


=y 


* 


dow display using building bricks, 
stovepipe and old boxes They 
had been told that if they added 
imagination to their new knowl- 
edge of copy, color, balance. ete... 
they could make effective displays 
with colored paper, cards and the 


objects around the store 
Follow-Up Service on D/splay 


The efforts of John Taylor. Bill 
Bitcon and the others in the B. C. 
Electric’s organization do not stop 
when the dealer leaves the classroom at 
the end of the display training course. 
Nor are their efforts to improve appli- 
ance dealers’ window and floor dis- 
plays confined only to those dealers 
who have attended the training course 

As a supplement to the monthly bul- 
letin issued to the appliance dealers 
in the B. C. Electric service area, there 
is a single-sheet “display bulletin” 
which offers three suggestions for 
timely displays which dealers could use 

(Continued on page 190) 
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: > >_> > When yov sell 
n 
ce Recall 
you sell the Best! 
“ And you can prove it to every prospect aseemes comes into your store 
1e because the beautiful all-new LONERGAN Fireside Consoles are 
years ahead in engineering design. Lonergan Fireside Consoles have 
” extra heating capacity—60,000 and 75,000 B.T.U.—and are the most 
iw . » 2 rs . 
veautiful and efficient console type heaters ever built, ave 
" beautiful and eff t le type heat built, They have the 
a revolutionary new Miniflow Pilot that burns 42 hours on one gallon 
v of oil—the famous Lonergan Hi-Temp Burner which gives 22.6% 
s- more heat per gallon of fuel on high-fire operation—the exelusive 
raft-O-Sta lat is preset a 1e factory and ig mever a 
; Draft-O-Stat that preset at the factory | ffected 
by weather conditions—the scientific Lonergan Heat Eeonomizer De- 
os sign which keeps the heat in the room and lowers ¢himmey temperature 
el by 300 degrees. These “years-ahead” Lonerganms eam be operated 
pe automatically with a thermostat. 
z Lonergan is the line for sales and profits. With Lonergan you have 
a features, beauty, and price all backed by a forceful national con- 
sumer magazine advertising campaign. 
y 
Ly 
1; 
= 
lusive Miniflow Pil 
: Exclusive Minifliow Pilot Burns 
of ¥ 
: il f Fuel 
42 Hours on 1 Galion of Fuel: 
id 
id ° ° ° ° ee ° fa bh 
of One of America’s leading universities in Che same tests proved that the Lonergan 
nt independent and impartial scientific heater (No. 4) on Pilot fire burned 
laboratory tests discovered that the — “mesas longona gallon of fuel as the aver- 
, Lonergan heater (No. 4) on high-fire oper- age of four other leading heaters tested. 
4 ation produced 22.6% more heat per gallon 1.7 times as long as heater #1 
n i" . ; > « ‘ ae » #* 
of oil than the average of four other 10.4 times as long as heater #2 
‘ : . 5.6 i ‘Ss as as »g #' 
\ leading heaters tested. ) times a long as heater 73 
0? nih 10. 1 times as long a s heater #5 
‘ 21°% more than heater ¢1 
sit men cr 2 ARAN MARUFATURIG COMPAR 
29.89 more than heater ¢3 
“a 15.59% more than heater #5 Albion, Michigan 
COS OSSSSSSSSSSSSSSSSSS SSeS ee eseesesesssesesssssessscssossssssers 
Lonergan Manufacturing Company, Albion, Michigan 4 Plus-—Featured 
Ml I want all the facts on fuel economy and heater efficiency. 
J 7 : 2 Here's a natural for floor traffic and 
; R Please send me proof of Lonergan’s amazing economy. 
ut 
: NAME 





a STREET 
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OUR RANGES HAVE 


THE ONE THING I INSIST 
ON IS wc 


UNITS 


BECAUSE SO MANY 
RANGE BUYERS 
WANT THEM 





“yom Coat’ lo Coal 
Mrs. RANGE BUYER is demanding the 


TK Vionotube 





against them. 


@ Yes, smart housewives from coast to coast have de- 
veloped a tremendous preference for easy-to-clean, 
easy-to-cook-with Monotube Units ... preference that 
makes it easier for you to se// Monotubes than to sell 


TK Monotubes have the exclusive swivel-action—a twist of the wrist raises the 
heating coil to a standing position for quick, convenient cleaning of the pan 
assembly, even when the unit is hot. And, Mrs. Range Buyer appreciates the FLAT 


coils (they remain flat for the life of the unit) 
that provide a larger utensil-contact area, insure 
faster cooking and greater heating efficiency. 
Capitalize on the preference for TK Mono- 
tubes. They’re made with the finest materials and 
workmanship—and they'/l help you sell ranges. 
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! 
GET BIG REPLACEMENT | 
PROFITS, TOO! 


TK Monotubes are now made for 
all types of ranges— old or new. 
Don’t overlook the profitable 
replacement field. Ask your 
distributor about the Monopack 
-and write us for Monotube 
Replacement Catalog 





MONOTUBE A cé20ca alone/ 





Display School 
oe CONTINUED FROM PAGE 188 eee 


effectively the next month. Each di 
play suggestion is presented as a thumb- 
sketch which shows the arrangement 
of the appliance, the copy panel and the 
“props”. In the illustration, or in 
more detail below it, are description 
of the materials used in the display and 
some hints on the colors to use and th 
methods of setting up the displays 
These monthly suggestions are pre- 
sented not as rigid designs but as idea 
which the dealer can adapt to the size, 
shape and locality of his store. Oc 
casionally the display bulletin will in 
clude in place of one of the three usual 
display suggestions an illustration of 
certain fundamentals in window and 
floor display technique which should be 
applied to all displays. At other times, 
rather than featuring displays of 
single type of appliance, the display 
bulletin will include a suggestion on an 
“electrical living” display to featur 
the many advantages of appliances or 
it may show how to display groups of 
traffic appliances or small radios. 
Then there are the services of W. J. 
Butler, the display consultant who 
served as instructor for the display 
training courses. His major job in 
the functions of Bitcon’s Dealer Serv- 
ices Section is to assist the appliance 
dealers in arrangement of effective ap- 
pliance displays on their floors and in 
their windows. He accomplishes this 
in two ways. At any time, an appli- 
ance dealer in that area may call for 
Butler’s assistance in designing a 
window or floor display. Butler will 
go over the sketch, make suggestions 
for improving the display by changes 
in color, copy, or arrangement, and by 
offering suggestions on how the dis- 
play may be simplified in either design 
or the use of materials. When this 
dealer has set up his window or floor 
display, or any dealer who has a new 
display, Butler is available for consul- 
tation on the results of the dealer's 
work. Using his knowledge and train- 
ing, Butler is able to give expert advice 
on the little changes here and there 
which will make the display more effec- 
tive as a means of producing more 
appliance volume for the dealers. End 





“| SEE WHAT YOU MEANT WHEN YOU SAID 
1T WOULD PAY FOR ITSELF.” 
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vy PLANNING and MEASURING 


made easier, more accurate 


mt INSTALLATION 


—covers every condition 


vy DISPOSER and VENTILATOR 


installations in detail 


ke COMPLETELY CROSS-INDEXED 








LOOK! — Every Planning and Installation 


Problem Explained as Easy as A-B-C! 


























1. Clear directions for fast, 
absolutely accurate planning 
and measuring—eliminate 
costly errors. 


2. Easy-to-follow instruc- 
tions for correcting all types 
of irregular walls and floors! 





woopD 
SHIM 











3. Detailed diagrams and 
copy show how to overcome 
off-true corners and all other 
structural defects! 
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4. All installation prob! 
including eticote—nade 
simple ond easy to overcome! 








1, 


lf You Sell KITCHENS 
YOU NEED THIS BOOK! 


(Regardless of what steel 
kitchen you handle) 


iN" 


My 
4 


NOW IN ONE BOOK—ALL 
INFORMATION NEEDED FOR FASTER, BETTER INSTALLATIONS! 


This is it—the book every American Kitchens 
dealer has been waiting for! A complete encyclo- 
pedia of everything you need to know about all 
phases of planning and installing steel kitchens! 
Not a stone is left unturned; every conceivable 
condition is clearly treated—with both drawings 
and text. Supply is limited, so send for your copy 
today—only $3.95 postpaid. 
Money back if not more than 
satisfied. American Kitchens 
dealers, and all other dealers 
desiring this valuable manual, 


. ° Please send me 
mail coupon at right, enclos- 


TABLE OF CONTENTS 


» Planning— including 16 basic guides. 

- Measuring Streamlined step-by-step 
procedure. 

- Plan-A-Kit— complete instructions on 
how to use. 

- Installation— Including offsets, furring, 
roughing in diagrams, etc 

- Installation Tips —Short-cuts for cor- 
recting all unusual conditions 

- Ventilators— Diagrammatic instruc- 
tions for wiring and installing 

- Disposers— How to install step by step. 


AMERICAN CENTRAL 
Div. AVCO Mfg. Corp., Dept. EM 10 
Connersville, Indiana 


copies of your new Installation Manual 
at $3.95 each, postpaid. Enclosed is $ 


fo cover. 





ing check or money order. 


t handle the following steel kitch 








“a 


NAME 





ADDRESS. 





HMETCHERNS 
STYLED tm STEEL at 


ZONE STATE 





AMERICAN CENTRAL—Division AVCO 
Manufacturing Corp., Connersville, Ind. 
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*% WARM COMFORT QUICKLY * LIGHT WEIGHT 















The FAN-GLO 





; Convenient handle 
HEETAIRE with on top makes the 
its TWO Neo-Glo Ae x“P compact FAN-GLO 

lements »roduce epee, \\— . 

sa € + duce You's: 3 HEETAIRE easy 
ot infra-red rays \- eects to carry Take it 
instantly, The quiet a a a to where WARM 
fan forces heated COMFORT 
air to the area of QUICKLY is 


use at once wanted, 


BOTH KINDS OF HEAT *& BUILT for YEARS of SERVICE 
















The first heater in 
the world to give 
both — the com 
bination of hot, 
abundant, 


Both heating ele- 
ments suspended in 
floating mountings 
permit flexible ex- 


scientifi- pansion and = con- 





cally - reflected, in- traction—and heat 
fra-red rays plus evenly — thereby 
fan-forced heated increasing their 


air. long life. 


THREE HEATING SPEEDS * TROUBLE FREE DESIGN 



















Only th . 
The new portable nl the finest _ 
. =< teria ‘ é 
FAN-GLO_ HEET- Spa BON ci 
manuf; 
AIRE permits the : sash sagt 
whose priceless as- 
use of three heat- 


set is his imtegrity 
ing speeds control- . 2 


— can p 
led by two conveni- can produce this 





ently located swit- poner ogy — 
ches A sortable some ‘ INISHEeC 
FAN-GLO HEET- 


heater exclusive AIRI 


* DESIGNED FOR SAFETY SELLING PLAN 





Even baby's hands 
can touch the Cas- 
ing there are no 
hot spots! Bulging 
guard assures com 
plete safety. FAN- 
GLO HEETAIRE 
is Underwriters ap- 
proved. 


MORI PROFITS 
for you be- 
its backed by 


powerful 


caus 
merchan- 
dising and advertis- 
ing ammunition 
that’s loaded with 
“come and get it” 





sellsmanship! 


ae”. 










gat O8 4 Miiung o 


COMMENDED ‘° 
by G 
PARENTS’ > Guaranteed by > 
MAGAZINE Good Housekeeping 
* ow e 


45 apyransto HES 





Write, wire or phone your sup plic r — he’s all set to 
help you make more sales — more profits. 


MARKEL LA SALLE 


LIGHTING PRODUCTS, INC. 


ELECTRIC PRODUCTS, INC. 





145 SENECA ST @ _ BUFFALO 3.N. Y. 
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Stokers by the Carload 


The Champion Coal Co., Pittsburgh, sold 
718 automatic coal stokers in the first 
8! months after it received its franchise 


HAMPION Coal Co. of Pitts- 
burgh, retailing subsidiary of Pitts- 
burgh Consolidation Coal Co., world’s 
largest producers of coal, is riding the 
crest of a remarkable retail stoker 
operation 
Figures released by the Pittsburgh 
Bureau of Smoke Prevention show 
there were 1176 stokers installed in 
the city during 1947. Of that number 
Champion installed 598, or about 51 
percent of the total, and all within a 
less than 
cording to Arch H. Waugh, president. 
Champion accepted a franchise to 


sell Winkler domestic, 


period of nine months, ac- 


commercial and 


industrial stokers in the Pittsburgh 
area late in March of 1947, and the 
first installation was made April 15. 


From that date until December 31 the 
company’s retail stoker division in- 
stalled a total of 718 Winklers in 
Pittsburgh proper and suburbs. 

“We budgeted our 1948 anticipated 
stoker sales at a considerably higher 
rate than last year, and are expanding 
the department accordingly,” said Mr. 
Waugh. “Sales during the early 
months of 1948 have kept pace with 
our budget, and we are optimistic that 
our goal will be reached, and perhaps 
surpassed,” 


Stokers Boost Coal Sales 


Last year Champion’s stoker coal 
sales increased an average of 1000 tons 
per month. Sales of all grades totaled 
800,000 tons, and in January of this 
year hit 120,000 tons, best single month 
During the 
winter peak more than 200 trucks were 
making Pittsburgh and 


suburbs 


in the company’s history. 


deliveries in 
from the firm’s seven coal 
vards, 

The company entered the stoker re- 
tail field wholly from scratch, Office 
space was provided at the company’s 
downtown coal sales headquarters, 409 
Wood Street, and a quonset type build- 
ing, 40 x 100 feet. was erected at Yard 
No. Two, 1300 West Carson Street, 
stoker shipments trom 


the factories of U. S. Machine Corp. 


to warehouse 


at Lebanon, Ind. 

The first sales meeting was 
conducted April 10 last year, with 
\. M. Guenther, Winkler district sales 
manager for the Pittsburgh area, as- 
sisting in organizing the department. 
W. M. Sullivan, who was installed as 
Champion’s stoker sales manager, was 
the only factory-trained member of the 
staff. Five days later the first stoker 
was installed, and 16 more were in- 
stalled by the end of the month. July 
sales jumped to 170. 

Four men with no previous stoker 
selling experience sold 400 units in 
eight months. William G. Jens, who 
was “loaned” by the parent company, 
Pittsburgh Consolidation Coal, sold 
131 Winklers; C. J. Walsh, 105; Ralph 
Patton, 103, and Don Campbell, 101. 

Installation and service crews, now 
n charge of R. L. Heckman, have been 


stoker 
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DRIVING FORCE behind the 


phe- 
nomenal stoker sales success of the 
Champion Coal Co. is its president, Arch 
H. Waugh. He is confident that 1948 
will see a new record in sales. 


thoroughly trained. Last February. 
Champion chartered a bus and sent 25 
of its stoker staff to the Winkler plants 
for special briefing on new sales 
methods and product improvements 
which include a new universal angle 
for difficult domestic installations, and 
the new Winkler suspended hearth 
adapter assembly which cuts installa- 
tion time, reduces coke tree formations 
and contributes to longer life of the 
retort and tuyeres. 

Pittsburgh now has a strict Smoke 
Control: Law. An ordinance affecting 
commercial and industrial heating 
plants went into effect in the fall of 
1946, and an ordinance regulating do- 
mestic heating became effective last 
October. Many in the city this past 
winter said, “It is noticeably cleaner 
many sources of smoke 
have been eliminated.” 


because so 


Stoker Coal Saves Money 


During the 1947-48 heating season 
a conservative average price of coal 
for handfiring (grades 
legal fuels under the new Smoke Cor 
trol Law) was approximately $15 per 
ton. Champion retailed stoker coal to1 


— 
39./5, 


classified as 


a saving of $5.25 per ton, a1 
each Winkler buyer 4a 
supply of coal ample for his wintet 
needs. 
“This 


every 


guaranteed 


> 


conformed in 
new ore ince, 


coal 
with the 
and thanks to the automatic stoker pro- 
vided a more even and cleaner heat, 
thermostatically controlled,” said Mr. 
Waugh. “Records are legion that 
stokers burn less fuel than handfired 
heating systems, but assuming the same 
tonnage was burned this winter, Pitts- 
burgh homes which used 12 tons by 
handfiring saved a total of $62.75 on 
their fuel bills by installing a Winkler 
and had none of the inconveniences 
caused by old-fashioned firing methods. 
We anticipate that in time, thousands 
of Pittsburgh residerts will share om 
enthusiasm for automatic coal heat.” 

End 


stoker 
way 
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HEAT LAMPS 


in the 


) Mew Demonstration Tackage 


Professional (Ruby) model 
Ma HEAT LAMP and FIXTURE 


A therapeutic lamp designed specially for use in treating 


































sinus and nasal congestion. “Ruby” filter fused inside lamp 
transmits maximum infra-red, holds back the “visible” 
light. Excellent source of local heat for muscular aches and 
pains due to over-exertion. 

A complete unit. The handiest appliance made—it stands 
anywhere, hangs anywhere — built-in clip concealed in 
base, clamps on furniture for instant use. U. L. listed. 


Iai) \4 infra-red HEAT LAMPS 


Low-glare filter fused in glass. Standard screw 
base fits any socket, uses AC or DC current. 


A MODEL FOR EVERY PURPOSE — 
A PRICE FOR EVERY PURSE! 


PENETRAY | wi! i 
Fixture Alone 


PROFESSIONAL MODEL — High infra-red trans- 

mission Ruby glass reduces glare to absolute $595 $350 
minimum-—greater eye comfort—used around : 

the face and head. List List 


~ PYREX (HARD GLASS) MODEL — Recommended 3 4 9 5\s 290 


for use wherever moisture may come in con- 
tact with bulb. Red filter fused in glass cuts ; : 
out most visible light, lets through infra-red. List List 


CERAMIC MODEL — Attractive golden color 
makes an easy sale with women. Less glare. $399 $460 
Excellent for drying hair, fingernail polish, or 

general household use. List List 


























PACKING: Complete appliances, packed 6 to shipping case. Lamps 
alone, packed 24 to shipping case. 


PENETRAY CORPORATION -: TOLEDO 5, OHIO 
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newest and finest of them all... 











AVAILABLE IN Look into the ail new John Wood 
Electric Water Heater, for here is a 
triumph of sound engineering, quality 


construction and modern styling des- 
tined to mean more profitable sales 
10} |30) }40| |52| | 66 0 for you. In the heart of the heater is 


GALLON CAPACITIES the famous John Wood developed 
Electric Weld tank, hot dipped gal- 
vanized inside and out. Quick Action Thermostat controls water temperature. 
Chrome-Nickel Elements heat water directly. Magnesium Anode, on Deluxe 
models, retards corrosion. Rigidly tested to exacting specifications, these heaters 
bear a name famous for quality for more than 82 years. 
John Wood Deluxe Electric Water Heaters are backed by a liberal 10 year 
guarantee plan. Write for complete specifications and a specimen guarantee. 














John Wood Manufacturing Company, Inc. 
Conshohocken, Pa., Chicago 9, Illinois, Toronto, Canada 





























FOUNDED 1867 


John Wood and seven affiliated companies 
operate eleven plants producing 


WATER HEATERS GASOLINE PUMPS 
RANGE BOILERS TIRE INFLATORS 
STORAGE TANKS METAL DAIRYWARES 


Write for complete information and specifications 


JOHN WOOD AUTOMATIC Chili WATER HEATERS 
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With the Home Economists 





Utah Power & Light Emphasizes 


Ranges and Freezers 


*VELYN HANSEN, home service 
k, director, Utah Power & Light Co., 
It Lake City, Utah, writes that Utah 
ower & Light summer activities have 
luded many promotional demonstra- 
ns for dealers « 
nt featuring 


f electrical equip- 
mainly the range, 
igerator, water and home freezer. 
It is our plan always to have the 
ove appliances on the stage or 
emonstration area,” she said, “regard- 
of the item being featured, which 
most cases has been the range or 
ezer.” 
lhe demonstration, in every case, is 
eld in the dealer’s store, using his 
equipment, and he (the dealer) as- 
sumes all responsibility for inviting the 
homemakers, Miss Hansen further re- 
ports. Attendance has been very satis- 
factory under this system and requests 
jor demonstrations have been numer- 


ous, 
Fall Plans 


‘all demonstrations for the dealers 
. | 
i 


will feature the preparation and cook- 


ing of the less tender cuts of meats, 
with emphasis on helping combat the 
meat shortage and high prices, by pro- 
moting the purchase of the less tender, 
less popular cuts of meat. Advertising 
and promotion will stress the fact that 
longer cooking processes required to 
give tenderness and good flavor to 
these cheaper cuts can be done best 
with the automatic and deepwell fea- 
tures of the electric range, at the same 
time giving the homemaker and career 
woman more free time. 

Proposed plans for fall activities also 
include sales training classes for dealer 
sales people on the advantages of elec- 
tric cookery with special emphasis on 
the electric range. These classes will 
consist of two separate meetings—the 
first a discussion of the ten advantages 
tying in with the E.E.I. sales training 
course. And the second will be an 
audience participation type of meeting 
where salespeople can prepare and 
serve the _ food, 


thereby becoming 


familiar with the actual operation and 
advantages of electric ranges. 





PLANNING THEIR OWN DEPARTMENTS—The teachers enjoyed and benefited 
by setting up their own school laboratories with miniature homemaking equipment, 
as Esther Lee Bride supervises in the background. 


St. Louis Union Electric 


Holds Teacher’s Workshop 


3 ARLY in July the Union Electric 
Co. of St. Louis, Mo., held its 1948 
Homemaking Teachers Care and Use 
Electrical Equipment Workshop. This 
was the third of its kind to be given in 
the past two summers, according to 
Esther Lee Bride, director of Home 
Economics. 

Fourteen homemaking teachers reg- 
istered for the course, which lasted for 
five days from Monday through Fri- 
day. 
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The program was carefully planned 
around the teaching needs of the group 
registered, and covered such subjects 
as Planning School Homemaking De- 
partments; the Planned Work-Saving 
Electric Kitchen and Laundry; 
Planned Wiring and Lighting; and 
Demonstration Techniques. 

Two of the five days were spent in a 
thorough presentation of the three 
kitchen work centers: the storage cen- 
ter, involving the use of a refrigera- 


1948 


By ANNA A. NOONE 








Toledo University in June. 








LUCKY GIRLS: (Left) Howard E. Blood, presidert, Norge Div., Borg-Warner con- 
gratulates Mrs. Amber Ludwig, equipment editor of What's New in Home Economics 
on her luck in winning a Norge “Water Boy” portable electric water cooler, recently 
at the Midsummer Furniture Show in Chicago. (Right) Jacqueline Ramisch, Toledo 
dietitian, admires the Apex Dish-A-Matic she won recently at the American Home 


Economics Association Convention in Minneapolis. 


Miss Ramisch graduated from 








tor and freezer; the clean-up center, 
which includes the importance of hot 
water; and the cooking center, cover- 
ing the electric range, roaster, casse- 
role.as well as a complete tie-in of all 
trafic appliances. A whole afternoon 
was devoted to the home laundry. 

Union Electric has a complete serv- 
ice to homemaking teachers, which in- 
cludes 7 films, which are available with 
suitable projector, screen and operator 
on request. In addition to the films, 
Miss Bride said demonstrations, lec- 
tures and illustrated talks may be ar- 
ranged by request on school premises 
or in the Union Electric’s home 
economics departments for home eco- 
nomics and science classes, clubs and 
professional organizations and teachers 
groups. Subjects of these lectures can 
be on any phase of homemaking from 
lighting and planned wiring, to kitchen 
planning and care and use of electrical 
equipment and related subjects. 

Union Electric’s service also includes 
help in planning of complete home 
economics laboratories at any time. 

On the last day of the Workshop the 
teachers were given certificates of 
merit and a large envelope containing 
all the literature and materials avail- 
able for their use. 


Suggestions for Future Projects 


Two constructive suggestions made 
by the teachers attending were, first, 
that a workshop should be planned for 
one evening a week for a period of six 
to eight weeks during the actual school 
year, because so many other teachers 
of home economics would like to have 
this kind of training. And the second 
suggestion was that an_ Electrical 
Equipment Fair be held, not only for 


teachers, but for home economics stu- 
dents and school children on some 
suitable Thursday, Friday and Satur- 
day. They would like to have in this 
Equipment Fair as many different 
types and makes of equipment as pos- 
sible. 


“How to Wring Em” 
Instructions 


At a recent meeting in Auburn, Ala., 
Stella Mitchell, extension service home 
management expert, gave her audience 
six rules to avoid careless wringing 
which can damage both the clothes 
and the washing machine. Her recom- 
mendations were: 

1. Before putting clothes into 
wringer, fold them smoothly so the 
thickness is evenly distributed across 
the roll. 

2. Let the machine wring at its own 
pace; never try to rush the job by pull- 
ing or forcing pieces through. 

3. Large buttons or buckles should 
not go through the wringer; fold 
small buttons or other fastenings under 
a layer of the fabric before wringing 
so they will not scrape the rubber off 
the rolls or be torn off 

4. To keep small articles from stick- 
ing to one roll and being turned over 
and over, fold them inside a towel or 
other large piece before wringing. 

5. As soon as the laundry is finished, 
release the pressure on the wringer so 
that the rolls can separate. 

6. Wipe rolls dry before leaving the 
machine, or wash and dry them if they 
are stained by colored clothes. 

(Continued on next page) 
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APPLIANCE DEPARTMENT 





for greatest gift-season volume 


"Sorry, we're all out of them" is the 
last thing you like to tell a customer. 
But you don't want to find your 
shelves laden with overstocked items, 
either! 

Balancing your inventory is one of 
your most important, toughest 
problems--especially during the 
pre-Xmas rush. 


It's a lot easier to find the point 
of balance with the help of your 
near-by Graybar Merchandising 














not only knows your local market but 
is familiar with the experiences 

of other dealers in your area. 
Naturally, he'll urge you to order 
certain items--if he believes you 
Should. But he knows his only safe 
course is to give you sincere, 
well-thought-out recommendations. 
That's the only way he can be sure of 
your continued business. 


Remember, too, that Graybar's local 
warehouse is your quickest, easiest 
source of leading lines of electrical 
merchandise. When an unforeseen demand 
does arise, often Graybar can enable 
you to meet it without losing a sale! 

Your best bet for keeping a 
balanced inventory is to plan and 
buy "via Graybar". 


























HOW 70 BALANCE /NVENTORY 
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me We 


FOR FREE HELP, MAIL COUPON! 


48A3 
Graybar Electric Company, Inc. 


Graybar Building, New York 17, New York 

[] Please tell me what lines you distribute in my community. | 
am interested in [| traffic appliances [] major appliances 
C] radios. 


(] Have your local Merchandising Specialist call me about check- 
ing my fall inventory. 


Name____ 
Store__ 


Address__ 





City Zone___ State 











With the 
Home Economists 


oe CONTINUED FROM PAGE 195 =e 


Pioneer Economist 
Envisions Future at 90 


A pioneer in the teaching of home 
economics and the first woman emer 
itus professor at the University oi 
Wisconsin, Nellie Kedzie Jones re 
cently celebrated her 90th birthday 
keeping house for her husband, Rev. 
Howard Murray Jones, in their Madi- 
son, Wis. home. Looking back on a 
lifetime of helping others, no special 
observation of her anniversary was 
made beyond expressing her hopes 
for the future. 

“T have visions of every homemaker 
gaining more knowledge about foods 
and how they influence the lives en 
trusted to her care,” she told in 
newspaper interview, “and I look for 
ward to the many improvements which 
are constantly coming to make home 
life less arduous.” 


Personal History 


Entering Kansas State Agricultural 
College at 16, Mrs. Jones later becany 
a professor in the Kansas college 
where the department of domestic 
economy was being initiated as one of 
the first in the country. When she left 
Kansas 15 years later a new home 
economics building was being erected 
on the campus, the first on college 
ground for teaching home making, 
being named Kedzie Hall in her honor 
After establishing a home economics de 
partment at Bradley Institute, Peoria, 
Ill., she left in 1901 to become the 
bride of Dr. Jones, who was vice 
president of Berea College, Berea, Ky. 

In making a personal crusade to 
stimulate nationwide development of 
home economics, Mrs. Jones lectured 
in more than half the states. Tt was 
her work with the women of Wiscon- 
sin that brought her to the staff of 
the University of Wisconsin in 1918 
Retiring in 1933 after serving as state 
leader of home economics and home 
demonstration agents for 15 years, 
Mrs. Jones was the first woman at 
Wisconsin with the rank of full pro- 
fessor to be honored with an emeritus 
professorship. —MARTHA ALEXANDER 


Boston Edison Holds 
Electrical Fairs 


HE Boston Edison Electrical 
Fairs, which were conducted for 
28 consecutive weeks, from January 
through June, were a perfect foil for 
the home service department to show 
a wide range of skills and to play a 
definite contributing part in furthering 
company relations with manufacturers, 
dealers and our 400,000 customers,” 
writes Emma Maurice Tighe, home 
service director of Boston Edison Co., 
Boston, Mass. 
The thing the home service girls of 
Boston Edison did, was to give a 
(Continued on page 198) 
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“... THE FINEST NAME IN CLOCKS” 


They're style leaders. Authentic Seth Thomas* electric 


Y aA clocks are smartly designed . . . beautifully made and both 





traditional and modern models appeal to men and women 


who appreciate fine things. 


They're top quality. Every Seth Thomas is engineered to 
rigid specifications by craftsmen. Only the finest of choice 
woods and the very finest machine parts are used. No com- 


promise with quality here. 


They've a fine reputation the world over for accuracy, 
dependability and long. faithful service. For more than a 
century and a quarter—since 1813—thousands have con- 


sidered Seth Thomas “the finest name in clocks.” 


They meet every need. Dealers know that with the full Seth Thomas line on their 


shelves it is possible for them to satisfy the desires of every customer. There’s a Seth 


Thomas style for every room in the home . . . for the office. Note the models at the right. 


They re attention-getters that even have the “feel” of quality. 


They're nationally advertised. Phe biggest 
campaign in Seth Thomas history of consistent 
advertising now includes dramatic full pages in 
The Saturday Evening Post. Additional ads fea- 
turing popular models appear regularly in a list 
of favorite magazines read by more than 
21,300,000 likely buyers. 

And...they're prestige-building. Seth 
Thomas clocks identify the dealer as “‘the finest 


store in town” . . . specializing in merchandise 
of the finest quality. Today—as a result of con- 
structive policies maintained throughout the 
years—Seth Thomas dealers recognize that it’s 
good business to feature these clocks promi- 
nently. Why not plan now to show selected 
models in your own store displays and adver- 
tising? Write for free newspaper ad mats. Seth 
Thomas Clocks, Thomaston, Connecticut. 


*REG. U. S. PAT. OFF. 
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PRESTON $51.00 





BAXTER $29.75" 
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a /P pened Watete nt clocks 


A PRODUCT OF GENERAL TIME INSTRUMENTS CORPORATION b a ‘ ‘ S 
| Recommended retail prices (subject BROOKFIELD $84.00 
to change) including Federal tax. 
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Extra Profits Between Now 
and Christmas 


The Steber Lighting Units selected for this timely profit package 
include the big-selling nationally advertised Floralites, and the 


fast-moving, popular sizes of Steber Utilites,—lamp holders 


for PAR 38 flood or spot lamps. 





Floralites Outdoor 


Utilites 
Also with deco- 
rative amber, blue, 
green and red lenses 


in amber, bive, 
green and red for 
special Xmas 
decoration 


Holiday Cheer Round the Year 





Millions of readers of The Saturday Evening Post, Better Homes & Gardens 
and Popular Mechanics have read about Floralites, the new garden and out- 
door lighting units .. .They can be sold and used now and early spring and 
useful at Christmas time for beautifying the evergreen 
home decorations ... A pair of Steber Floralites 


are particularly 
outdoor 
makes an ideal Christmas 


Steber Utilites 


trees and other 
gift. 
(two million in use) are included because of their grow- 
ing use for outdoor flood or spot lighting around homes, driveways, paths, 
etc. The No. 2X has colored glass lens and snap-on lens 
holder rim,—amber, blue, green and red lenses being included in Assortment 
Package XI. Two No. 2SO Utilites which complete the assortment are 
imilat equipment. 


heat-resistant 


but without the colo 
Let colorful window and store 
Display and Banner sell Flor- 
alites for you. Free with the 
“Package of Profits,’ 
ment Xl 


Order Steber Christmas Assortment XI Now 


Display these attractive units 


Cash in on big Christ 


mas trade. A pair of Floralites ideal 


Christmas gift. Or a pair of Utilites. People are look 


makes an Assort 

ing to get away from stereotyped Christmas gifts 

ready to buy YOU, if you make an attrac 

tive display Yhrawney 
For extra profits, put up the Free Window and 














from 


Counter Displays as soon as possible. Order the 
Steber “Package of Profits’’—Assortment XI! from 
your wholesaler lf delivery is not made 


promptly, write or wire us 


STEBER MANUFACTURING CO. 
2700 Roosevelt Road 
Broadview (Maywood P. O.), Illinois 





The Ga rdenLight 
De? 6-8 iy, = 





PAGE 198 





With the Home Economists 





school of electrical homemaking each 
day from 2 to 3:30 p.m., with emphasis 
on the electric home freezer. Ranges, 
roasters, mixers and the complete auto- 
matic home laundry were also in- 
cluded. 

The complete entourage included 
about 30 exhibits, and moved from 
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town to town each week with smooth 
efficiency. Miss Tighe reports. 

“And they proved a fine medium 
for projecting new home econo- 
mists into the picture in subordinate 
capacities, which later developed into 
top-flight performance,” she con- 
cluded. 


NEW JOBS DEPARTMENT 


Motor Products Corp. 





RHEA SHIELDS 


Rhea Shields has been appointed di- 
rector of the home economics depart- 


ment, Deepfreeze Division, Motor 
Products Corp., North Chicago, 
Illinois. 

Miss Shields was formerly home 


economics director of the Carrollton 
Manufacturing Co., Carrollton, Ohio, 
where she was in charge of the com- 
pany’s test kitchen, its field demon- 
stration and other home economics 
activities. 

An _ Indiana 
with additional training at 
and Western Reserve, Miss Shields 
worked with the extension 
staffs of Purdue and Ohio State Uni- 
versities. 


University graduate, 


Cornell 
has also 
During the war she served 


as cafeteria hostess and dietitian with 
the army. 


Whiting Corp. 





GERTRUDE FOSTER 


Increased activity of dealers and 
distributors in arranging demonstra- 
tion dinners for the Whiting Food 
Freezer, is reflected in the continual 


OCTOBER 1, 


enlargement of the Whiting demon- 
stration staff. 

Most recent addition to the staff is 
Gertrude Foster, who will have charge 
of Whiting demonstration dinners in 
Illinois, Indiana, Kentucky, Michigan 
and Ohio. 

Following graduation from the Uni- 
versity of Minnesota with a degree 
in Home Economics, Miss Foster 
spent five years teaching in the Minne 
sota schools. From 1942 to 1947, she 
was home management supervisor ot 
the Federal Housing Administration, 
with offices in St. Paul, Minnesota. 


Perfection Stove Co. 





MARY RYAN 


As its new director of home eco- 
nomics, Perfection Stove Co. has ap- 
pointed a specialist in the gas and 
electric fields—who for the past four 
years was home service director of the 
New York State Electric and 
Corp. 

A graduate of the College of Home 
Economics of Syracuse University, 
Miss Ryan’s first business experience 
was with the Wesson Oil Co. In 1936, 
she became associated with the New 
York State Electric & Gas Corporation 
working, successively, as home service 
representative out of the Geneva, 
Ithaca, Newark, Cortland, Elmira and 
3inghamton offices. Early in 1944 she 
was appointed home service director, 
with headquarters in Binghamton, 
Mm. Y. 

Miss Ryan is a member of a number 
of business and professional groups, 
including the American Home Eco- 
nomics Association and its affiliate the 
Home Economists in Business Group. 
She also has served as president of the 
Southern District of the New York 
State Home Economics Association. 


Gas 
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A BIG FALL AND WINTER PROFIT BUILDER! 


Continued fuel shortages will keep electric 
auxiliary heaters in strong demand this fall 
and winter. So be wise . . . be ready with 
America’s finest portable room heater—the 
CO-Z-AIR 

In the CO-Z-AIR Portable Electric Radi- 
ator you get the features that make selling 
casy—smart style, high efficiency, greater 
safety (no water, steam or exposed heating 
elements), economy, and many more. And 
you'll be backed by 


NATIONAL ADVERTISING IN 
LEADING MAGAZINES; 
SELLING AIDS 


CO-Z-AIR advertising will reach 
millions of home owners through 
Better Home Gardens, House Beauti 
ful, House & Garden, and Electricity on 

Farm this fall and winter. Plenty 
of free dealer helps, too— folders, 
mailing cards, newspaper mats, 








posters, display cards and other pro- 
motional material to build your sales 
and profits. Act now. For complete 


information use the coupon below 


SOME DISTRIBUTOR AREAS 
AVAILABLE 


2 


FEATURES 





ry = — No Steam—No Contained Liquids Required 
Gs No Water 
; *| * Con ected and Rad ated Heat, without a fon 
ee to Carry 
we All-stee! Construction, but Easy to — il | 
) 


% High Capacity 


7 Time 
Fast Heat-vP - 
atts die —Clothes Drying Rack 


n 
nation Carrying Ha 


Enclosed Heat 


% Comb 
% Completely 
* Approved by Und 


ing Elements 





erwriters Laboratories 


$c No Moving Parts 


WO) S80), mc) dicle) & Miele) ate) e- Sale). | 
518 Jefferson Ave. Toledo 4, Ohio 


! , : 

| MORTON GREGORY CORPORATION ! 
; Dept. EM-1, 518 Jefferson Ave., Toledo 4, Ohio ! 
; Send us the CO-Z-AIR Sales Plan. We are [1] dealers [1] distributors. 
i : I 
i Name - —_————$ ___ ee | 
! 
1 Company 7 eee i 
i 

! Address Cit Zone State — J 
A,eseneneneranen _—<—__—— SS SS cS cS omni \ 
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Appliances in the Magazines 


WOMEN’S SERVICE GROUP 
Good Housekeeping 


“It Takes Hot Water” is the title 
of the October Good Housekeeping 
article by Helen Kendall and Robert 
Henderson. Written for two kinds of 
people—those who are frustrated by 
lack of hot water, and those planning 
a new home, there is some sound ad- 
vice in the subject of automatic water 
heaters. 

In “The Junior Washer—What It 
Will Do For You,” Virginia Carr 
gives her readers the benefit of the In- 
stitute’s findings in a recent study made 
of these washers. 

The mixer, waffle iron and the elec- 
tric roaster are also featured in this 
issue in three different articles com- 
plete with recipes—“Be Mixer Mind- 
ed” says using a beater is pure joy; 
“Waffles on Sunday” gives three new 
recipes for waffles; and “Entertaining 
with an Electric Roaster” lists a vari- 
ety of uses for a roaster. 


McCall's 


The fifth in Elizabeth Sweeney’s 
“This is How I Keep House” series 
appears in the October McCall's, and 
tells the story of a young couple in 
Dallas, Texas, who built a house so 
they could have a baby and filled the 
house with appliances which would 
give them time to enjoy the baby when 
it arrived. The equipment includes a 
baby washer, a refrigerator and a 
steam iron. 

Another article in the same issue, 
“There’ve Been Some Changes 
In Many of the New Vacuum Clean- 
ers,” illustrates these changes and im- 
provements pictorially 


Woman’s Home Companion 


The October issue of the Companion 
carries two spreads on a house called 
“Salt-Box Up-to-Date’. The interior 
views of this house include two of the 
kitchen and laundry with toaster, cof- 
fee maker and radio; in the 
kitchen; and a washer and dryer in 
the laundry. 

Another article in the same 


a ire ezer 


issue de- 
voted to the electric steam iron is en- 
titled “How to Keep Him Happy” by 
Betty Genger. It shows all the steps 
necessary to achieve a_professional- 
looking pressing job on a man’s suit. 


Ladies Home Journal 


“Kitchen Revival” is the title of 
Gladys Taber’s September story of 
how a kitchen owned by Elizabeth 
Dunn, novelist, was remodelled with 
the aid of the Journal staff. There are 
some interesting 4-color before-and- 
after illustrations. 

“Make Light of It”, by H. T. Wil- 
liams, shows in color a variety of table 
lamps suitable for all types of rooms 
and for every decor. 


SHELTER GROUP 
Better Homes & Gardens 


The electric range gets a big play 
in the October issue of Better Homes 
in a spread by Ida Ruth Younkin, en- 
titled “What's Cooking in New 
Ovens.” All the new improvements in 
electric ranges are included in this ar- 
ticle—double ovens, waist high ovens, 
illuminated ovens with peek windows, 
and automatic clocks, to mention a few. 

“How to Ventilate Your Kitchen,” 
in the same issue is an informative ar- 
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ticle on the type of ventilating fan and 
the proper place to install it, for best 
results. 

“Decorator Lamps for Small 
Budgets” by Marni and Harrie Wood; 
“What You Can Make with Pinking 
Shears”; and “The Handy Man” are 
three other fractional features all of 
which include appliances 

For record fans there are two col- 
ums of reviews, letters and ideas edited 
by Irving Kolodin. 


House & Garden 


“Science Changes the Pattern of En 
tertaining for People Who Stay At 
Home” in September House & Garden 
reviews the latest in radio, television, 
and long-record-players. 

In the Architecture section, the ar- 
ticle on “Where Two Centuries Meet” 
carries a page illustrating a country 
style kitchen which is equipped with an 
automatic washing machine. 

“How to Control Your Climate” dis- 
cusses all the various types of house 
heating available including electric 
heating panels in the ceiling, and elec- 
trical cables in walls. 


American Home 


“The American Home Planning 
Primer” also discusses heating in the 
September issue, and includes informa- 
tion on electrical house heating, the 
heat pump, as well as other types of 
house heating. 

Edith Ramsay in “Cooking-Dining- 
Planning-Play” shows how the trite 
breakfast nook can be made to take on 
a 3-fold life in the modern kitchen. 


FARM GROUP 
Household 


Ranges are reviewed by Elizabeth 
Shaffer in September Household, with 
features such as double ovens, auto- 
matic controls, deepwell cookers and 
built-in pressure cookers explained. 


Farm Journal 


“Build Your Own Frozen-Food 
Locker” says William Duke in Sep- 
tember Farm Journal, and he proceeds 
to give full directions. Plans plus a 
bill of materials required are available 
for 50 cents. 

In “The Farmer’s Wife” department 
there is a fractonal feature entitled 
“Around the Corner Cupboards” which 
shows how corner cabinets increase 
the efficiency in a farm kitchen. 


Successful Farming 


“Convenience for Sewing” features 
the sewing machine and all its attach- 
ments in a series of line drawings that 
make clear all the various parts of a 
sewing machine. 


Family Circle 


In the September issue of Family 
Circle there is a spread on vacuum 
cleaners entitled “Short Cuts With 
Your Vacuum Cleaner” by Jessie 
Bakker. 


SPECIALIZED GROUP 


What's New in Home Economics 


The Household Equipment Section 
of the September issue of “What's 
New” features the electric range in 
three articles: “The Basic and The 

(Continued on page 202) 
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in YOUR STORE — push 
these brands advertised in 
the October Journal! 


Apex Washers 

Bendix Automatic Washer 
Dexter Twin Tub 
Dominion Appliances 
G-E Irons 


Hamilton Beach Food Mixer with 
Mixguide 





Hoover Cleaners 

Hoover Iron 

Hotpoint Electric Range 

K-M Home Electrical Appliances 

Lewyt Vacuum Cleaner 

Motorola Television, Radios & 
Radio-Phonographs 

Norge Refrigerator 

Philco Freezer 

Philco Refrigerator 

Royal Vacuum Cleaner 

Simplex lroners 

Toastmaster Pop-Up Toaster 

Voss Washers 

Westinghouse Toaster 


| * 2? 1 of your women customers read the Journal—see the 


advertising of electrical appliances you sell to them in... Ladies’ Home 


MORE ADVERTISING DOLLARS ARE INVESTED IN THE OCTOBER ISSUE THAN IN ANY ISSUE OF ANY MAGAZINE IN HISTORY 
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Maintain Your Trade Relations 


No business is healthier than its trade relations. Today’s uncer- 
tainties place greater emphasis upon maintaining and strength- 
ening those ties that bind a manufacturer to his customers, to 
his prospective customers, and to other manufacturers engaged in 
the promotion of our industry. 


The January 1949 National Housewares Exhibit represents one 
of the most effective single steps a manufacturer can take toward 
maintaining his trade relations. It offers you literally thousands 
of sales contacts, plus opportunity to learn exactly the thinking 
and planning of your industry, at minimum expenditure of time 
and money. 





hu Extibit gor the Guyer -by the Manufacturer 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Incorporated not for profit) 


EXECUTIVE OFFICE: 
1402 MERCHANDISE MART, 222 NORTH BANK DRIVE, CHICAGO 54, ILL. 
TELEPHONE: DE 7-8585 
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Appliances 
in the Magazines 


ome CONTINUED FROM PAGE 200———— 


New in Electric Range Construction ;” 
“How Two High Schools Teach the 
Electric Range,” which describes meth- 
ods used at Proviso Township School 
in Maywood, Ill., and at the Com- 
munity High School, McHenry, III; 
and “Studying the Electric Range in 
a University Laboratory” which is 
an interesting account account of Ohio 
State’s household equipment division. 

“Coffee Makers” is a single page 
unit describing briefly the various 
types of coffee makers on the market. 

“Here’s How to Care for Wood 
Surfaces and Upholstery” includes 
practical suggestions for using an elec- 
tric cleaner and floor polisher. 


Parents 


In “Line-Up for Baby’s Laundry” 
Mrs. Ruby Littlefield, well-known 
authority on laundering gives step-by- 
step instructions for handling baby’s 
wash, and points out that while electric 
washers and automatic dryers do the 
tedious work, they can’t do every- 
thing. 





Mail Order Chains 
Up Catalog Prices 


With first-since-the-war listing of 
such house furnishings as _ refriger- 
ators, washing machines, electric 
ranges and ironers, Sears Roebuck & 
Co., through its merchandising vice- 
president, T. V. Houser, has an- 
nounced an average 1.7 percent in- 
crease in its latest catalog prices based 
on a study of 1,500 representative lines. 
Some 50 percent of the items sampled 
are unchanged in price from last 
spring; 33 percent are higher and 17 
percent are lower. The price increases 
are fairly distributed between hard and 
soft lines. Some individual items show 
a decrease from 2 to 8 percent, among 
them being electric heaters, radios and 
cotton yard goods. Prices in the new 
catalog are 5.9 percent higher com- 
pared with the fall and winter catalog 
issued last year. 


Ward's Shows Hard Lines Up 


Montgomery Ward & Co. in offer- 
ing its fall and winter catalog an- 
nounces prices of home furnishings 
are slightly higher, although the over- 
all average is slightly lower. Hard 
lines, particularly major appliances 
and some furniture, are more expen- 
sive this year than last fall and winter. 
Heavy farm appliances are now issued 
in a separate catalog. The fall book, 
with distribution of over six million, 
contains 1,160 pages with nearly 200 
devoted to home furnishings lines. 

Spiegel’s, in its 744-page fall and 
winter catalog, features nationally ad- 
vertised lines of housewares, a double 
page spread of brand electric and 
steam irons heading a 10-page section 
devoted to traffic appliances. Featured 
prominently are automatic toasters, 
Everhot and Nesco roasters, Dor- 
meyer, Universal and Knapp-Monarch 
food mixers, and Cory, Universal and 
Farber automatic coffee brewers. Two 
full pages go to six heaters ranging in 
price from $3.69 to $37.35, and the 
Universal and General Electric blank- 
ets at $38.95 and $39.85, respectively. 
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BINT 
AN EXTRA PUNCH 


TO THE SPARTON FRANCHISE! 


You saw Sparton originate its famous direct-to-dealer SCMP— 
Sparton Cooperative Merchandising Plan—back before the war, 
and start something brand-new in radio retailing. 





Then you saw this healthy method of selling radios snap Sparton 
dealers out of a retailing nightmare and bring them extra dollars. 


Now you're going to see the same with Sparton television . . . 

only more so because the years have added experience. For sensa- 

tional Sparton TV, with Automatic Brightness Control, is being 

distributed under the same SCMP—the same time-tested plan of 

direct factory shipments to one exclusive Sparton dealer in each 
community. 


Think how that puts you—the Sparton dealer—smack in the 
driver’s seat in your home town market. You can offer the top- 
quality deal in radio or television at a price that makes customers 
open their eyes and open their purses. . . but still leaves a generous 
margin for you! 





If you’re not a Sparton dealer, better take a good, close look at 
the details of SCMP now. Then ask if the exclusive Sparton fran- 
chise in your community is available. 


ARISTOCRAT. Sparton Credenza combines matchless Sparton 
television, AM-FM radio and phonograph in exquisite 
breakfront of matched mahogany veneers. Full 12-inch view- 
ing tube with 72-square-inch picture area. Automatic Bright- 
ness Control. Silent automatic record-changer. $ 95* 
Model 4900TV. List : 694 


ait 






TELEVISION MASTERPIECE. 
Brilliant TV receiver with 
exclusive Automatic Bright- 
ness Control. Check it against 
other makes on your floor 
for value and price. Full 54- 

uare-inch picture, 10-inch 
picture tube, 27 tubes. 
Greater accuracy in selec- 
tion with fewer gadgets. 
Beautiful cabinet in mahog- 
any veneers. A real sales- 


ker! . 
List. . $375” 


(Plus—installation and excise tax) 





(Plus —installation and excise tax) 


«ig: 


PERFECT COMPANION. Smart living room-mate for the 
television console. Versatile Sparton AM-FM radio- 
phonograph. New scratch filter, 10-inch concert speaker 
in hand-rubbed mahogany, walnut or blonde veneers. 
Fast, quiet, trouble-free record-changer. $ 95* 
Model 1040. List 229 






ne 


*All prices slightly higher west of Rockies. 
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See 


i —_— - : —_— 


Pe el 


ONE Sparton dealer in each community 
Check these profit-increasing features 


e One exclusive dealer in each community ¢ Direct factory-to-dealer 
shipment e Low consumer prices e National advertising ¢ Factory- 
prepared and distributed promotional helps ¢ Seasonal promotions 
e Uniform retail prices ¢ Cabinets from Sparton’s own plant 


RADIO-TELEVISION’S RICHEST FRANCHISE 


THE SPARKS-WITHINGTON COMPANY, JACKSON, MICHIGAN 
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—~F =| MARQUETTE 


Wes Refrigerator 


i Here's the refrigerator that has room for every- 
; thing. It has 11% square feet of shelf area 
arranged for maximum utility . . . with plenty of 
space for bottles. Lower shelf is 24 inches above 
floor ... mo stooping to get at contents. 

Check these Selling Features: 

GLASSWOOL INSULATION .. . full 3 inches 
thick in sides and door with 4 inch thickness at 
top and bottom. 

PANELYTE ... the new modern plastic insula- 
tion forms inside of door and door frame. 

LOWEST OPERATING GOST... results from 
good insulation and efficient refrigeration unit. 

DEPENDABLE TEMPERATURE CONTROL. . 
is conveniently located on lower front panel. 

FROZEN FOOD ... storage compartment holds 
18 pounds frozen food. 

QUIET yes, absolutely quiet. 
Hermetically Sealed Compressor with 
cooled condenser. 


Sell the COMPLETE Marquette Line 


All Marquette Home, Farm and Commercial Freezers 
and the New Marquette Refri |] = Designed to 
Attract Priced to i os Engineered for 
Efficiency. The Freezer Line incledes. Sixteen, Eight 
and Four cu. ft. Home Freezers, Sixteen and Eight 
cu. ft. Self-Serve Commercial Freezers, and Sixteen 
and Eight cu. ft. Self-Serve Beverage Coolers. Sell 
the Profitable Marquette Line .. . Write for details. 


_ m=) foot 


Write for Dealership Details 


MARQUETTE APPLIANCES, 


MINNEAPOLIS 14, MINNESOTA 
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NEW POSITIONS 





Silex Co. 





FRANK E. WOLCOTT 





LOUIS S. CHICK 


Frank E. Wolcott 
chairman of the board, Silex Co., 
Hartford, Conn., at a special meeting 
of the board of directors, according 
to a recent announcement. Associated 
with the company over 18 years, Mr. 
Wolcott has been sales manager, vice- 
president, and president of the firm. 

The presidency is now taken over 
by Louis S. Chick, who was also 
elected general manager. His previ- 
ous affiliations include Lever Bros. and 
Standard Brands, where Mr. Chick 
had wide experience in marketing, 
packaging, promotion, and distribu- 
tion 


has been elected 


Landers, Frary & Clark 


— ns ea kk 
4 het el 





ALBERT S. BROSS 


Albert S. Bross has been promoted 
to assistant general sales manager, 
Landers, Frary & Clark, New Britain, 
Conn., according to a recent announce- 
ment by Bret C. Neece, vice-president. 

Previously associated with the com- 
pany, in various sales capacities, Mr. 
Bross will now include activities deal- 
ing with the several sales divisions, 
branch offices 
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and field selling staffs. 


Minneapolis-Honeywell 
Regulator Co. 


Intended to supervise and coordinate 
advertising, merchandising and sales 
promotion activities, a new department 
of Minneapolis-Honeywell Regulator 
Co., Minneapolis, Minn., has been 
formed, it was recently announced by 
C. B. Sweatt, executive vice-president 

John R. Bergan heads the new de- 
partment as merchandising manager 
after 13 years’ experience in various 
capacities with the company. His most 
recent job had been eastern regional 
sales manager for the company’s Mod- 
uflow division. His new offices will 
be in the Minneapolis home district. 

At the same time, Chandler Murphy 
was appointed advertising manager 
and John A. Young sales promotion 
manager, the former succeeding Wil- 
liam B. Walrath. Mr. Young had 
been acting sales promotion manager, 
and Mr. Murphy was display and con- 
vention manager in the company’s 
promotion and advertising department. 


Motorola Inc. 





J. G. HOWLAND 





Vv. A. 


IRVINE 


Joseph G. Howland has succeeded 
Victor A. Irvine as advertising and 
sales promotion manager, Motorola 
Inc., Chicago, Ill., according to a re- 
cent announcement by Paul V. Galvin, 
president. Well-known in advertising 
circles for the past 20 years, Mr. How- 
land recently resigned as director of 
advertising for Domestic Appliance 
Division, Pressed Steel Car Co., Inc., 
Chicago, manufacturers of Presteline 
electric ranges. Previous associations 
include W. W. Garrison advertising 
agency and Stewart-Warner Corp. At 
the same time, Robert J. Flanagan 
was made assistant advertising and 
promotion manager. Mr. Irvine pre- 
viously announced his retirement be- 
cause of ill health after 16 years with 
the firm. 
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TWO GREAT NAMES 
















LOOK at these 


New 
STEAM-O-MNATIC 


STAINLESS STEEL 
(Mirror finished 
construction) 
EASIEST FILLING 
(A flick opens top— 
SUPER-HEATED STEAM AT ANY ANGLE 
(Provides uninterrupted flow and greatest 
volume of steam) 

BOTH A STEAM AND DRY IRON — Fully 
Automatic. 


i face... one dial 
PLUS Largest of any iron sur ; 
emcee te control...cooler handle...con 


centrated steam vents... etc. 


_ corrosion resistant 


fill in only 10 seconds) 







MBINE TO BRING YOU 


STEAM-O-MATIC 


The Only Steam Iron in STAINLESS STEEL 





We are pleased to announce that Rival Manufacturing Company 
now adds to their popular line of nationally advertised brands 
the original and world-famous Steam-O-Matic Iron, the greatest 
name in Steam Irons! The same Rival policy of high quality 
and service will continue. 


We would like for our many friends and customers to know 
we appreciate their kind letters and telegrams already received. 


We assure you that any interruption of service is 
only temporary, as a change in management 
and production of this kind inevitably 
causes delays. Your patience 
is deeply appreciated. 


Time 

~ ACT 
Feature Steam-O-Matic during the holiday season. 
National advertising tells women all over America 
the Steam-O-Matic story. There are already over one 


million Steam-O-Matic users. The new Steam-O-Matic 
is worth waiting for—production has started. 





Please send all orders and correspondence to 
Steam-O-Matic Division 


RIVAL MANUFACTURING COMPANY 


Westport Reed and Broadway Kansas City 2, Missouri 





ELECTRICAL MERCHANDISING—OCTOBER 1, 1948 


PAGE 205 





NEW POSITIONS 





Big SGE for 12,000,000 
t 0 see nl N at ond M (] Q (] 7\ nes El shri ha me 


all operations, a newly created post, 
Automatic Washer Co., Newton, Iowa. 
He will report directly to W. Neal 
Gallagher, president. Formerly associ- 
ated with International Telephone & 
Telegraph Corp., Newark, N. J. and 
Westinghouse Corp., Pittsburgh, Pa., 
Mr. Breckenridge joined the company 
in July, 1946, as vice-president in 
charge of engineering and research. 
He will continue personal direction of 
development work for the company. 


Victor Electric Products, Inc. 


Conda P. Boggs has been elected 
president, Victor Electric Products, 
Inc., Cincinnati, Ohio, subsidiary of 
W. L. Maxson Corp., engineers and 
manufacturers, it was recently an- 
nounced by H. A. Leander, president 
of Maxon. Mr. Boggs has resigned 
as vice-president of Sylvania Electric 
Products, Inc., where he had been 
since 1932. Previous affiliations include 
the National Lamp Works, Cleveland, 
Ohio, and RCA Radiotron Co., Har- 
rison, N. J. He joined Sylvania 16 
years ago as administrative assistant 
ito the president, later becoming di- 
rector of manufacturing. He was 
made vice-president in 1946. 








Philco Corp. 









GOWN BY CHAS. LANG 





2 Ovens... 
6 Burners 


Here’s the answer to every housewife’s problem at 
Thanksgiving. SGE’s big capacity, 2-oven, 2-broiler, 6- 
burner gas range takes the worry and scurry out of get- 





JACK CHERRY 





Jack Cherry has been promoted to 
sales manager, service and parts di- 


, a . +s . ’ | vision, Philco Corp., Philadelphia, Pa., 
2 Magic-Mirror ting Thanksgiving dinner for a crowd. And SGE’s na- pram Se nine Eee 
Doors tional advertising carries the story of this big SGE to over by James M. Skinner, Jr., division 
2 vice-president. Associated with the 
aan lial 12,000,000 readers of Good Housekeeping and Better company for 14 years, Mr. Cherry has 
ach of the two big , : 2 : a 
ovens of this big SGE Homes and Gardens—just at the right time to make the psa agg + lien hyper e 4 
nes the famous Magic- biggest impression. partment, supervision of radar-radio 
Mirror Door. Gleam field engineers, district sales repre- 
ing, hide-oven mirror BIGGER SALE— BIGGER PROFIT sentation, and field service supervision. 
becomes o see-oven 
window at the press of Get the benefit of this advertising. Display the Big Capac- 
the switch. It's magic . . . General Mills, Inc. 
hep-dnaiies:. «taba ity SGE in your window and on your store floor. Every 
: pam R 
as an extra SGE soles sale means a bigger profit to you. ae S (Gn to per aape nell Pose gM ve 
feature. Oe division, General Mills, Inc., Minne- 
= apolis, Minn., according to a recent 
announcement by A. D. Hyde, division 
vice-president. 
e e Mr. Imhoff was formerly division 
vice-president in charge of appliance 
sales. The division also manufactures 
STANDARD GAS EQU PMENT CORPORATION ' industrial packaging machinery and 
BAYARD AND HAMBURG STREETS - BALTIMORE 30, MD. — under a government 
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Exclusive 
z WATER SAVER 
” 
VAS WORD saves hot water—soap 
amed is Laundromat 
ye ot! 
post, 
lowa. 
Neal 
ssoci- 
ne & 
. and 
Pa., 
\pany 
it in 
sige Labels will turn into dollars when you display 
ny. Nationally Advertised Brands 
c. 
ected Labels are the best salesmen every 
lucts, retailer has in his store. Put them to 
er work, let them go after sales, It’s just 
an- this easy: Display the merchandise 
soar that is regularly advertised in big 
igned 
ectric national magazines like The Ameri- 
bw can Weekly. The people in 9,723,695 
‘land, families from coast to coast are look- 
“5? ing for the merchandise they see in 
stant these magazine advertisements. Dis- 
~ play it where they can find it and 
buy it. Would you like to know how 
many families in your community 
read The American Weekly?: Just 
send a post card to The American 
Weekly, Promotion Dept., 63 Vesey 
Street, New York 7, N. Y., and we'll 
tell you. 
The 
7 Display These Department Store Products WASH WORD 
Advertised in the Current Issues of is Laundromat 
The American Weekly 
ed to 
cos Auto-Lite Batteries. + Bond Flashlights & Batteries - More Millions Read 
ment Camfield Automatic Toasters * Delta Electric Lanterns The American Weekly 
a * Easy Washing Machines « Frigidaire - General Elec- Than Any Other Magazine 
y has tric Irons, Heaters & Heating Pads - Glamorug * Gold 
rgan- ° 
/- Seal Wax Cleaning Products + Heywood-Wakefield hy ee reaches we 
radio Baby Carriages * Holmes & Edwards Silverplate - ae nee eee eee ee ; 
epre- : any other national magazine. ; 
ision. Johnson’s Wax + Maytag Products + Motorola Tele- The American Weekly reaches 20% or more 
vision * Ronson Lighter Accessories + Siegler of the families in more cities and towns than 
Enamel Ranges « Simmons Beautyrest Mattresses any other national magazine. 
— * Simoniz + Westinghouse Electric Laundro- Read The American Weekly yourself. Look 
nical mat + Winchester Flashlights & Batteries. for the advertisements of America’s fastest 
‘inne- selling brands. 
ecent 
rision 
— The 
vision r) 
— WASH WORD A Hearst Publication 
a hihi 63 Vesey Street, New York7,N.Y. 


THE MAGAZINE DISTRIBUTED FROM COAST TO © 
COAST WITH 20 GREAT SUNDAY NEWSPAPERS * 
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s . This: advertise- 

) ment appears in 
<¢ the October is- 
“Psbes ‘of Popular 


2 


Here is the first advertisement in a 


new series for Hoover Motors 


It is a new kind of advertising in 


the electric motor held 


It takes a fractional horsepower 
motor apart—gives the man who 
wants a motor tne inside story on 


what makes this motor good 
The whole message says, right 


from the start, “Here's real, honest 


workmanship! 
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This is the kind of advertising that 
makes people want to buy Hoover 
Motors—and buy them from you, 
when you carry the Hoover Motor 
line. If you don’t stock Hoover 
Motors now, write us for details 


Electric Motor Division 
THE HOOVER COMPANY 
North Canton, Ohio 


HOOVER 
MOTORS 


NEW POSITIONS 








Coolerator Co. 


W. A. MacDONOUGH 


William A. MacDonough has been 
named manager, advertising and sales 
promotion, Coolerator Co., Duluth, 
Minn., according to a recent statement 
by Wm. C. Conley, Jr., sales manager. 
\ seasoned performer in electrical 
appliance advertising and marketing, 
Mr. MacDonough had been sales pro- 
motion manager, and, later, sales 
manager for the home appliance di- 
vision of General Mills. Other 
affiliations include Jam Handy, Gray- 
bar Electric Co., and Burr, Patterson 
& Auld Co 


Tele-tone Radio Corp. 


Seta) ae | 





M. M. SCHWARTZ 


Morton M. Schwartz has been ap- 
pointed general sales manager, Tele- 
tone Radio Corp., New York, N. Y., 
according to a recent announcement 
by John S. Mills, vice-president, in 
charge of sales and advertising. For- 
merly affiliated with Universal Camera 
Corp. for 10 years in addition to hav- 
ing been in the advertising agency field 
for nine years, Mr. Schwartz will be 
responsible for much of the sales pro- 
motion and distributor expansion pro- 
gram, 


Sparks-Withington Co. 


W. W. Wagner is the new assistant 
sales manager of the Sparton Radio 
& Appliance Division of the Sparks- 
Withington Co, He had been district 
merchandising manager in northern 
Illinois since March. His experience 
includes a four year period as mer- 
chandise manager of the appliance de- 
partment of the Lazarus Store in 
Wilkes-Barre, Pa. and considerable 
time as sales manager of the R. B. 
Wall Co., distributor. 
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Sylvania Electric Products Inc. 





D. H. TYSON 


Donovan H. Tyson has been ap- 
pointed controller and member of the 
finance committee, Sylvania Electric 
Products Inc., Salem, Mass., and Em- 
porium, Pa., it was recently announced 
by Don G. Mitchell, president. Mr. 
Tyson has been with the company since 
1946, previous to which he was affili- 
ated with the U. S. Pipe and Foundry 
Co., Burlington, N. J. 


Webster-Chicago Corp. 


John W. Walt has been named sales 
promotion manager, Webster-Chicago 
Corp., Chicago, IIl., it was recently an- 
nounced by W. S. Hartman, general 
sales manager. His new position calls 
for supervision of sales promotion of 
the full line of company products in- 
cluding wire recorders, record chang- 
ers, and phonograph needles. 

Mr. Walt’s previous associations in- 
clude RCA, Westinghouse and Asso- 
ciated Products, Inc. before joining 
his present company a year ago. 


Stewart-Warner Corp. 





J. 1. MINTEER 


James I. Minteer has been promoted 
to secretary, Stewart-Warner Corp., 
Chicago, Ill., according to a recent 
announcement by James S. Knowlson, 
president and chairman of the board. 
His appointment fills the vacancy cre- 
ated by the death of A. R. Benson. 

Previous to his appointment, Mr. 
Minteer had been assistant secretary 
and assistant treasurer since 1943. He 
joined the company in 1942 as fiscal 
officer at a government munitions plant 
operated by the firm during the war. 
His previous experience had been in 
banking, real estate and insurance. 
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General Electric Co. 





DR. WARD HARRISON, left, retiring 
director of engineering, Lamp department, 
General Electric Co., Nela Park, Cleve- 
land, Ohio, extends congratulations and 
best wishes to his successor, Willard C. 
Brown. 


Dr. Ward Harrison, international 
authority on lighting and director of 
engineering for the lamp division, 
General Electric, Nela Park, Cleve- 
land, has retired at the age of 60 after 
39 years with the lamp department. 
Willard C. Brown, his assistant since 
1945, has assumed the post. Mr. 
Brown, who has been with the com- 
pany 28 years in many capacities, is 
also widely known throughout the 
industry. 

Dr. Harrison has become a director 
of the American Coach & Body Co., 
Cleveland, and consultant for Curtis 
Lighting, Inc., as well as a director 
Other new activities include an as- 
sociation with the Thompson Electric 
Co., Cleveland, as well as a special 
assignment for the G-E lamp depart- 
ment. 

Through his work in illumination 
design, Dr. Harrison has contributed 
greatly to lighting practice in the 
fields of general illumination and 
street lighting 


Bendix Home Appliances, Inc. 
William A. Becker and Fred H. 


3iewener have been appointed western 
sales and Pittsburgh branch managers, 
respectively, it was recently announced 
by Lynn Eaton, director of districts, 
3endix Home Appliances, Inc., South 
Bend, Ind. 

First associated with the firm in 
1938, Mr. Becker has been divisional 
manager of the Pittsburgh, Cleveland, 
and Milwaukee territories as well as 
midwest regional sales manager. He 
will work with distributors in Los 
Angeles, San Francisco, and Phoenix 
besides supervising distributors in sev- 
eral other areas with the aid of the 
Seattle manager, Tom M. Hamilton. 

Mr. Biewener is widely known in 
Pittsburgh electric appliance circles, 


* 
S10? °° portant to you, Household families buy far more for the home! Seventy 


and has had varied experience in the | 


field of major appliances for many 
years. He has been affiliated with vari- 
ous distributors in Pittsburgh, and 
during the war, was general manager 
of Van der Horst, Inc., Cleveland, 
Ohio. 


Graybar Electric Co., Inc. 


F. F. Jaspersen has been appointed 
Washington manager, according to a 
recent announcement by J. A. Mayer, 
Atlantic district manager, Graybar 
Electric Co., Inc. New York, N. Y. 
Mr. Jaspersen has been associated with 
the firm for 15 years in various capaci- 
ties, 
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For an inside track 
to the Big Family Market... 
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Yes, the BIG families are waiting when Household comes to town. Three- 
fourths of HOUSEHOLD reader families average 2.3 children each! 
That these bigger families buy more goes without saying. More im- 


per cent are home-owners. They eat at home, play at home, entertain at 
home—that’s how it is in small cities and towns. 


Look- 
List? 


» * 
\ And now these big, home-owning families have more money to spend 
" a than they ever had before. Be there when they spend it! Take the inside 
track ... take Household! 


STOP... compare Household’s low cost per thousand readers! 


LOOK .. . look at the new Household format. Look at the 
Idea-Planned editorial pages—they back up Household adver- 
tisers with more than 250 “buy-ideas” per issue! 


LISTEN to this! . . . Household circulation has hit a new high of 
2,000,000—and advertising revenue is up more than 40%! 


Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine of alin for smal cities anid Touvd. 













last year...in a single 
30-day test— 


3,300 








FRESHND-AIRE 


ROOM CONDITIONER AND HUMIDIFIER... $5950 


1. Moisturizes the air correctly. 


2. Cleans, washes air; filters out 
dirt, dust, smoke, pollen. 


and this season 


3. Provides greater comfort at a 
lower room temperatures. Cuts W 7 i | i) e 
heating costs. 


4. Circulates air — without drafts. 


5. Simple, sturdy, trouble-free. No 
servicing headaches! 


even bigger 





Last year, the first national ads appeared—and then WHAM!— 
thousands of customers wanted the protection for health and 
home furnishings offered by Fresh’nd-Aire Room Conditioner 
and Humidifier. 

In one month, 3,300 people who could not locate Fresh’nd-Aire 
Humidifiers at their dealers—wrote Fresh’nd-Aire direct. More 
than 80% of these inquiries resulted in sales. 

Don’t “miss the boat” this season. Powerful advertising in The 
Saturday Evening Post and House & Garden will bring customers 
to you this year! 


COMPANY 


alle Street 


FRESH’ND-AIRE 


A Divis hicago I, illinois 


Export Sales: The A. J. Alsdorf Corp., Chicago I, |! 





rn 

' 
' 
‘ FRESH'ND-AIRE COMPANY . 
1 Dept. EM-108, 221 N. LaSalle St., Chicago 1, til. . 
*_* 
. Please rush full details of new Fresh’nd-Aire Room Conditioner. . 
' . . . 
. Have representative call {_] Just mail information ; 
' 
' Send complete advertising package H 
+ ’ 
‘ Name : 
: ' 
; Address : 
I 
ba City Zone State . 
5 — 
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NEW POSITIONS 








Frigidaire Div., 
General Motors Corp. 





F. E. LEHMAN 





A. C. FREIMANN 


Succeeding A. C. Freimann, who has 
been named general sales manager of 


Delco Appliance Division, General 
Motors Corp., F. E. Lehman, manager 
if the sales & service department of 
\eroproducts division, has been ap- 
pointed assistant commercial sales 
manager of the Frigidaire division. 
W. F. Switzer, commercial sales man- 
ager, made the announcement. 
With more than 16 years experi- 
ence in the sales and service fields, 
Mr. Lehman's initial association with 


Frigidaire dates back to 1931 
service technical division. 


in the 
Field con- 
tact representative on service problems, 
he was later in charge of service tech- 
nical literature for the field 
organization 


service 


In 1937, he became sales engineer in 
the commercial sales department, be- 
coming zone manager in 1940 as con 
tact for midwestern districts. 

Named manager of the sales & serv- 
ice department of aeroproducts in 
January 1946, he has remained in that 
position until his recent promotion 
with Frigidaire. 


Estate Heatrola Div., 
Noma Electric Corp. 


James F. Megrue has been appointed 
assistant advertising manager of the 
Estate Heatrola Div., Noma Electric 
Corp., Hamilton, Ohio, according to a 
recent announcement by Lewis W. 
Selmeier, advertising manager. 

Joining the company a year ago, 
Mr. Megrue has been functioning in 
his new position since January, 1948. 
His previous associations included 
Perry-Brown, Inc., Victor Electric 
Products, Inc. and the Art Reproduc- 
tion Co., all of Cincinnati, Ohio. 
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Westinghouse 


Electric Corp. 





H. W. SCHAEFER 


Harold W. Schaefer, 
radio and electronics engineer, has 
been appointed assistant manager, 
Westinghouse Home Radio Div., Sun- 
bury, Pa., according to a recent an- 
nouncement by F. M. Sloan, divisional 
manager. 

Mr. Schaefer had been in charge of 
engineering development and research, 
holding administrative, manufacturing 
and engineering positions in the divi 
sion. His new post will find him con- 
tinuing direction of product develop- 


experienced 


ment and research activities with 
headquarters in Sunbury, Pa. 
Before joining the company, Mr. 


Schaefer was responsible for the en- 
gineering manufacturing of the prox- 
imity fuse during the war at the ap- 
plied physics laboratory of Johns 
Hopkins University, Baltimore, Md. 

Starting his radio career in 1926, 
he adapted the dynamic speaker to 
production line manufacture in his ca- 
pacity as engineer for Majestic 
Grigsby Grunow. This made possible 
the mass use of the now universally 
iccepted radio speaker. 


Scientist Retires 


Dr. Lewis Warrington Chubb, di- 
rector emeritus, research laboratories, 
Westinghouse Electric Corp., Pitts- 
burgh, Pa., has retired after 43 years 
of scientific research for the company. 
The veteran scientist leaves behind him 
a record of outstanding contributions 
in nearly every field of science and 
engineering and has been awarded 
more than 150 patents covering in- 
ventions in radio, electronics, jet pro- 
pulsion, telephony, electrical equip- 
ment, radar and many other fields. 
During his long service with the com- 
pany, he has received nearly every 
major engineering and scientific honor. 


Public Relations Appointment 


Hobart C. McDaniel has been 
named manager, technical press serv- 
ice in the public relations department, 
Westinghouse Electric Corp., Pitts., 
Pa., succeeding Carl E. Nagel, who 
has resigned to join McGraw-Hill 
Book Co., N. Y. Mr. McDaniel will 
be in charge of the company’s publicity 
in technical and trade magazines. 

A graduate of Oregon State 
College, Mr. McDaniel served as com- 
mercial engineer with the Westing- 
house Lamp Division, Bloomfield, 
N. J., after having been lighting sales 
engineer with several utilities. Since 
1943, he had been with technical press 
service in the Pittsburgh office. 
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Bendix Radio Div. 
Bendix Aviation Corp. 


The appointment of J. F. Glover, 
member of the product design group 
during the past four years, as manager 
of that function, has been announced 
by E. C. Bonia, general sales man- 
ager, of radio and television, Radio 
Division, Bendix Aviation Corp., 
3altimore, Md. Mr. Glover will be 
responsible for the styling of all radio 
and television models as well as their 
appointments. 

A Virginia native, he graduated 
from the Carnegie Institute of Tech- 
nology, Pittsburgh, Pa., after which 
he practiced architecture and indus- 
trial design for a number of years. 
He is well known for his water color 
paintings and activities in the plastics 
design and engineering fields. Mr. 
Glover became associated with the 
company upon completion of his war 
service. 


Sales Appointments 


Four new appointments complete 
the national sales group organization 
for the radio division, Bendix Avia- 
tion Corp., Baltimore, Md., according 
to a recent announcement by Edward 
C. Bonia, general sales manager, 
radio and television 

James V. Cunningham is the new 
district merchandiser in eastern Mas- 
sachusetts and Rhode Island, operat- 
ing as Telerad Sales Co. The 
western Massachusetts area, including 
Worcester, will be under the direction 


of Louis Del Padre, who has had 
extensive experience in radio and 
major appliances. Roy P. Mul 


hausen, operating as Nelfran Co. in 
Denver, Col., will handle the Western 
area, where he has had wide ex 
perience in both radio and appliances, 
having sold automotive supplies 
throughout the territory. Luther C. 
Follmer has been appointed district 
merchandiser for Maryland and Dela- 
ware. 


Northern States Power Co. 





CARL T. BREMICKER 


Carl T. Bremicker, assistant general 
sales manager of Northern States 
Power Co., Minneapolis, Minn., has 
been elected vice-president in charge of 
sales at a recent meeting of the com- 
pany’s board of directors. He succeeds 
H. E. Young who has retired after 36 
years with the company, according to 
an announcement by B. F. Braheney, 
president. 

Born 49 years ago in Warsaw, IIli- 
nois, Mr. Bremicker was graduated 
from high school in St. Paul after 
which he enlisted in the Royal Flying 
Corps in the first world war. Direct- 
ing young people’s work at the Macal- 
ester Presbyterian Church in St. Paul 
for two years, he became associated 
with the company in 1924 serving in 


various capacities until 1942 when he | 


joined the Army Air Force. After the 
war he returned as assistant general 
sales manager which capacity he re- 
tained until his recent promotion. 


George T. Stevens & Assoc. 





DICK O. KLEIN 





CHARLES E. WISE 


Dick O. Klein has been appointed 
sales manager for the Presteline di- 
vision, George T. Stevens & Assoc., 
Chicago, Ill. according to a recent an- 
nouncement by George T. Stevens. 

Mr. Klein will be directing all sales 
activity on Presteline electric ranges 
now exclusively marketed through the 
Stevens organization since the recent 
sale of Presteline’s manufacturing 
facilities by Pressed Steel Car Co., Inc. 
Mr. Klein had been sales manager 
there under the former ownership. 

After 4 years in the Navy, Mr. 
Klein joined Presteline in 1945, rising 
rapidly to the top sales position in 
that organization in years. Before 
the war, he was associated with the 
sales promotion department of the 
Packard Motor Car Co. 


Regional Presteline Manager 


Charles E. Wise has been named 
regional manager, Presteline division, 
George T. Stevens & Assoc. Chicago, 
Ill., it was recently announced by D. 
O. Klein, sales manager. His territory 
will include the West North Central 
States with headquarters located in 
Omaha, Neb. 

Mr. Wise previously had been 
regional manager of the Eureka Divi- 
sion, Eureka Williams Corp. 


New Executive Named 


H. M. Switzer has joined George T. 
Stevens & Associates, Chicago, IIl., in 
an executive capacity, it was recently 
announced by the company. Mr. 
Switzer was formerly vice-president 
and general manager of National 
Stamping & Electric Works, prior to 
which he was associated with the 
Eureka Williams Corp. as comptroller- 
treasurer. 
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MOTOR 
DIESEL 





Spark is Versatile! 


The SPARK OIL BURNING HEATER burns not 
one, not two, but four grades of fuel oil. That is un- 
usual in oil heaters, most of which burn efficiently only 


one or two grades. 


Spark burns: No. 1, No. 2, No. 3 and motor 
diesel oil. Unusual as this versatility is, Spark does 
what is fully as important —it burns all of these 


fuels CLEANLY, EFFICIENTLY. 


Last winter, using common motor diesel oil, Spark 
oil heaters kept thousands of homes throughout the 
nation warm and comfortable. 

Fuel versatility is just one of many Spark fea- 
tures. Write for full information on the valuable 
Spark franchise. See what other dealers think of 
this versatile, dependable oil heater! 


Get set now to tie in with Spark’s big fall and winter 
advertising campaign. Powerful, frequent farm paper 
ads—free dealer mats—new, colorful literature — 


dealer assistance. 












Get all the facts! 


Fill in and mail 
the coupon. 


SPARK ..:.... HEATERS 





SPARK Stove Co., Inc., Dept. E-10 
2619 E. 12th St., Oakland 1, Calif. 


Gentlemen: Please send me complete information on SPARK oil 
burning heaters and your SPARK dealer plan. 


Name__ 





Firm 


Address 





‘ 


City ee aoe Le 
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FATHERS IN FRONT, sons in the rear, these officials of the Lappin Electric Co., 
Milwaukee, Wis., distributors, make up four father-son combinations. Left to right, 
seated: Walter Hintz, district sales manager; Sam Robbins, vice-president; David C. 


Lappin, president, and Edward T. Janecek, sales 





e division. Standing; 


the sons: Dick Hintz, sales promotion manager; Bob Robbins, district sales manager; 
Gerald D. Lappin, treasurer and general manager, and Vincent Janecek, district sales 


manager 





CALIFORNIA 





G. E. WILKINS 


Gordon E. Wilkins announces that 
he has relinquished all Ironrite factory 
activities, but will retain the dis- 
tributorship of Ironrite in California, 
Utah and Arizona. Los Angeles head- 
quarters will be maintained at 121 
S. Alameda St., with a display room at 
1163 S. Broadway. Demonstration 
schools are conducted at this same 
address. Oakland headquarters will be 
maintained at 3100 Telegraph Ave. 
with a display room and demonstration 
school. In addition, there is a display 
room in the Merchandise Mart at 1355 
Market St., San Francisco. The firm 
will distribute Haag washers in Cali- 
fornia only. 

G. R. Demenz, for the past two 
years assistant sales manager of the 
Rittenhouse Co., Honeoye Falls, N. Y., 
has resigned to open his manufactur- 
ers’ agent’s office in Los Angeles at 
3045 W. Ave. 35. He will handle elec- 
trical lines and housewares in Cali- 
fornia 


FLORIDA 


Raybro Electric Supplies, Inc., 
Miami, has promoted J. H. Wade, 
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manager of the Jacksonville branch, 
to merchandise sales manager of the 
company with headquarters at Tampa. 
Fred C. Elwes succeeds Mr. Wade at 
Jacksonville. 

Seaboard Distributing Co., Miami, 
has enlarged warehouse space and 
added new lines. 

Thurow Distributors, Inc., Tampa, 
Jacksonville, Miami, West Palm 
Beach, Orlando, Tallahassee and 
Pensacola, has promoted J. A. Mook, 
Jr., from sales promotion manager to 
general sales manager. 

Frank T. Budge Co., Miami, has 
elected J. J. Kenny,as president, and 
Jack Robinson has been named to 
head the new wholesale appliance de- 
partment, 

The General Electric Supply Corp. 
has opened a new plant at 512 S. Mor- 
gan St. in Tampa, and held an open 
house for dealers to introduce the quar- 
ters. The new plant doubles the firm’s 
warehouse space. 


GEORGIA 


The Brown Distributing Co., At- 
lanta distributors for Philco, has 
trained 28 local radio servicemen for 
television work and is working on 30 
more. The idea is to prepare for At- 
lanta’s television debut, which is just 
about due via the Journal’s station 
WSB-TV, according to J. C. Brown, 
distributor head. 

A new office and warehouse is being 
erected for the independently owned 
corporation, Maytag Southeastern Co., 
Atlanta, Ga. The company, a Maytag 
branch, will be housed in a building of 
brick and steel construction containing 
15,000 sq. ft. of space and will be air- 
conditioned, according to officials. Ad- 
jacent to the Central of Georgia rail- 
road, the building will be located at 
706 Lee St., S.W. 
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ILLINOIS 


[he Sonora Radio & Television 








Moore, formerly in the export busi- 
ness, is sales specialist in the Detroit 



























: Snare area. Jack LeClaire comes from an- | 05 
rp. held three regional distributor : Sabet 7 
— etings recently, according to Joseph other Detroit distributor and will 
rl, president of the firm The Erst represent the firm in north greater 
“hin _" 5 € Hrst, Detroit for Universal major ap- 
Chicago, took in the Midwest terri- oes 
ry; the second, in New York, covy- P _— 
red the Middle Atlantic and New 
ngland area, and the third meeting in MINNESOTA | N bad e ATi N G 
ge ae ot beret A new wholesale distributing serv- e e 
cote menos. combine to give you 
recently tor its the International Harvester Co, on 
age gr ~~ “ at 603 N. property located at Franklin and the new 
pre nt wy = 1¢ firm will Eustis Sts. in the midway district of 
peter Siege se — a Illinois and St. Paul adjoining the present Har- 
ri . =~ eeepenoes lr. Gibson is — yester building fronting on University 
ue Ave. The announcement was made by 
H. E. Sanders, D. F. Kuntz and F. B. 
INDIANA Wilson, twin-city managers of the 
company’s general line, motor truck 
and transfer house operations, re- 
spectively. Construction will begin R o wv N o ° a K R A N 3 3 
immediately, and the cost will be 
over a million dollars. This, the third 
of Harvester’s network of 11 to be in- 
stalled throughout the country, will 
serve as a wholesale parts distribution 
center for company-owned branches 
and retail dealers in Minnesota, North 
and South Dakota, northwestern Wis- 
consin and northern Iowa, with later 
expansion contemplated. 
“ NEW JERSEY 
Cc The Apollo Distributing Co., 
9; GEORGE C. HALE Newark, has formed a specialty divi- 
or; ; sion for the merchandising of Amer- 
es George ed Hale has set up his own ican Kitchen, Coleman heating prod- 
distributing firm, George C. Hale & ucts and Apex Dish-a-Matic dishwash- 
Co., in Indianapolis, and has been ers, according to Harold Blake, Apollo 
bs named a distributor for Sparton radio sales manager. Initial sales staff for 
and television. Mr. Hale operated a the new division will be made up of 
firm of sales consultants in Detroit, Jack Kath, Bill Goldberg, Lou Blair 
‘h, and previously had been associated and Seymour Kempner 
he with Philco, Emerson, Jefferson- 
pm ary Black & Decker and Jewett NEW YORK 
aqdio 
[he Morris Distributing Co., 412 S. 
ni, Clinton St., Syrause, has purchased a 
MICHIGAN by 4 a 4 
nd 2 six-story building on W. Fayette St. 
Three new men have joined Mid- for $240,000 from the War Assets Ad- 
a, west Appliance Distributing Co. De- ministration. Morris Horowitch, presi- 
lon -_ according to Harry A. Baynes, dent, says plans for its use have not 
nd sales manager. Albert Ferguson, who _ yet been set. 
yk, will manage the company’s small ap- : Bert Cole, vice-president and general TOPS IN MODERN GAS RANGES 
pliance ai housewares depar > anage ay : H : & Moxi cook fficiency . . minimum operoting cost . . steel construction 
to : “ “ id h ae aie Ie parte nt, papel of Crosley Distributing Corp., aumatent ‘ Sonate design . . every modern cooking convenience . . 
was a representative for the Rival 1775 Broadway, New York City, has lustrous porcelain finish. Ideal for natural, L.P. (bottled) or manufactured gas. 
as Mfg. Co. in New England. Orville A been elected to the board of directors D ° 
nd @ This famous line of beautiful, ultra-modern 
me It Must Be Easy gas ranges offers you ready sales to custom- 
e- 
ers everywhere. And these dependable ranges 
rp. are backed by two names with a combined 
r- , : : 
en experience of over 150 years in the heating 
r- equipment field! 
n’s 
Whatever your customer’s need for modern 
cooking or heating you'll make a satisfactory 
sale with an ANCHOR product. ANCHOR 
also makes: Anthracite and Bituminous 
- Stokers .. Oil Fired Furnaces.. Oil Burners .. 
~ Gas Fired Furnaces . . Coal Fired Furnaces 
‘or : : 
30 ..and several types of Domestic Boilers. 
\t- Write today for literature on any of these 
ist " ‘ta 
on ANCHOR products. Anchor Division, 
= Stratton & Terstegge Company, Inc., P. O. 
ng Box 311, New Albany, Indiana. 
ed 
0., 
ag | 
ot 
ng 
ir- 
d- HAVING A MAN iron a shirt, instead of letting a woman demonstrator do it, 
il- is more impressive. At least, that’s the way the A. C. Busemeyer Co., Cincinnati dis- 
at tributors, figured it. Busemeyer says this lronrite demonstration attracted more i @ ] U ND °o A K a A N G 3 
attention than any other exhibit at the recent Cincinnati Home Show. 
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tion, separate freezing compartments — these and many other 
features make BEN-HUR selling easier... And in the home 
they promise customer enthusiasm through longer years of 


food savings and better meals. 


Help EVERY Family 


“Wash the High Cost of Kating” 


Compare them all and you'll choose the COMPLETE Nationally 
Advertised BEN-HUR Freezer Line. Write for details and powerful 
Merchandising plans 


BEN-HUR MFG. CO. 


Dept. EM, 634 East Keefe Avenue, Milwaukee 12, Wisconsin 

















| - FARM and HOME FREEZERS 























of the corporation, according to a re new firm and Louis P. Clark, former 
cent announcement. The firm handles general manager of the division, has 
distribution of Crosley appliances. been named vice-president and general 
*@* y ¥ Py manager. Other officers are Thomas 
a 4-1o-] SALes ADVANTAGE ee manager. Other officers are Thomas 
zel, treasurer. The announcement says 
Hamburg Bros., wholesalers, have the function of the concern is prima 
> 7 7 VW 7 y pened a Youngstown branch at 360 rily the specialized phases of sound, 
I] /] iy Ri aid HOWE AWARE E. Federal St., where warehouse, office communication, and electronic engi- 
I / f\ yi yi y A and display rooms are located. Carl neering and development work. In- ; 
Hamburg, son of Maurice Hamburg, stallations made as a division of Ray ° 
me of the founders, has been named mond Rosen include: complete radio eS 
Youngstown district manager. communications equipment used by p- 
the Pennsylvania Turnpike Super Gg 
a OREGON Highway; equipping of Budd, Pull 
18 ¥ 9 . man, and American Car and Foundry TH 
foot ubic foot » [Three new department sales man built trains with radio and recorded the 
. ’ Model 2187 ° Model 197 agers have been announced by Harper music systems: the sound system in ane 
= Meggee. They include C. E. Peterson, Philadelphia's Convention Hall adi 
RCA Victor radio department; Don 
oa ald H Ryan, refrigeration, range and SOUTH CAROLINA = 
vater heater department, and Clyde 
Nelson, Bendix home laundry depart 
C & H Supply Co., Portland, north- 
eae 000694058 . western distributors for Motorola and 
other lines, has moved to new quarters ( 
~~ : , at 2035 N.W. Overton St 
a F 
PENNSYLVANIA 
Hamburg Br Pittsburgh appl | 
—~ < lesal ave the listinction lr 
eing t y company of the elec 
i issification to ave thei 1947 
° campaign included in the 10th annivet 
e sary edit ~ the Blue Book of News 
You turn prospects into customers faster with the BEN-HUR aper Advertising. The volume is pub 
ed annually vy the Bure au of Ad Ik 
Freezer franchise! You can offer every prospect COMPLETE- — y =a "Has Newspaper Pe a 
ss amburg Ss campaign g 
LINE-CHOICE...a BEN-HUR freezer that matches exactly the Seige tno acai Sragie lpare Ae -~_ — a 
- ewspaper ads, cleared all In Charlotte, Edgar Smith has been h 
5 - anticipation of 1948 models appointed South Carolina _ district 4 
need of any family in your community — with 6, 9, 12.5, and ind some items were even oversold, the manager for the Frank Corp. of | 
sureau was told. In many cases dealers Savannah, Crosley distributors for 
is cubic foot cabinets that hold from 300 to 900 Ibs of reported the featured product was part of Georgia and 10 lower Sout! 
ympletely sold out after the appear- Carolina counties 
frozen food ance oO! a single ad, the Blue Book 
adds . TENNESSEE ' 
Raymond Rosen & Co., Philadel- ( 
Each of the FOUR popular BEN-HUR Models takes the lead in phia area distributors, recently an- Orgill Brothers Co. of Memphis is 
nounced the formation of a wholly- feeling pretty good. A solid carload ot . 
modern styling convenience features, food freezing and storage owned subsidiary company, Raymond 6,000 General Mills Tru-Heat irons t 
Rosen Engineering Products, Inc., an came to the firm recently, marking the 
efficiency —and operating economy Table-top designs, greater outgrowth of the former Engineering first sale of this size to an independent 
Products Division of the distributor- distributor. Other carload sales have | 
capacity in less floor space, special safety hardware, counter- hip. Raymond Rosen is president of the been to national accounts 
balanced covers, “slamless” locks, hermetically sealed insula- | 


We'll Shake on That 





: TALKING TELEVISION ot a recent Salt Lake City, Utah, dealer meeting spon- 
Me sored by Glenn Earl, Inc., Intermountain RCA Victor distributor, are (left to right): 
Glenn Earl; J. M. Williams, advertising manager of RCA Victor, and E. J. Moreau, 
general sales manager of Earl. 
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—_ S “og WESTMINSTER CHIMES 
Pull * best known and best loved 
ndry THIS PICTURE WINDOW, 15 feet square, is the Roycraft Co.’s contribution to There's a bright outlook for you in DISTINGUISHED STYLES 
ded the advertising high spots of Minneapolis. Framed with an 18-in. aluminum band the mounting interest in attractive nian ink Gated 
n in and brilliantly lighted at night, it is a feature of the wholesale firm’s new building homes. Discriminating homemakers ae ee 
addition, devoted exclusively to the Columbia record department. (their number is ever growing) look for HONDURAS MAHOGANY 
the unusual, the distinctive. They’ are and rare wood cases 
quick to appreciate the beauty of 
i ‘i A EXQUISITE CRAFTSMANSHIP 
cheerful, peaceful Westminster Chimes; are 
TEXAS VIRGINIA én tlie ibiliti af fi with every detail finished 
decor possi thes magniti- to perfection 
Helen Koontz is a newly appointed Alvin B. Tillett has been appointed cent designs, You'll find that Revere 
me economist for the Southwestern district manager for the Roanoke office Clocks will bring more and more of ELECTRIC TIMEKEEPING 
Philco distributors. She will as- of the Rumsey Electric Co. of Phila these knowing customers to your store. the accuracy of the 
northeastern Texas dealers in  delphia. Mr. Tillett, formerly in the Telechron Motor 
emonstrating food packaging for deep engineering department of the Appa- 
eezing lachian Electric Power Co. of Roan- 
H. | West, sales manager of the oke, replaces Robert R. Wylie 
isy washer department, Joe Thiele, 
San Antonio, has become vice WISCONSIN 
resident of the distributing firm 
In Houston, Garland Duniven, The Taylor Electric Co., Milwau 
rmer radio and appliance manager kee, state distributors for RCA, es- 
r the Stowers Furniture Co., is now corted about 150 RCA dealers from 
; the sales department of Coastal Wisconsin and upper Michigan on a 
uipment Co., distributors trip to New York City. These are the 
, Walter Moreland has been appointed lealers who met the sales quota in a 
general manager of the Raco Appli contest held by the Taylor firm in co- 
ce Co.. Dallas vholesalers Mr operation with RCA, according to A. 
been Moreland is a former Midwest region E. Kronenberg, radio and television 
trict al manager of the record division of Sales manager for the distributor. 
, <CA Victor 
fo 
nut UTAH Correction 
; : — On page 206 of our September 
Bendix aundry schools were con issue we stated that the Orlando 
ducted re —_ . Ogden and Brigham Distributing Co. of Orlando, Fla., 
a be te bs A pn Boca et My had _ been named a distributor of 
d of Smith ern Co of files with Lewyt vacuum cleaners. We have 
rons talks and demnenstentions i Josie Se eee — 1 in its beovty West- 
} . » ae . SUrIDULOTs, ’ ampa, are state- —Rego! '" ' lus tox 
“m sarge eg ere aye poe go wide Lewyt distributors, and that No. BAerimes Retails for $65 P 
lave “ter Be ler anne Re a the Don the Orlando firm is a retail dealer- 
‘gic 79 >t gs oe : ship. We regret the error 
J. Baird Appliance Co. of that city. 
GIRARD 
Hondu ras Mahogany 
White Goods to the Fore | lly Bagg age 
| plus tox 
No. R-945_A te 
Gus simplicity, Westminster Chines 
. or $60 plus tax 
West Coast Prices 
slightly higher 
corative hor 
we, ng, ant 
for $45 plus to% 
y, 
in its effec ZALCCE KE CAmine 
No. R951 — Sanne crails for $42 
Westminster ELECTRIC (7, hb 
es tee : i i Write for catalog 
a POINT OF INTEREST at the first annual Spokane Home Show was the booth of of conahete tine 
Columbia Electric Co., Spokane Norge distributors. Pictured from left to right are 
on- Gordon Chatterton, advertising and sales promotion manager; Maage LaCounte, gen- THE REVERE CLOCK COMPANY 
ht): eral manager; James Hoffman, salesman; Del Ward, sales manager, appliance division. CINCINNATI 6, OHIO 
au, The two interested onlookers are James Hoffman, Jr., and Mrs. James Hoffman. The NEW YORK OFFICE: 37 West 47th St. CHICAGO SHOWROOM: 1422 Merchandise Mort 
show was sponsored by the Home Builders Assn. of Spokane. 
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you have MORE to OFFER 
in the “STAGGERED” top. 





Exclusive! 


When you handle ROPER Gas Ranges, you stymie competition. 
For ROPER ... and only ROPER ... has the highly-popular 
“Staggered” cooking top, with extra capacity and extra con- 
venience. And that’s not all! ROPER also provides additional 
salesmakers in the fully-automatic, “Insta-Matic” clock control 
and other Jewels of Cooking Performance. Here are features 
that homemakers want — features that will make them buy. 


Jewels of Cooking Performance 


“Insta-Flame” Lighters & @.“‘Insta-Matic” Clock 
“Simmer-Speed” Burners & & Big “3-in-1" Oven 


“Staggered” Top as a “Scientific” Charts 


GEO. D. ROPER CORPORATION 
Rockford - Illinois 
offices and warehouses in principal distribution centers 
~-_ 
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NEW DISTRIBUTOR AND 


REPRESENTATIVE APPOINTMENTS 





Fedders-Quigan Corp. 


E. M. Becker, regional sales man- 
ager of the Fedders-Quigan Corp., has 
announced that the D. W. May Co. 
will be replaced as New York metro- 
politan area distributors of the Fed- 
ders room air conditioner by: 


L. & P. Electric Co., 684 Bedford Ave., 
Brooklyn, N. Y. 


Admiral Corp. 


New distributors of Admiral prod- 
ucts, according to W. C. Johnson, 
general sales manager of Admiral 
Corp., are: 

Bi-States Distributing Corp., 2 Tenth St., 

Des Moines, lowa 


American Sales and Distributors, Inc., 33 
N. Grubb St., Columbus, O. 


Air King Products Co., Inc. 


Air King Products Co., Inc., has 
named a new manufacturer’s repre- 
sentative, says Roland D. Payne, sales 
manager. He is: 


David H. Ross, 104 Ninth St., San Fran- 
cisco, Calif. 


Apex Electrical Mfg. Co. 


Three new distributors have been 
named by the Apex Electrical Mfg 
Co. : 

H. E. Sorenson Co., 100 S.W. First St., 

Des Moines, lowa 
Field Sales Co., Portland, Ore. 
Commercial Appliance Co., Seattle, Wash. 


Appliance Mfg. Co. 


The Appliance Mfg. Co., makers of 
Duchess washers, have announced the 
following distributor appointments, ac- 
cording to F. W. McGrath, vice-presi 
dent in charge of sales: 


Kinney Brothers, Los Angeles, Calif. 

Savage & Son, Inc., Denver, Colo. 

Griffith Distributing Co., Indianapolis, Ind. 

L. C. Lippert Co., Sioux Falls, S. D. 

Knoxville Appliance & Supply, Knoxville, 
Tenn. 

Royal Distributing Co., Houston, Tex. 


Bendix Radio & Television Div., 
Bendix Aviation Corp. 


Three new Bendix Radio appoint- 
ments have been announced by E. C. 
Bonia, general sales manager for radio 
and television 
Bartlett Radio Co., 8 Longfellow St., Port- 

land, Me. 

Tom Farley, 3 Ninth Ave., Haverhill, 

Mass. 

J. E. Miller Co., Inc., 80 26th St., Pitts- 
burgh, Pa. 


Blackstone Corp. 

The Blackstone Corp. announces that 
the territory formerly handled by 
Wyatt-Cornick, Inc., has been given 
over to: 


Louis O. Bowman, Inc., Richmond, Va. 


Electromaster, Inc. 


Gerald Hulett, vice-president, Elec- 
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tromaster, Inc., announces the appoint- 
ment of two new distributors: 


D. & H. Distributing Co., Inc., 31 E. Lee 
St., Baltimore, Md. 

Buckeye Appliance and Sports Equipment 
Co., 21 Summit St., Toledo, O. 


Emerson Radio and 
Phonograph Corp. 


Charles Robbins, Emerson Radio's 
national sales manager, makes known 
the following distributor appointment : 


Billings Wholesale Radio, 2232 Tulare St., 
Fresno, Calif. 


Farnsworth Television and 
Radio Corp. 


Two new Capehart-Farnsworth dis- 
tributors are: 


Ray Thomas Co., 1601 S. Hope St., Los 
Angeles, Cal. 

Williams & Martin Corp., 49 Central Ave., 
Cincinnati, O. 


lronrite lroner Co. 


Ironrite’s general sales manager, 
Hal Biddle, announces the following 
new distributor : 


Columbia Electric & Mfg. Co., Spokane, 
Wash. 


Kalamazoo Stove and Furnace Co. 


The Kalamazoo Stove and Furnace 
Co. has appointed as a new distribu- 
tor: 


William C. Allen and Associates, Birming- 
ham, Alo. 


A. J. Lindemann & Hoverson Co. 


A new distributor for the A. J 
Lindemann & Hoverson Co. is 


Joe Thiele, Inc., San Antonio, Tex. 


Nineteen Hundred Corp. 


W. Sa. Hammersley, sales manager 
for the Whirlpool Div., Nineteen Hun- 
dred Corp., announces the appointment 
of the following new distributors : 


Wakem and Whipple, Inc., 66 W. Ohio 
St., Chicago, Ill. 

Arthur Fulmer of Kentucky, 20 U. S. Trust 
Bidg., 5th & Main, Louisville, Ky. 

Equipment Distributors, Inc., 594 Newbury 
St., Boston, Mass. 

Major Appliance Co., 4317 Delhi Ave., 
Holt, Mich. 

Kemp Distributors, Inc., 1241 Main St., 
Buffalo, N. Y. 

Kemp Equipment Co., Inc., 57 Mt. Hope 
Ave., Rochester, N. Y. 

A. F. Epting Appliance Co., 417 S. Tryon, 
Charlotte, N. C. 

E. H. Krohn and Co., 113-113% E. Over- 
land, El Paso, Tex. 

J. A. Walsh & Co., 3215 McKinney Ave., 
Houston, Tex. 


Stromberg-Carlson Co. 


C. J. Hunt, sales manager for the 
radio and television division of the 
Stromberg-Carlson Co., announces as 
a new distributor for his firm: 


A. B. Gray Co., 1720 S. Harrison St., Fort 
Wayne, Ind. 
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LEAGUE ACTIVITIES 





ijatural Setting 





THE MODEL electric kitchen of Birmingham Electric Co. served as background 
inspiration to new officers of the Electrical Association of Birmingham when they 
planned the new program after their election. Left to right are Robert F. Hall, Steel 
City Supply Co., vice-president; Roy H. Knox, advertising and sales promotion manager 
of Birmingham Electric, secretary; and E. G. (Bud) Walker, of Graybar Electric Co., 
re-elected as president for the second time. 














RMEL Convention 
Program Announced 


“Forward Into Opportunity” was 
the theme of the Rocky Mountain 
Electrical League Convention, Sept 
12-15 at the Hotel Colorado, Glen- 
wood Springs, Colo. Program speak 
ers included T. Fort, manager, Cen- 
tral Station Sales Department, Wes 
tinghouse Corp., on the subject, “Blaz 
ing Trails with Electric Power’ 
H. C. Erlicher, vice-president in charge 
of purchasing, General Electric Co., 
Schenectady, on the subject, “Can We 
Deliver the Goods?”; Wm. A. Writ, 
secretary-manager of Midwest Elex 
tric Council, Minneapolis; R. G. Bel- 
lazza, president of Locke Insulator 
Co., Baltimore; George M. Gadsby, 
president and Adam S. Bennion, vice- 
president of Utah Power & Light Co.; 
John Loiseau, president and Gaylord 
Buck, vice-president and general com- 
mercial manager of the Public Service 
Company of Colorado; and W. A. 
Cyr, associate editor of Electrical 
West, who addressed the group on 
the subject, “What an Association 
Can’t Do—And What It Can.” 


Erickson Elected By 
Mart Appliance Assn. 


Vic Erickson, Sr., vice-president, 
Welmaid Products, Inc., Chicago, IIl., 
was recently elected president of the 
Housewares and Appliance Assn. of 
the Merchandise Mart, Chicago, II] 
Four new officers and a board of di- 
rectors were also chosen to replace the 
board of governors as a result of the 
complete reorganization. 

Mr. Erickson stated that the monthly 
luncheon meetings with prominent 
manufacturers and retailers as guest 
speakers would continue. Other pro- 
motional plans, including the market 
bulletin publication, “red-star”’ spe- 
cials, and social events also remain. 


Create Electric League 
In Baton Rouge, Louisiana 


Dedicated to the principles of main- 
taining high standards in the industry, 
a new Electric League has been formed 
in Baton Rouge, La., according to an 
announcement by T. G. Hornby, or- 
ganization chairman. Mr. Hornby, 
superintendent of the meter and service 
department of Gulf States Utilities 
Co., recommended that membership be 
made available to architects, manufac- 
turers, agents, public utilities, whole- 
salers, contractors, and dealers. 


Cleveland Housewares Club 
Elects L. G. Wesselman 


The Cleveland Housewares Club re- 
cently elected Louis G. Wesselman, of 
the Bailey Co., as president, and Carl 
Taylor, William Taylor Son & Co., 
as secretary-treasurer. 


Hill Named President of 
Canadian Electrical Assn. 


B. M. Hill, Calgary, has been 
elected president of the Canadian Elec- 
trical Assn. Other officers include E. 
Gray-Donald, G. H. Thompson, and 
T. Ingledow as vice-presidents; B. C 
Fairchild, managing director; and W. 
Booth, treasurer 


Customers Advise Dealers 
at Inland Empire Meeting 


Five Spokane, Wash., clubwomen 
were on hand at the recent quarterly 
meeting of the Inland Empire Elec- 
trical Dealers Assn. to tell the mer- 
chants their views on appliance selling, 
including advertising, store house- 
keeping, displays, | demonstrations, 
credit policies, delivery and installation 
practices, guaranteed service, and in- 
struction in use and care of equipment. 
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Fully Vented 


RM 


GAS HEATERS 


“When it’s an Armstrong... 
depend on it... it’s 
the best of its kind” 


THE FIND OF THE YEAR 


Here’s one circulating heater that will sell like sixty because it’s not only 
fully vented, but low priced. The Armstrong 920-V Heater can be used 
for natural, manufactured or L.P. gases without giving off gas fumes or 
unpleasant odors. Has full A.G.A. approval. Cabinet and inner unit 
finished in porcelain enamel—the lifetime finish. The 920-V is a rich 
brown in color and stands 19” high, 19” wide, 9” deep. 20,000 B.T.U. 

ELECTRIC HEATER No. 514 A profitable and exceptionally 
popular seller. Weighs only 6} lbs. with carrying handle at back. Guaran- 
teed for 5 years. Finished in walnut or white porcelain enamel finish. 
Retails for $6.95 plus tax. Higher west of Rockies and Canada. 


THE IRONER 
OF THE YEAR 


A real beauty finished 
in chrome and white 
enamel. Compact. Motor entirely enclosed in 21-inch roll. Thermostatic 
Heat Control. Wt. 30 lbs. Easy to carry anywhere in the house, and low 
priced for volume selling at $49.95 retail. Slightly higher west of 
Rockies and Canada. 






ORDER- FROM YOUR JOBBER OR SEND COUPON FOR LITERATURE! 





ARMSTRONG PRODUCTS CORP., DEPT. EM, HUNTINGTON 12, W. VA 


Send Catalog 


Name 
Interested In: 
nia coe 
|] Gas Heaters Address 


C] Electric Heater 514 


C] Ironer 





PAGE 217 











YES... the 





... SALES APPEAL... VALUE PLUS 
... PRECISION ENGINEERING 














Round 
Model— 
ELECTRIC 


DON’T MISS A SALE! 


With ONE Franchise You 
can now sell BOTH GAS and 
ELECTRIC Automatic Water 
Heaters! Go PENNSYL- 
VANIA—tops in quality 
since 1881—and watch your 
business grow! 





Round Model—GAS 











... the most 
outstanding 


Sales Plan 
you ever saw! 




















Electric 
Table Top 
Model 








Right, 
Kitchen Desk Model 
ELECTRIC 


PRECISION ENGINEERED! 
PENNSYLVANIA Automatic Water 
Heaters are Precision-Engineered to give 
you Higher Heating Efficiency —Lower 
Operating Costs—Accurate Temperature 
Control—Extra Heavy Duty Storage Tank 
—No Wasted Hot Water—There’s a 
PENNSYLVANIA model for every need. 


Write today for your 
copy of the “PENN- 
SYLVANIA Pocket 
Look.” 


RANGE BOILER COMPANY 


» & ELLSWORTH STS 
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DEPARTMENT STORES 





Edwards New Small Appliance 
Buyer for Sachs Quality Stores 


Sy Edwards, former assistant buyer 


at Abraham & Straus, Brooklyn, 


N. Y., has been named buyer of small 
appliances, some housewares and other 
items by Sachs Quality Stores, 
Inc., N. Y. 


Skivington New Department 
Manager for Bry-Block Corp. 


Management of the major appliance, 
radio, lamp, furniture, picture and 
bedding departments at the Bry-Block 
Mercantile Corp., Memphis, Tenn., has 
been given to Martin A. Skivington, 
former buyer and merchandise man- 
ager for about 20 Interstate Depart- 
ment Stores. Earlier he was a buyer 
for four years for Montgomery, Ward 
and Co. 


Remodel Dalton Co. Store, 
Baton Rouge, for $500,000 


The $500,000 remodeling and ex- 
pansion program at the Dalton Co. 
store, Baton Rouge, La., currently 
nearing completion, includes enlarge- 
ment of the home furnishings depart- 
ment to provide an additional 4,500 
square feet of space for appliances. 


Enlarge Appliance Dept. 
In Chattanooga Store 


Enlarging its appliance department 
on the first floor to three times its 
former size, the Haverty Furniture 
Co., Chattanooga, Tenn., is remodeling 
its store along ultra-modern lines. In- 
stalling air-conditioning and new fluo- 
rescent lights, L. E. Hampton, mgr., 
announced that the new large window 
appliance display would add Bendix 
and Deepfreeze lines to the present 
Norge, G. E., Philco, Easy and several 
others already retailed. 


A Strainer for Free 


Hale’s To Expand 
Its San Jose Unit 


Hale Bros., San Jose department 
and appliance store, has started a large 
expansion program with the construc 
tion of a new building, it was an- 
nounced by Prentiss C. Hale, Jr., 
president of the store. When com- 
pleted the new building will house an 
enlarged appliance store and a new 
food shop. A large modern men’s 
store will be constructed on the pres 
ent food and appliance store sites. 

In the main store new sections will 
be opened and some present depart- 
ments enlarged, it was announced. 
Among the new sections a floor cov- 
ering department will be added. Re 
decorating of the fashion floor is now 
in progress. 

The new building will have a 200- 
foot frontage and extend 85 feet. Total 
square footage will be approximately 
120,000 feet, with the new building 
contributing about 25,000 feet. 


Byerly Leaves Buyer 
Post In Pittsburgh 


Announcement has been made of the 
resignation of Lloyd F. Byerly, major 
appliance, radio, and housewares buy- 
er, Frank & Seder’s, Pittsburgh, Pa 
A veteran of 42 years in the houseware 
business, 10 of which were spent with 
Frank & Seder’s. Mr. Byerly will an- 
nounce his future plans outside the 
buying field early next year. 


Clinton Dept. Store 
Locates In New Home 


Tonkel’s Department Store, Clinton, 
N. C., has moved to a new location 
opposite Sampson County Courthouse, 
where it recently celebrated its open- 
ing, according to an announcement by 
the management. 
























































o 
FREE OFFER of a sink garbage strainer was featured at Milliron’s Department Store 
in Los Angeles in connection with a demonstration of the Waste King Pulverator, 


manufactured by Given Mfg. Co., Los Angeles. The offer attracted thousands of home- 
makers from the surrounding communities to the major appliance department of the 


department store. Given, in cooperation with its distributors, is providing dealers 
throughout the country with this special free promotion. 
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Teen Age Promotion 


PROGRAM of home economics for teen-age youngster helps promote modern electric 
home appliances for the May Co., Los Angeles, Calif. Mrs. Margaret L. Anders, home 
service director, instructs camp fire girls, girl scouts, and 4-H club girls—the home- 
makers of tomorrow—in the use of appliances. 








Jellinek Joins Hearn’s 
Appliance Buying Staff 


Joseph J. Jellinek has become asso 
ciated with Hearn Department Stores, 
Inc. New York, N. Y., as associate 
buyer of the major appliances depart- 
ment, according to Leonard Ginsburg, 
president. Mr. Jellinek will work with 
Max Sass, buyer of housewares and 
appliances. His past affiliations include 
Dynamic Electronics, Belmont Park 
Home Appliance Corp., Tappin’s Inc. 
and Davega-City Stores, Inc. 


Baltimore's Hub Opens 
New Appliance Section 


A new home appliance section was 
opened recently in The Hub, leading 
department store, Baltimore, Md. Ty- 
ler, Ketchum and Myers, architects, 
received an award for the difficult al- 
teration from the Baltimore Associa- 
tion of Commerce. 


Atlanta Store Presents 
Television Preview 


Rich’s Department Store, Atlanta, 
Ga., in cooperation with RCA Victor, 
recently presented a whole week of 
telecasts to its store audience in a 
demonstration of how television will 
work when station WSB-TV goes into 
operation as the first video outlet in 
the area. Patrons watched the show 
over 60 store receivers, the first time 
department store television has been 
utilized to preview broadcast service in 
a new television region. The programs 
were presented in two daily sessions. 
Included in the fare were newscasts, 
educational demonstrations for women, 
interviews, marionette and _ fashion 
shows. Production was by WSB-TV’s 
staff. 


W. H. Sipe Dept. Store 
Damaged by Recent Fire 


An early morning fire caused a loss 
of about $40,000 in damage at the 
W. H. Sipe department store, Bridge- 
water, Va., according to a recent re- 
port. The blaze appeared to have 
started in the rear of the store. The 
loss was partially protected by in- 
surance. 


ELECTRICAL MERCHANDISING—OCTOBER 


Atlanta Store Opens 
New Appliance Section 


An enlarged appliance department, 
recently opened by High's, Atlanta, 
Ga., was announced by two full page 
advertisements in the local newspaper. 
\ full line of appliances is being car- 
ried by the new department. 


Store Window Display 
Features Appliances 


Lindsey Furniture Co., Bernice, La., 
has been remodeled, and is featuring 
large window displays of electrical ap- 
pliances. The store has added an 
attractively furnished model kitchen 
and laundry with other automatic ap- 
pliances. 


Steven C. Smarsh Now 
Ass’t Appliance Buyer 


Steven C. Smarch has been appointed 
assistant buyer of major appliances, 
radios and television for Carson, Pirie, 
Scott & Co., and will be under chief 
buyer Walter Blankship, according to 
a recent announcement by Lawrence 
Brock, manager, housewares division. 


Dowe Now Directs Levy 
Appliance Department 


Joseph Dowe has been made manag- 
ing director, appliance department, 
Levy Bros. Furniture Co., Inc., Nia- 
gara Falls, N. Y. Previous to his ap- 
pointment in the enlarged department, 
he had been assistant director in ap- 
pliances. President Ralph Levy made 
the announcement. 


H. Bertram Promoted 
To Merchandise Post 


H. Henry Bertram has been named 
merchandise representative of radios, 
television, musical-instruments, records 
and small electrical appliances, accord- 
ing to a recent announcement by the 
Associated Merchandising Corp., New 
York, N. Y. For the past year, Mr. 
3ertram had been assistant merchan- 
dise representative with the company, 
previous to which he had been with 
Lord & Taylor. 
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MODEL 125 
Including 5 
attéchments 


$ 49:5 “ 











Prospectin’ for holiday sales 
will be mighty profitable for 
Cadillac dealers who tie in with 
this promotion: DISPLAY CAD- 
ILLAC CLEANERS IN CELLO- 
PHANE CHRISTMAS ENVE- 
LOPES. These ‘‘glamorappings”’ 
cost little—pay off handsomely 









































in extra profit. Tailor-made to 
fit neatly over Cadillac clean- 
ers, the cellophane envelopes 
delight gift hunters—make it 
easy to close the sale. Display- 
manship, added to salesman- 


ship pays! 


MODEL 143A 
$59.95* 
Set of 8 
attachments, 
extra. 





This Christmas, millions of 
Santas (continually exposed to 
Cadillac national advertising) 
will be gift buying for home- 
makers on their lists. Cash in 
on this built-up demand for 
Cadillac. Stop 

traffic in your 

store with the new 

Cadillac ‘‘isle’’ 

display. Feature 

Cadillac cleaners 

(all four of them) 

gift wrapped in 

cellophane 


MODEL 800 
CYLINDER TYPE 


With complete set 
of attachments 


MODEL 60 
Revolving brush 
hand cleaner 
$27 .95* 
"Resale prices slightly 
more west of Rockies. P oa 
































a? 


This four-color Tar: 
display is a year ‘round 
profit builder Compact 
it occupies ithe space 

won't hide other mer 
chandise. Ask your 
distributor 


CLEMENTS MFG. CO. 


Dept. B, 6666 S. Narragansett Ave., Chicago 38, Ill. 





Write your distributor for full information about the 
cellophane Christmas envelopes for Cadillac. Write Today. 
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STIMULATING 


TO WOMEN, TO MEN AND 






VITALATOR 


Just as men and women find the tingling sensation of its 
pulsating rotary massage invigorating, so, too, will you find 
VITALATOR stimulating to your sales. Women value beauty 
above all else. Men—particularly young men—are proud 
of their manly, well developed figures. All these are pros- 
pects for VITALATOR—the amazing machine that brings 
all the long sought advantages of Swedish massage right 
into their homes with the user a quickly skilled operator. 
Consumer magazines are being consistently used to create 
a demand for VITALATOR. Cash in on this demand by fea- 
turing VITALATOR in your windows, on your counters. 


Retails at $15.00 


The A. C. GILBERT COMPANY. New Haven, Conn. 


good prospects ahead 






Mode! 56 


Decorator styled, 
ivory finished case, 
two notes for front 
door, one for rear. 
Complete with 
transformer and 
matching push- 
button 


LIST $7.50 


7] 
x 


for ele chimes 


Liberty Chimes are priced to sell the 
small-home volume market, and nation- 
ally advertised in the right places to 
make your own sales effort pay off. 
Nine models, from $3.50 to $19.95. Lib- 
erty Chimes sound four- or two-note 
melody for front door, depending on the 
model, and a single note for the rear. 
All but the two lowest priced models 
come complete with transformer. 


tert (Jel 


MANUFACTURING COMPANY 


me wre 


Write for catalog. 
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DEPARTMENT STORES 








Barker's Opens New 
Branch in Los Angeles 


Barker Bros., Los Angeles, opened 
its new store recently in the Van Nuys 
district of San Fernando Valley. Ed- 
ward H. Barker, great-grandson of 
O. T. Barker, who founded the firm 
68 years ago, will manage the new 
store. The one-story building carries 
home furnishings including floor cov- 
erings, draperies and appliances. 

The Santa Monica branch of the 
firm had its formal opening in late 
July. Other buildings under construc- 
tion in Santa Ana and the Crenshaw 
district were scheduled for late Sep- 
tember openings. 


“Telefair’ Promotion At 
San Francisco Store 


Long range promotion on television 
has been started by W. & J. Sloane, 
San Francisco home furnishings store. 
Called “Telefair” the store features 
three film showings six days a week 
which cover all phases of television 
production. New topics in the show 
are presented each week in the audi- 
torium arranged in the store’s second 
floor at the rear of the radio depart- 
ment. To promote interest in the 
event Sloane’s has used radio and 
newspaper “invitations.” 


Bamberger Appoints Lawson 
Manager of Lamp Department 


Robert S. Lawson, formerly assist- 
ant department manager of curtains, 
upholstery and slipcovers, has been 
named manager of lamps and lighting 
accessories at L. Bamberger & Co., 
Newark, N. J., to replace Leonard 
Kahn, recently resigned. Lawson, after 
only four months with the store, left 
for the Army in 1941, and returned 
again to Bamberger’s in 1946, 


J. T. Steed Made Manager 
of New Christmas Store 


The Christmas Company, Inc., has 
named J. T. Steed manager of their 
new store opened recently at 5200 
Lawndale, Houston, Texas. W. D. 
Christmas, president, will continue to 
manage the original furniture-appli- 
ance store at 2115 San Felipe, Hous- 
ton. 


J. B. Ivey & Co. Plans Million 
Dollar Expansion Program 


Plans of J. B. Ivey & Co., Charlotte, 
N. C., for beginning immediately an 
improvement and expansion program 
costing one million dollars have been 
announced by officials of the company. 
Major electrical appliances will be ar- 
ranged on the fifth floor, providing 
greater space in a new and modern 
background. 


West Virginia Store 
Names Appliance Mgr. 


Lawrence Helms has been put in 
charge of electric appliances and house 
furnishings departments at Cox’s De- 
partment Store, Bluefield, West Va, 
according to a recent announcement. 
Previously, he was a representative for 
appliances, radios and furniture in 
Charleston, and has traveled the Blue- 
field area for the past several years. 
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To help you.. 


Install, maintain 
and operate 


ELECTRICAL 
EQUIPMENT 


Here are hundreds 
of detailed descrip- 
tions, rules, meth- 
ods, wiring and 
practical data. 














You'll be able to 
solve everyday elec- 
trical problems right 
on-the-spot with the 
help of this great 
guide. It gives you 
all the usable facts 
you need for the selection, installation, opera- 
tion, care and proper application of electrical 
apparatus and materials. Contains complete 
data on wires and cables, splicing, installation 
and care of motors, capacitors, lighting 
equipment, the latest information on electron 
tubes and@ circuits and their application is 
industry. Imagine how much this informa- 
tion can mean to you in increasing the 
number of jobs you can handle, in efficieney 
advancement, and time, energy and effort 
saved. 


New Sixth Edition—]ust Out 


AMERICAN 
ELECTRICIANS’ 
HANDBOOK 


By TERRELL CROFT 
Revised by CLIFFORD C. CARR 


1773 pp., 1327 illus., over 400 tables, $6. 





With this trouble shooting book at your 
finger-tips you'll see how quickly work prob- 
lems can be simplified. In easy-to-understand 
language you're given the right facts in the 
way you want them .. . thoroughly indexed 
for quick finding. It covers everything from 
explanations and definitions of fundamentals 
to suggestions and ways for remedying the 
troubles of electrical a - on 
erating efficiency. presen 
en ee . the kind of practical 
information that 
helps all practical 








GIVES YOU 
batt 
ne 


condition 

@ Practical on 
eration, care installa- 
tien, and of 


sel son 
‘and their control 
detalied information on 
janning of motor 





distribution — covering 





and papertate. 


electrical men—wire- 
men, contractors, 
linemen, plant super- 
intendents, opera - 
tors, construction en- 
gineers and others 


CONTENTS 
@ Fundamentals of 
Electricity @ Proper- 
ties and Splicing of 
Conductors ¢ Cir- 





@ Heipfu 99: 
on installation, care and 
loading of trans- 
mers. 
@ Complete data on al! 
commonly employed 
electric wires and cables 
Over 














Bigger and Better 
New 6th Edition 
In accordance with 
the 1947 National 
Electrical Code 


cents postage or return 





HANDBOOK for 10 days’ ex: ap- 
0 days I will remit $6.00, plus a few 
the book postpaid.* 


® SAVE! We pay postage and packing 
send cash with your order. 


cults and Circuit Cal- 
culations ¢ General 
Electrical Equipment 
and Batteries ¢ 
Transformers @ Elec - 
tron Tubes and Cir- 
cults @¢ Generators 
and Motors ¢ Out- 
side Distribution ¢ 
Interior Wiring ¢ 
Electric Lighting ¢ 
Wiring Tables 


10 DAYS' FREE EXAMINATION 


McGRAW-HILL BOOK CO., Ine., 330 W. 42nd 
St. . GC. 18, N.Y. 


ELECTRIC 
amination on 


charges if 
Same return privi- 
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Simply tell them the facts about this low-cost No. 2 
Majestic Incinerator. It’s a sure bet they’ll not only 
buy, but will also send you new prospects, For the 
Majestic Incinerator is a fully proved appliance 
every home can use and afford. It’s guaranteed to 
burn wet and dry garbage and rubbish right at 
home—without fuss, fumes, or fuel. It is a convenient, 
safe, and sanitary unit built to serve efficiently 
for many years. A neat addition to basement 
or utility room, it is easily installed by tapping 
to flue. There’s an especially 
good market in homes with 








“a automatic heat, where rub- 

-- F | bish cannot be burned in the 

on fs furnace .. . Write for more 

4 N facts now. 

in N 

a NY = a 

he N The Majestic Company 

~4 ' Erie Street, Huntington, Ind. 

BLENDORS AND STEAM IRONS are highlighted by these two new counter displays 844 Erie Street, gt 
offered free to their dealers by Waring Products Corp. Blendor card is die-cut to fit 

t the unit. Steam iron is backed by easel card. 










/ SLEEPING COMFORT 


vy WESTINGHOUSE 





Do you carry 





















our 
ob- 
= 
the p r 
a 
= MONITOR Home Appliances? 
tale } 
the | 
hin - | 
nts | 
ical 
as Carry them in Slingabouts and you cut 
ire- } 
a. costs, please customers, and save time. 
er- 
en- MINIATURE DISPLAY on how to make a bed with electric sheets and comforters is | Here's why! 
2 adjusted by J. E. Crum, merchandise manager for electric bed coverings, Westing- 
house Electric Appliance Division, Mansfield, Ohio. The display was created to aid @ Sturdy heavily padded canvas jacket 
5 dealers in demonstration. cushions damaging shocks and jars. 
of @ Thick layers of soft flannel protect mirror 
ar iv’ finishes from dents and scratches. 
ol 
Cir- 
sal- @ Convenient sling facilitates safe move- 
>ral ment of packaged appliance—ovoids 
ent scraping narrow walls and doors—lessens 
e - aa risk of injury to handlers. 
t oe Be | 
ec - mo : 
Dir- AMPLIFIERS @ Quick slip-on feature does away with 
tors crating—eliminates messy unpacking on 
yut- customers’ premises. 
e 
® Slingabouts are tailor made for Monitor 
- @ 
and all major appliances—can be used 
repeatedly to cut delivery costs. 
s foo—omttne { 
” | WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa, | 
Send Slingabout prices for model + 
’ 2 | make —— | Refrigerators | 
“TRAVELING MERCHANDISER,” a THE CHOICE OF MUSIC LOVERS + Otume —— a | 
new low-temperature cabinet, mounted on is the slogan atop this merchandiser- | A.B ee | 
a wheels, announced by Frigidaire as a demonstrator introduced by Webster- | Address enee | 
. sales builder for small business houses. Chicago to their dealers. Engineered to TODAY | on eine igheene adie | 
4 Holds about 215 Ibs. of frozen food or allow sales making demonstrations of all | = . . _ . — | 
a ice cream products. units displayed. | J 
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NEW LITERATURE | 








Mullins Mfg. Corp. 
+ J 
There 5 A “Dream Kitchen for a Song” is the 


title of a new Youngstown Kitchens 
utalog for consumers, just issued by 
Mullins Mig. Corp The entire 
- Sales are easier to make and volume builds up faster, when the product 


Youngstown line of Kitchenaider cab- you sell has what it takes to make the customer want it. Besides being 
inet sinks, base and wall cabinets and “just the right size’ for every American home, the Revco Chill Chest is 

Ss Cc R E W accessories, and the Mullinaider kitchen equipped with a Tecumseh sealed unit that makes it as trouble-free as 
waste disposer, are illustrated in any mechanism can be made and more economical in operation than any 

D 5 I Vv & a color. The booklet also describes the other home freezer now on the market. Every woman who sees a Revco 
features of the equipment the Chill Chest will positively fall in love with it and moreover, in spite of 

For Every straight line dishwashing method in a being a quality product from every angle, it is priced right, so any 

Electrical 
Need! 

You'll like the rich —_ looks 
. « the perfect balance... . 


tnuhle how! cabinet sink American family can buy it. 
aoubie DOW! Cabdinet sil 
the precision build and sure 








and 


Check the features... then write us. 
Everything is readily ac- Five year warranty with Truly beautiful in design 
cessible .. . no reaching each Revco Chill Chest. and stays beautiful 
or stretching. Every woman who sees 
it wants it for her home 


Philco Corp. 


\ new 84 page manual for servicing 

1948 Philco refrigerators, (form 
PR-1475) is completely illustrated and 
gives complete specifications as well 


Maintenance is negligi- 
ble. Dealers make more 
profit as service calls, 
are at a minimum. 


the 


Has the lowest operating 
cost of any Home Freez- 


Easy operating ‘‘floating 
er now on the market 


action” lid, easy to look 







gp - newly styled as a newly developed method of serv- = at... easy on the pocket 
BREAK-PROOF icing these refrigerators book .. . easy to sell 
SHOCK-PROOF Exclusive safety lights tell when current 


RCA Div. 


is interrupted or temperature rises. Full 





The bright, clear plastic han- 
dies are both break and shock- 
proof. The Chrome Vanadium 
steel blades are oil tempered for 
long service . and bright 
Colenion plated for eye appeal 
and resistance to rust. 








FIRE-SAFE 
Here's another feature radio 
servicemen, mechanics, crafts- 


men and home workshop en- 
thusiasts will like . Vaco 
Amberyl* handles are fire- 
safe! Only Amberyl* han- 
dies carry the Underwriters’ 
Laboratories, Inc., Re-Ex- 
amination Service Marker 
(UL) deeply embossed in 
the dome end of each 
handle! 





5 screw drivers in 1! 
1/8”, 3/16", and 1/4” 
regular blades and No. 1 
and No. 2 Phillips blades 
snap into break-proof, 
shock-proof handle. Pre- 
cision buile throughour 
- » » &0 wobble. Pally 
Guaranteed! 





ZS 60 NUT DRIVER KIT 


5 nut drivers in 1! 
Interchangeable sockets 
fit into same Amberyi* 
plastic handle to provide 
1/4”, 5/16", 11/32", 
3/8” and 7/16” hex. 
wrenches. Super hard 
steel for | socket life! 
Large, comfortable - grip 
handle is deep-fluted for 

© torque. Whole 
it including leatherette 
tool roll fits comfortably into back pocket. 
Fully Guaranteed! 





EYE-CATCHING DISPLAY 


Put this display up io 
your shop or store and 
watch those drivers sell! 
People can’t resist the 
beautiful appearance of 
these fine hand cools. 
Board and shelf stock in- 
clude 110 mixed square 
and round regular and 
Phillips blades. 


More Than 250 Styles and Sizes! 
Send for the New 28-Page Vaco Catalog 








*Trade Mark Registered 


317 E. Ontario St., 
Chicago N|, Illinois 





PAGE 222 


Radio Corp. of America 


A new folder cataloging the 
RCA line of miniature electron 
tubes has been prepared by the Com- 
Engineering Section of the 
RCA Tube Dept. It covers 64 mini- | 
ature listed numerically and 
alphabetically, with thumbnail descrip- 


com- 


plete 
mercial 
types 


tions 


Stromberg-Carlson Co. 
\ new booklet, “Let’s Take a Look 


at Television” has been prepared as a 
dealer handout by the Stromberg-Carl- 
son Co The educational 
pamphlet profusely illustrated with 
half tones and line drawings, takes the 
layman behind the scenes in television 


28-page 


reception and explains in simple terms 
the principles on which video works. 
It answers all the standard questions 
that « the prospect’s mind and 
a great many more by implication 


ome to 


Transvision, Inc. 


A new 


“Television 


18-page booklet entitled 
Interesting Facts about 
This Fascinating Field” has been pub- 
lished by Transvision, Inc., New Ro- 
chelle, N. Y. It gives the layman a 
basic scientific grasp of the principles 
of the field, then outlines the assembly 
of a Transvision Television Kit. 


Edison Electric Inst. 


4 new sales training film on home 
lighting, entitled “Lighting the Home 
the Sunshine Way,” has been released 
by the Edison Electric Institute, pre- 
pared as a supplement to the Institute’s 
sales training program of 18 sound- 
slide films and supporting materials. 
This new film was prepared in answer 
to requests from utilities, electrical 
leagues and others. It applies the basic 
sales techniques taught in the course to 
selling residential lamps and fixtures, 
and in training sales personnel. Fea- 
tured in the film is a case history of 
the re-lighting of a typical living room, 
with many lighting faults commonly 
found in the average Amercian home. 
Films and records are available from 
the Institute, 420 Lexington Ave., New 
York 17, N. Y., at $30.00 per set. The 
set includes a leader’s guide for the 
person conducting meetings of sales 
trainees and a silent trailer film for 
discussion purposes, 


Revolving Displays with | 





| 
i 












Dept. 65, 267 Mott St. 











\e 


protection against spoilage. 








CHILL CHEST) 











Rlevce INC.@ DEERFIELD, MICHIGAN 








*Poto-Sho 


ELECTRIC TURNTABLES 
. « Mean More Business! 





“712” for motion 
with lighting effects 


@ Whether 
for revolving 
merchandise 
displays or 
to turn a 
lighted 
Christmas 
Tree, Kasson 
ROTO-SHO 
is unbeat- 
able! Turns 
3 times a 
minute, car- 
ries up to 
200 Ibs. 


Model ‘‘A’’ — 18” 
Table; Standard the 
world over 


For winning displays write TODAY 
ull information and complete 


for 
ROTO-PRODUCTS catalog! 


GENERAL DIE AND STAMPING CO. 


© New York 12, N.Y. 


OCTOBER 1, 


PY 


= 
wn INTs 
PROFIT LINE 


for Appliance Dealers 


| Ruggedly built for long service 
... low in price . . . backed by an 
unmatched guarantee & service 
| policy. 

| 


THE NEW 1948 SOLID SMALL 

| Full-size professional electric clipper. 
| Easy to handle—light weight plastic 
| case. The favorite in beauty shops 
for years. $9.75 List 


WAHL Silent 

Hair Dryer 
Fast and thorough. Hot 
or cold air as desired. 
Quiet. Plastic case . . . 
$9.75 List 






light weight. 
WAHL “Hand-E” 
Electric Vibrator 
Gives perfect mas- 
sage stroke — 
powerful and 
penetrating. Fits 
the hand. Com- 
plete with four 
applicators. 
$6.50 List 
GUARANTEE — We 
agree to repair or re- 
place free of charge, for 
one year, any WAHL 
product which does not 
give perfect satisfaction. 
WRITE TODAY TO 
Dept. E M 48 FOR 
DEALER INFOR- 
MATION 
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Cords and 
Cord Sets 


Selected by 
leading manufacturers 


... why not by you! 


| to tackle 





A full line of 
Flexible Cords for the 
Repair and Service 
Industry, obtain- 
able through jobbers 


and distributors 











Approved by 
Underwnters’ 
Laboratories 


CORNISH WIRE CO., tac. 
15 Park Row, New York 7. N.Y 














ANDI ALE 


wri gas” 


ALERT APPLIANCE DEALERS 
PROTECT PROFITS WITH 


Mastercraft 


PADDED PROTECTIVE COVERS AND 
CARRYING HARNESS 


@ PROTECTS “ectico! cpplionces from 


scratches, chips, dents,mors 
merchandise to the home in 
. DELIVERS the same perfect condition in 
which it leaves the showroom. 
@ INSURES your profits on sales because 
# reduces returns and repair 
work due to delivery damages. 
deliveries (no messy packing and 
bd SPEEDS unpacking) just wrap Mostercroft 
Pad around the appliance and cdijust the carry- 
ing harness. 


Made of heavy green pocketing twill 
inside and our. . . lined with Kersey 
(Jute fibre on burlap) and quilted to 
give maximum protection. Highest 
quality materials and workmanship 
give Mastercraft Pads a longer life. 
And—they're tnore economical in the 
long run... Dealers everywhere are 
using Mastercraft Padded Protective 
covers for delivery of refrigerators, 
ranges, washing machines, ironers, 
radios, television sets, heaters, etc. 




















' BEARSE MANUFACTURING co. . 
. 3817 Cortland St. * Chicago 47, Illinois : 
1 Gentlemen: ' 
: Please send me price list on Mastercraft Pads. ; 
' ‘ 
NAME ‘ - 
‘ ' 
' 

- ADORESS ' 
4 ‘ 
§  cry___ STATE ; 
. 4 
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NERA Starts Drive To 
Add 7,000 New Members 


Clifford C. Simpson’s aggressive 
young National Electrical Retailers 
Assn. rolled up its sleeves last month 
what 
most ambitious undertaking to date: 
the enrollment of an additional 7,000 
members before January 16. 

No official figures on present mem- 
bership are currently available, but 
the total has been variously estimated 
as low as 1000 and no greater than 
4000. 

Called the Board of Directors 
Challenge Campaign, the new 
for members would be based, 
previous efforts, on the ability of pres- 
ent members to sign up fellow dealers. 
NERA’s talking points: a 15-point 
program embracing franchise improve- 
ments, sales promotion, 
problems, service responsibilities, 
trade-ins, tie-in sales, the gray mar- 
ket, builder and multiple purchase 


promised to be its | 


. | 
drive | 
as were | 


installation | 


sales, discounts, back-door selling, 
legislation and co-op taxation, fair | 
trade prices, advertising and rural 


market promotion. 

The first seven in a natio1-wide 
series of organizational meetings were 
held in early and mid-September in 
the eastern part of the nation. The 
results of these and other meetings 
would be of interest to the whole 


industry, for if the drive were success- 
ful, NERA would add to its brash 
young voice the weight and power 
of bulk. 
New Machine To Play 
Sound Movie Record 
| 
“Visatone,” a machine that will | 


plug into a radio and project sound 
color movies from a Vinylite and 
aluminum record will be ready for 
Christmas deliveries, according to re- 
cent reports. The basic machine looks 
like a portable typewriter case and 
will retail at about $150. 

Production of records and players 
will be handled by Phono-Vision 
Corp. of America, Hollywood, Calif., 
headed by Phil Goldstone. Bardwell 
McAllister Inc. will make the turn- 
table plates. 

The machine has a 12-inch record 
turntable, a record arm and a control 
lever and button on top. A 10-minute 
sound movie is in a 12-inch record. 
Sound is masked on the top of the 
record and the film tape is synchron- 
ized and sealed beneath. 


The lowest-priced model will plug | 


into a radio, playing the sound through 
the radio speaker and projecting the 
picture onto a standard home projec- 
tion screen about 20 feet away. More 
elaborate models are being engineered 
which will contain screen and sound in 
one set, it was reported. Radios and 
phonographs will also be incorporated 
into later sets. 


Cadillac Cleaners Get 
Glamorized For Christmas 


The Clements Mfg. Co., Chicago, 
Ill., is adding displaymanship to sales- 
manship this Christmas in a nation- 
wide promotion urging dealers to wrap 
as gifts Cadillac vacuum cleaners in 


tailor-made cellophane covers with 
ribbon bows, it was recently an- 
nounced. 
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5 ri CUT DELIVERY COSTS 


"LIFT-GATE 


A PROVED PRODUCT 


ANTHONY 


Truck Loading, Unloading 


Equipment Widely Used 


You Can Save 5 to 30 Minutes 
Per Delivery with “LIFT-GATES”. 


Thousands of retailers and manufacturers are loadi: 
trucks and trailers much faster and muc' 
mthony “LIFT GATES”, 


and unloadin 
easier with 
in cargo handling equipment. 

Your driver can handle heavy — 
work. Merchandise is handled gent 
mizes damage claims. 


“LIFT GA “ avoid unnecessary delay, no 
area ways. ray ~ open a shorter time. 


confusion at the doc 


Truck owners and customers alike, like this service 


because it costs them less. 


Write for free miniature demonstrator and literature 


ANTHONY 


\IFT GAT 


HYDRAULIC 
ANTHONY CO., Dept. 814, Streator, Ill. 








ments with far less 
y and safely—mini- 






OE PARTMENT 
STORE 


the very latest 


g up 
educes 


j 


Faster warehouse to 
store delivery. 











Chrome-plated, 
For 110-120 volts, AC-DC 


Your customers and prospects want the 
nationally advertised RACE 65 for dry- 
ing hair or hands, defrosting refriger- 
ators, drying nail polish — for any one 
of 65 uses. 


No Sales Through Jobbers 


The RACE 65 direct-to-retailer sales 
policy holds the retail price down and 
gives you unusual merchandising ad- 


*T, 





usual 2% 10.) 
NAME.. 
ADDRESS 
CITY, STATE 


with removable base. 


CINE UNIVERSaT MOTOR CO 


RACE 65 Electric Hair Dryers. 
$52.75, based on retail price of $14.95 each, 








vantages. Your customers get more for 


their money — a unit of exceptional 
RACE 65 puts 
and 


quality at low price. 
you ahead in the “race for sales” 
suggests good tie-ins with popular 
home wave outfits and other beauty 
aids. The big gift season is just ahead. 
To get set for record-breaking demand, 
clip and mail the coupon now. Im- 
mediate delivery. 





REG. U, S. PAT. OFF. 








RACINE UNIVERSAL MOTOR CO. 
1637 GOOLD STREET, RACINE, WIS., 


DEPT. EM-5 
Check enclosed []. Money order enclosed []. C.0.D. []. Ship 
(Minimum order is six — net price, 


less 40% discount and 


Credit references for future orders, which will be billed: 
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Used $or 





, frozen 
e thawing 
. . orens 
drying hg one lingerie ed 
foods of other uses. 








approved 


For Complete 


ber or Write 





oll Underwri 


Infor- 
mation See Your Job- | 





a dozen ways! Precision- 4 
made to highest stand- 
ards! Delivers a stream Ds 


of hot or cool air in 
seconds! 


@ Lightweight aluminum 
construction! 

® Handy toggle owtcliad! 
for warm, cold air! 

@ Warms, cools, dries, 
defrosts, thaws, heats! 


®@ Used in the hand 
or on table. 


MASTER Appliance Mfg. Co. 





RACINE, WISCONSIN 








The LI 


GHTEST 
and BEST 


APPLIANCE 
MOVER 


you have EVER seen! 


The KEEN adjustable appliance mover 
is the world’s lightest. It is designed with 
superiative skill t solv e nasty prob- 
lems of moving heavy appliances with 
one r two men. Made f lightweight 
magnesium, it adda only 13% pounda per 

ar © the total weight to be moved 
Reduces fatigue and loss of man-hours 
Rubber wheels rubber padding on 
touching areas ch ball-bearing swivel 
casters for loading n delive ry trucks 
Equipped with 2 2 ply 1 foot web 
strap with self tightening leverage buckle 

KEEN manufactures a complete line 

ving devices many of 


of appliance m 
them NEW to you. Send for our FREE 
ILLUSTRATED ( ATALOGUE for a 














EVERY 
HOME NEEDS A 


HOME CLIP 


@ The Home Clip is a moderately 
priced electric clipper for all the fam- 
ily. It cuts hair as good as barber 
clippers. Anyone can use the Home 
Clip with good results. Pays for itself 
in 15 haircuts. Operates on 115-volt, 
AC or DC current. Underwriters Lab- 
oratories approved. Guaranteed one 
year. Packed in attractive display box, 
the Home Clip is a ready sale—with 
good profit for you. 


If your jobber can't supply you, 


write to: 








BELLE CITY APPLIANCE CO. 
1745 Flett Avenue. 
Dept. EM-1, RACINE, WISCONSIN 











revelation in easier moving NAME 
KEEN ADDRESS 
MANUFACTURING CO. 
505 IVY HARLINGEN, TEXAS oy STATE .. 
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| Webster-Chicago Corp. 
Promotes Wire Recorder 


The most intensive fall advertising 
campaign in the corporation’s history 
has been undertaken by Webster-Chi- 
cago Corp., Chicago, Ill., to promote 

| the sales of its “Electronic Memory” 
wire recorder in various markets, it 
was recently announced by S. T. Sea- 
man, advertising manager. Chief 


campaign feature is cooperative news- | 


paper ads in 200 papers in 192 cities. 
National magazines, trade publications, 
and professional journals are also be- 
ing utilized, 

In addition to promoting the sales 


of wire recorders, the drive is designed | 
te give wider coverage in national | 


markets and increase penetration 
there. According to Mr. Seaman, 167 
market areas, in which about 85 per- 
cent of the nation’s business takes 
place, are being covered. 

Dealer support is also being enlisted 


with window streamers, counter cards 


and promotional literature. 


G-E Announces Fall 
Radio, Tele Campaign 


General Electric Co. Syracuse, 
N. Y., has announced to its dis- 
tributors a nationwide fall merchan- 
dising campaign on radios and tele- 
vision sets Designed to meet a 
predicted highly competitive market 
for the rest of the year, the program 
includes price reductions on several 
radio and radio-phono models. 

National magazine advertising has 


been augmented with added space in | 


Time, Newsweek, and Collier's in ad- 
dition to the usual space in Life, Sat- 


urday Evening Post and Look. An | 


extensive schedule of newspaper copy 
will be utilized for all television cities 
to help market the video sets. Radios 
and radio-phonos will be advertised 
in all other markets through factory- 
distributor-local ads and broadened 
dealer cooperative advertising. 


Markel Announces New 
Automatic Record Player 


\ new record player, which plays 
both sides of records automatically 
without turning them over, has been 
announced by Joseph Markel, presi- 
dent Markel Electric Products, Inc., 
Duo Playmaster Division, Buffalo, 
N. Y. The new unit, which is avail- 
able to fit every radio-phonograph 
combination, or for attachment to any 
radio, does not handle records, thus 
eliminating scratching, chipping and 
breaking of records, according to the 
company. 

Distribution is to be made through 
jobbers only, 


Air King Ups Radio, 
Wire Recorder Prices 


Price increases of five to 15 percent 
on radios and wire recorders were re- 
cently announced by David H. Cogan, 
president, Air King Products Co., Inc., 
Brooklyn, N. Y., manufacturers of 
radios, combinations, wire recorders, 
and television sets. The advanced tabs 
were the direct result of increased costs 
in labor and material, according to 
the company, and are effective October 
1. The company asks no price hike on 


its line of television receivers, Mr. | 


Cogan stated. 


OCTOBER 1, 








ORDER BY MAIL AND SAVE! 


Chi ¢ miniae Damage: ! 
GHa Li Mhy Ltt: J 


NEW HAVEN QUILT & PAD CO 
20 APPLIANCE COVERS 
Fadea 







REFRIGERATOR 
COVER 


$1 3.95 


Carrying Harness Extra 


Waterproof, padded. Ad- 
ju ~~ 7 to fit 4 to 10 
Cu.F boxes. Wraps 
pn completely. 


WASHING MACHINE 
COVER 


$9.00 


Gives complete protec- 
tion. Padded, waterproof. 
Height 49’, diameter 31” 


Covers for Automatic 
Washers Only $8 Ec. 


GAS AND RANGE 
COVER 


$12.00 


Easy to slip on 
and to remove. 
Fits over 


epth 
height 42". 


Write for 
New Catalogue of Our Full Line 


new HAVEN Quilt & PAD CO 


d Manulacturers 


82 84. Franklin St ees Haven ll, Conn 














Victory did not end the paper short- 
age. Need for waste paper is as 


great as ever. 


Why? Because supplies must stil] 
be shipped in paper to our occupa- 
tion forces and liberated countries. 
For the Pacific area these take 
double and triple wrapping to with- 
stand long sea voyages and tropical 


climates. 


Meanwhile, demand for domestic 
packaging paper comes from scores 
of reconverted industries. Jobs and 
shipments of new goods depend on 
paper, the essential protection of al- 
most everything made in our fac- 


tories. 


That's why you should designate 
one place as your Salvage Corner. 
Collect all your waste paper there 
before you bundle and turn it in. 
If you're in doubt about how to get 
it packaged up, call your local 
newspaper or Salvage Committee. 
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- tae INDEX TO ADVERTISERS m 
Pee eessc PON OCTOBER 1, 1948 Here’s a _ Low Picea 
Light Duty Delivery and 


+ repair Air Express Division, Railway Ex- 


ONE TNE og ccc ween cede 


° ee 40 
household refrigerators | | | Alsbome Mis. co... 187 
























Altorfer Bros. Co........... 110, 111 
American Central Div. Avco Mfg. . 
1OW—eet your share of this profitable mar- MEE si kacdeoN wade wes enein 191 e r V | C 0 
net by earning how > lnatee. sumvene American Lava Corp............ 101 
an repair housenhoid elec etrig : s 
Here’s an up-to-date manual which shows, American Weekly, Cee 207 
from the inside out, everything you need to Anchor Div. Stratton & Terstegge 
know about refrigerators—from a simple ex- Co., Inc. 213 
planation of how refrigerators work to de- | § ., “i "?" am ’*°****errersrerees 
tailed, practical methods and data on in- Anthony Ne ey re 223 
stallation, testing, servicing, adjusting, trou- Apex Rotarex Corp. laside Front Cover 
ble-shooting, repairing, etc. 
You're given descriptions and illustrations Appliance Mfg. Co Steet e eee eee 142 
cutive aquteme as well an Getalle of parte Spptience Ports Co............ 7 il 
se ' 
Basic points of construction and operation are Armco Steel Corp ceeeeeseeeceone 128 | 
emphasised 80 that you're able to handle Armstrong Products Corp....... 217 
practically any type of machine you en- : . 
counter. Included “are scores of diagrams, Automatic Electric Heater Co... 124 | e Saves Man-Hours 
charts and tables which tell not only what Automatic Washer Co........., 116 
to do but how to do it 5 D li ri 
| © Speeds up Deliveries 
New 2nd Edition Bearse Mfg. Co........... 223 











Belden Mfg. Co....... ——— 6 
Household || there ec": 2 || ° ea 
en-Hur Mfg. Co 214 i 
e Bendix Home Appliances, Inc. .22, 23 Too ’ Repair arts 
Electric || Bendix Radio, Div. Bendix Avia- 
- “ ae, aspire salar De.c . 66, 67 ALL-STEEL welded con- 
a e jackstone Corporation struction. Spacious interior Available 
Refrigeration | | Bright Star Battery Co... .. | pe ee glee : 


with overhead 
ments on each side for tools, | 
JOHN WOSTREL adder racks 
eiaemman ~~ a ciceiay Teaaiiit | —. Mfg. Co.....33, 34, 35, = repair parts, etc. Other ac- 
a . arrier Corp. .... , , . 

and JOHN G. PRAETZ cessories optional. Designed 

Service Manager, Liquid Carbonic Corp. Chicago Electric Mfg. Co. 170, 1 
| 


Chicago Tribune ... 31 for Ya ton chassis. Write ger Descriptive Booklet Today! 














pamanws , 
458 pages 175 illus. $4.50 | Clements Mfg. Co..... ee git EN, 
Colson Equipment & Supply Co.. 227 ~ %, 
This practical manual covers, in non-technical lan 
guage, retvigoret on fundamentals and the various Cornish Wire Co., Inc. : 
types of household units and systems—gives up-to-the- 
minute advice on how to capitalise - the cunending Coroaire Heater Corp., The. 77 : N | N 7 ‘ - | N 6 C 0 ~ p 
opportunities in the household refrigeration field. Cory Corp. TET TOCTELCLeTre = 163 ® 
Provides trouble-shooting help a A Sexton. aioe cpnak = 2546 EAST 79th ST., CLEVELAND 4, OHIO 
You'll learn the symptoms of troubles in refriger- rostey Uiv. Avco 9. orp. 
avers, the causes of troubles and their remedies. This 87, 161 
guide tells what to do when the hine ill not start | 
unit vefvinieaten but will = pe elige ye ie | Cutler-Hammer, Inc. siiatieadliade _- an 15 
cubes are slow in freezing unit is noisy . | Cuthbert Inc., F. N. ; . 227 “a——~~ pone TE 
cabinet sweats , motor gets hot and many | | 
other common and uncommon troubles. In addition 
r’ valuable table presents refrigerant and tubricant s 
ta for 54 es 0 e erators 1 ere | 
ow Ry je fanny oe refrigera » many different Dazor Mfg. Corp a ore mae 6 119 = 
Deepfreeze Diy., Motor ‘Products 
| OES ah See aener 69 ee 
See this book for: Detergents, Inc. ............... 143 
Dominion Electric Corp. ee 
@ basic compression and absorption sys- Dormeyer Corp. ... acted ss a 
tem cycles Dow Chemical Co., TR. cciccae 
@ control devices and circuits Driver-Harris Co. .. : 80 
du Pont de Nemours & Co., (Inc.) 
@ service equipment requirements E. L, Finishes Div. 58 


@ use of gage sets 


@ trouble-shooting charts 


For Appliance Sales 


Easy Washing Machine Corp. . .82, 83 





@ motor-trouble charta Economics Laboratory, Inc...... 112 
@ repair methods ee a oa di “Hl Z ae oa 
lectrical Merchandising ...... 
Electromaster, Inc. ......... «on y/ PAINLESS TIME PAYMENTS 
Electronic Controls Co.... a || 


Emerson Electric Mfg. Co., The 76 

Emerson Radio & Television Corp. 
154, 155 

— Williams Corp., Eureka 


Customers pay as they use. “Rentals” 
can’t help become sales. 








bane Products Go. Heating & 
Appliance Div. 


‘ 


of INVESTMENT INCENTIVE 


Property managers and apartment 





Farm Journal, Inc..... . 104 “1 . oo 
Farnsworth Television & Radio owners will invest in a promising 
" Corp. ... aes source of added revenue. 
WANIHAY VA Frantz Mfg. Co. : ne 
Fresh-nd Aire Co ; 210 





Frigidaire Div., General Motors 


FREE 10 DAY EXAMINATION Corp. . —— 
McGRAW-HILL BOOK CO : Gas Appliance Mfrs. Assn... ..98, 99 











o Inc. ' . 
330 W. 42nd St., N. Y. C. 8, N. Y. General Appliance Corp late shes 225 i i | h ly i 
HOU! SEHOLD E LRCTRIC “wow an Pra = a _ ———— Co..... 222 Your present appliance tine plus the easi y in- 
10 days’ examination on approval In 10 days I | nera! ectric 0. : rT d G | A li t ill 
i a few cents postage, or Appliance & cememees - sta e enera pp lance meter wi move any 
Name .... teeeeees | Electronics Dept. ...... “i 5, 117 appliance off your floor fast. 
cam saitabiciads, “t hamp Supe. sevcerecoecee Write or wire for full information to Dept A. 
City. Zone State.. } 
Company ceoseeneeee $ | (Continued on page 226) General Appliance Corp. 
Position ..... EM-10-48 | 





* SAVE! We py postage ard packing charges if 


you send cash with your order Same return SPRINGFIELD, MASSACHUSETTS 
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SEARCHLIGHT SECTION 


(Classified Advertising) 























V1). Wha nu fo clurer 


We want another line to sell. 


HERE ARE FACTS 


1. We cover 21 Mid-Western, Central 
and Southern States. 


2. Seven high class, experienced sales- 
men, resident in their territory. Offices 
in Kansas City and Chicago. 


3. Coverage 5 or 6 times a year. 

4. An old, established sales organiza- 
tion with ample financial background. 
5. We have the respect and confidence 
of every worth-while Jobber, Depart 
ment Store and Chain in this area. 
6. Our few present lines are well es- 
tablished. We have room to do an 
aggressive selling job on one more 
line. 

7. We are interested in housewares, 
traffic hardware lines, traffic electrical 
appliances or accessories, (not inter- 
ested in radio or major appliances.) 

8. We offer a manufacturer as a single 
unit. quick and complete coverage 
over a large productive territory at a 
fixed selling cost. 

9. We want a line capable of substan 
tial sales volume—one we can live and 
grow with. Only high class. reputable 
lines will be considered. 

10. Personal interview easily arranged. 


KA-6578 





SELLING : " PO TU ”“ : MERCHANDISE 
PLOYMENT : OP R NITIES : BUSINESS 
REPLIES (Bow No.): Addreaa to office nearest you | 
NEW YORK $30 W. 42nd St. (18) 
CHICAGO 20 N. Michigan Ave. (11) 
SAN FRANCISCO: 68 Post 8t 5 


SELLING OPPORTUNITIES OFFERED 


SALESMAN NEW York Distributor of na- 
t idvertised ‘ f alart clocks 
s, cameras has open- 

ar i n appliance le 

y strong side 
ssion basis Write in detail past 
i Inquiries 

SW -4374, Electrical 


POSITION WANTED 


*+RADUATI 1ge 33 with succeass- 





PW ¢ 8, Ele al Mer indising 


BUSINESS OPPORTUNITY 
Wholesale and Retail 


Applia ess it nty seat 


r4 pulat Lea 


I rical M indisir 


WANTED 





DETROIT MFRS. AGENT 


Wants one more quality line with volume 
possibilities Contacts Mich. & NW Ohio 
Electrical & Hardware Jobbers. Supplies, fix- 
tures, appliances—20 years experience 
KRA-6602, | 


ve 





SALES STIMULATOR SPECIALIST 


desires a position with a manufacturer. 
Has national reputation 


PW-6537, Electrical Merchandising 
North Michigan Ave ct ago 11, Ill 


20 N 











Elements and coils. 


need apply. 


RW -6368, | 
. h Micl 


WANTED: 


MANUFACTURER'S AGENTS 


Leading firm of manufacturers of all types of Electrical Heating 
Only those firms who have connections with the Electrical Industry 


Exclusive territories will be allotted to suitable applicants. 
All applications will be considered in confidence. 
Our entire personnel is aware of this advertisement. 


ul Mercha 


Ill 








EXECUTIVE 
SALES 
MANAGER 


An alert aggressive sales manager is de- 
sirous of a change. Associated with 
present concern for past 10 years. Hired, 
trained and supervised salesman. Plan 
ned, executed sales-merchandising cam- 
paigns. Sold all levels Retail-Whole- 
sales Distributors, Chain and Department 
Stores. Expert knowledge modern merch 
andising and sales promotion Has 
handled Field Representatives for past 
20 years. Proved by large sales volume 








MANUFACTURERS 
REPRESENTATIVES 


Manufacturer of fast selling, nation- 
ally advertised line of traffic appli- 
ances now realigning certain choice 
territories. We want Mfgrs. Represen- 
tatives with established clientele sell- 
ing to Elect. Jobbers, Hdwr. Jobbers, 
Dept. Store and Chains. Write giving 
full information to 
RW-6233 Electrical Merchandising 
North Michigan A ‘ ago 11, I 








APPLIANCE LINES WANTED 
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General Floorcraft, Inc......... 136 
General Washing Machine Service 227 


Geuder, Paeschke & Frey Co.... 183 
Gibson Refrigerator Co......... 180 
Gilbert Co., The A. C . 220 
Grand Home Appliance Co 160 
Graybar Electric Co., Inc... 196 
Hamilton Beach Co., Div. Scovill 
Mfg. Co. ; 109 
Hankscraft Co. 100 


Hartford Element Co., Inc., The. 227 
Health-Mor, Inc., Filter Queen 
AROSE Ee eee ea 
Hedges Mfg. Co., Inc., M. M.... 
Hobart Mfg. Co. KitchenAid.... 120 
Hoover Co., Electric Motor Div.. 208 


Hoover Co., The 185 
Horton Mfg. Co... pice cee 
Hoskins Mfg. Co 168 
Hotpoint, Inc. 138, 139 
House & Garden ; 20 
Household . 209 
Ingraham Co., The E 84 
International Nickel Co., Inc., 
Vee ... 90 
Jack & Heintz Precision Indus- 
tries, Inc. . 85 
Keen Mfg. Co 224 
Kelvinator Div. of Nash-Kelvinator 
Corp. . » Back Cover 
Klinker Bros. ; 227 
Knapp Monarch Co 74, 75 
Ladies’ Home Journal .. 201 
Landers, Frary & Clark 10, 11 
Lewyt Corp., Vacuum Cleaner 
Div. 102, 103, 150 
Liberty Bell Mfg. Co........... 220 
Life ; ...126, 127 


Lindermann & Hoverson Co., 
SS SPA Pas 
Lonergan Mfg. Co .. 189 
Lovejoy Flexible Coupling Co... 227 
Lovell Mfg. Co. Inside Back Cover 


Lyon Metal Products, Inc........ 129 
Majestic Co., The . 221 
Manning, Bowman & Co.... 4 
Markel Electric Products, Inc 192 
Marquette Appliances, Inc 204 
Master Appliance Mfg. Co. 224 
McGraw-Hill Book Co......220, 225 


McGraw Electric Co., Clark Div. 19 
McGraw Electric Co., Toastmaster 


Products Div. . saeco 
Mend-It Sleeve Mfg. Co..... 227 
Merchandising Supplement . 227 
Metal Ware Corp., The . 182 
Midwest Appliance Parts Co.... 227 
Midwest Mfg. Co i 
Mines Equipment Co 227 
Minneapolis-Honeywell Regulator 

_ ee : .. WS 
Minnesota Appliance Parts Co.. 227 
Morton Gregory Corp 200 
Morton Mfg. Co 18 
Motorola, Inc. . 131 
National Die Casting Co 12 


National Electric Products Corp. 169 
National Enameling & Stamping 


Co. . ‘ 93 
National Housewares Mfrs. Assn. 202 
Neal Products Co 227 


New Haven Quilt & Pad Co.... 224 
Nineteen Hundred Corporation... 125 
Noblitt-Sparks Industries, Inc.106, 173 
Noma Electric Corp ....70, 71 
Norge Div., Borg-Warner Corp.78, 79 


Olin Industries, Inc., Electrical 
Div. . oo 
Owens-Corning Fiberglas Corp... 186 


Parsons Engineering Corp 
Penetray Corp. 

Pennsylvania Range Boiler Co 
Perfection Stove Co ; 
Philco Corp. . 

Phoenix Table Mat Co 
Proctor Electric Co. 134, 


Queen Stove Works, Inc 


Racine Universal Motor Co 

Radio Corp. of America, RCA 
Victor Div. 166, 

Ray-O-Vac Co. 

Revco, Inc. 

Revere Clock Co., The 

Rheem Mfg. Co 

= Mfg. Co., Steam-O-Matic 

Robertshaw-Fulton Controls Co 

Roper Corp., Geo. D 


Samson United Corp 

Schaefer, Inc. . 

Science Illustrated 

Searchlight Section . 

Sessions Clock Co., The 

Seth Thomas Clocks 

Shirley Corp. . 

Simpson Electric Co. 

Smith Corp., A. O 

Smith Co., The C. W 

Spark Stove Co., Inc 

Sparks-Withington Co., The 

Sperti Faraday, Inc. 

Standard Gas Equipment Corp 

Steber Mfg. Co. 

Stewart-Warner Corp. 

Stromberg-Carlson Co. . 

Successful Farming 

Swanson Tool & Machine Prod- 
ucts, Inc. ; 

Swartzbaugh Mfg. Co., The 


Telechron, Inc. 

Teletone . 114, 
Time, Inc. Ae 
Thor Corp 146, 
Tuttle & Kift, Inc 


Union Pacific Railroad 


Vaco Products Co 
Voss Bros. Mfg. Co 


Wahl Clipper Corp 

Washer Sales & Service Co 

Webb Manufacturing Company. . 

Webster Electric 

Westinghouse Electric Corp., Ap- 
pliance Div. 

Westinghouse Electric Corp., 
Home Radio Div ; 

Westinghouse Electric Corp., 
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Lamp Div. 16, 17 


White Machine Works 
Whitehead Mfg. Corp., D. W. 
Wiegand Co., Edwin L 
Whiting Corp. . 

Wilcox-Gay Corp... 

Woman's Home Companion 
Wood Mfg. Co., Inc., John. . 


Yeats Appliance Dolly Sales Co 


Zenith Radio Corp 
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accomplishments. Back ground in Elec- gw «aco MM |- Packard Electric Div. General Mo- aceanmee 
trical Appliances and Housewares. — representation of Western-made Appliance tors Corp. z : 199 (Used or Surplus New) 
El Ta EXPERIENCED—ABLE—FINANCIALLY STRONG Peter Wily. Corp . Ee ach seins 226 
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@ APPLIANCES @ SPECIALTIES @ ACCESSORIES 
@ EQUIPMENT ® TOOLS © INSTRUCTION 
@ PARTS ® MATERIALS @ REPAIRS 


FOR MORE SALES — FOR MORE PROFITS 


UNDISPLAYED RATE: 


$1.50 a line an insertion. Minimum $6.00. 
(First line small black face type.) Frac- 
tional line counts as line. 10% Discount 
if full advance payment is made for 4 
consecutive insertions. 


DISPLAYED RATE: 


$14.20 per inch per insertion. Contract 
rate on request. (An advertising 
inch is measured vertically %” on 
one column. There are 4 columnse— 
48 inches to a page.) 














Flerble Couplings for 
WASHING MACHINES, Oil BURNERS 
MOTOR DRIVEN MACHINES 


The Lovejoy type 
“DX” is used by 
more manufactur. 
os of electrical 
equipment than any 
other flexible coup- 
ling. The Ideal 
LOW COST way to 
dampen vibration 
and noise. Write 


L-R Type “DX” 
tor catalog and name of nearest dealer, 


LOVEJOY FLEXIBLE COUPLING CO. 


5028 W. Lake St., Chicago 44, il! 














Our 132-page 
FRE Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 


Save money by ordering all your supplies 
from one dependable source. 


Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 








One of the FRANTZ PARTS JOBBERS 


WRINGER ROLLS AND 
WASHER PARTS FOR ALL 
MAKES 


GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y. 








“GAS-MIZER” 


Finger tip control conversion unit for any 
non-automatic (side arm) gas water heater. 
We invite your inquiry on this convenient 
and economical water heating system. 


ELECTRONIC CONTROLS COMPANY 
2519 Wilson Blvd. Arlington, Virginia 


E-ZEE-LIFT 


REMOVES BLINDFOLD 
WHEN CARRYING 







When you use the 
E-ZEE-LIFT men can 
see where they are go- 
ing. E-ZEE-LIFT pre- 
vents accidents, damage 
and breakage. 


The secret of E- 
ZEE-LIFT is in 
the balance. The 
E - ZEE - LIFT 
Universal model | 
handles every ap- 


pliance  regard- 
less of size or | 
shape. Can be 
used _ without 
cover if desired. | 
All advantages 


unit. 





rolled into one | 





Shows heavy stove 
handled easily by y 


two men, y Zs 
Ll fl ry 3 
Start saving today oS | : 
with E-ZEE-LIFT.] ; { 


Order the universal y N 7. y 
model for all appli- . rf - — | 
ances at $17.95. 7 
Immediate delivery. - 
Used nationally and accepted by the trade. 
Check with order please or we will ship 
C.O.D. 

Proper Balance Saves Two Extra Men 











SAVES ITS COST MANY TIMES OVER 


NEAL PRODUCTS 
MARLBORO 8, MASS. 














High Ss. ‘th e " Prompt 
Quality Service 
Washing Machine & Vacuum Cleaner 

Parts & oo for all Ma 
Save Place one order ” Increase 
Money One Seaneneatation Cost Profits 
One Dependable Source of Supply 


Write for FREE Catalog 
The C. W. SMITH CO. 


3959 West Ogden Ave. Chicago 23, tH. 





WASHING MACHINE PARTS 


“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Minn. 













The need is greater than yesteryear. 
use hand wringers 


FRANTZ HAND POWER WRINGER 


For use in homes, bathing beaches, auto 
laundries, factories, trailer camps, etc. 3 to 1 
ay reduction, with short nickel plated handle 

or easy operation under load. All aluminum 
frame, with white Duco finish; swivel clamps 
for attaching to any size or shape tubs; 2” 
white rubber rolls, with adjustable roll pres- 
sure; automatic drain board. Lightweight; 
attractive appearance; two year guarantee on 
all mechanical parts. 


THE FRANTZ MANUFACTURING CO. 


WASHING MACHINE PARTS 


3650 EAST 93 STREET 
CLEVELAND 5 OHIO 





Descriptive folder F eee 
upon reque 








The NEW 
“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 


| 
' in delivery truck, curved cross members for round 
water heaters. Handles all appliances easier and 
| quicker because it is the ONLY APPLIANCE DOLLY 
ow WITH PATENTED RATCHET DEVICE TO TIGHTEN 














THE HOLDING STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 











Milwaukee, 3, Wisc. 








ECONOMY PLUS 
BUILT-IN CRAFTSMANSHIP 


“JIFFY” REPLACEMENT ELEMENTS 


For Domestic and Commercial Elec- 
trical Appliances and general repairs. 
PRECISION ENGINEERING 
Ask your jobber to show you why “‘Jiffy’’ is 
“The Long Life Element.”’ 


ready received them, write for our catalog and 
name of your nearest jobber. 


THE HARTFORD ELEMENT CO., INC. 


HARTFORD 5 CONN. 

















REPLACEMENT BURNERS 


for “Any Make Electric Range” 
ASBESTOS COVERED WIRE @ RESISTANCE 
WIRE @ IMMERSION ELEMENTS 
FOR HOT WATER HEATERS 
Write: F. N. CUTHBERT, INC., Distributor 
2909 Detroit Ave. Toledo 10, Ohio 








Quickly, Easily Made 


PERMANENT REPAIRS 


5 sizes for all types of domestic 








Write for Catalog 


sath, Po MEND-IT SLEEVE “ES: 


5606 Taft Ave., Oakiand 18, S.. 








WASHING MACHINE PARTS 


Prompt raaees 
All Makes 
Catalog Available 
KLINKER BROS. 








bulletin No. 502 Fchéwing connplate line. 
Onder from your Yobber 
WORKS 


INDIANA 


WHITE MACHINE 


FORT WAYNE, 

















ING 


803 Race Cincinnati 2, O. 
SPECIALTIES 
Vacuum Bags, all types 
Mangle pads and covers, all types and sizes 
separate and combination; Ironing board 
ads and covers; W ash ng mat hine covers 
Ohio Textile Spec. Co., 34 = Ge 


Neveland, Ohio 
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Heavy Duty —— HEADS 


To replac 
APEX — aBcC — BLACKSTONE _ 
NATIONAL — NORGE — 900 — 
GENERAL ELECTRIC 
Free descriptive circular 


APPLIANCE PARTS CO. 
117 South Ave. Youngstown 3, Ohio 







1 MAN NOW 
DOES THE 
WORK OF 2 





SAVE 50% to 
60% of hauling 
costs with the 
Easload Appli- 





Y Practically Sells 


Itself 


¥Y Allows More Profit per Sale ance Truck. 
his scientifi- « 
Y Installs Easily & Permanent- cally balanced 


truck carries 
full weight of load on 10” cushion 
tires. Patented balancing mechanism 


ly—approved by the Under- 
writers Laboratory. 


MINIMUM ORDER—25 UNITS 
IMMEDIATE SHIPMENT 


MINES EQUIPMENT COMPANY 


4212 CLAYTON ave ST. LOUIS 10, MO 


WASHER PARTS 


causes wheels to slide forward for 
loading — backward, at touch of foot 
pedal —for free easy rolling. Tubular 
smooth steel handles for sliding load 
Twin strap ratchets. Appliances fully 
protected. 


* $48.50 f.o.b. Los Angeles 


























ALL PARTS FOR ALL MAKES 
Send for Monthly Specials 


WASHER SALES & SERVICE CO. 
15 FEDERAL ST. PITTSBURGH, PENNA. 
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That the conventional, wringer- 
type washer has never lost its 
popularity is proved by the fact 
that two out of every three 
washers sold in 1948 are of the 
wringer type. 
wringer 
have 
been increased since the war 
the latest is the “instinctive” 
push-pull control which stops 
the rolls at the slightest pull 
on the garment going through 
the rolls. 


Improvements  1n 


safety and_ efficiency 


Kodachrome by Dave Rosenfeld 





LETTERS 


Attic Fan Installations 


l ) é ] ; 

This concerns your piece on the 
projected night cooling sales program 
in the Chicago area beginning on page 
66 of your August issue. | congratulate 
you on a good job, but if | understand 


the illustrations you have used, those 
supplying the information have some- 
thing to learn about the attic fan in 
stallation business 

Your illustration #1, and assuming 
a 42” fan. In Dallas the dealer's cost 


of the items to be alice te will be as 
follows 
Suction chamber $17.10 
Automatic shutter 38 x 67” 29.40 
M-H #5S-403 Timer Switch 9.97 
Casing for ceiling opening 4.75 
Necessary lumber for floor- 
ing of attic, canvas, nails, 
etc. (est.) 7.50 
$68.72 
=F 
6) Ko 
pa 





“| BROUGHT THE BOYS HOME FOR SUPPER, 
HONEY—WHAT’S FREEZING?” 
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A crew of two men, if properly 
trained, can do the job in eight hours. 
They mi ideal 
but experience shows that 
jobs are usually scattered and neces- 
sary travel time brings the actual time 
up to eight hours. In Dallas a mechanic 
with a helper and allowing for use of 
a truck will cost $25.00 a day. 


ght do it in six under 
pa: Sov 


lhe average electricians charge for 
connecting the motor and installing the 
switch will be $15.00. 

\dding these 
cost for 


items we have a total 
installing a 42” fan under the 
standards followed by reliable dealers 
f $108.72 

This does not cover the cost of the 
ittic exhaust. A 42” fan will require 
27 sq. ft. of standard snow-proof metal 
louvre, which will cost a dealer $2.00 
per sq. ft. installed. 

\ dealer can buy a 42” fan of any of 
several well known makes for about 
$90.00. Adding again: 


Fan $90.00 


Installation of fan 108.72 
Installation of metal louvre 54.00 
Total cost.. $252.72 


\ lot of dealers have kidded them- 
elves that they can do it for less and 
have become sick of the business. 
Others have skimped the jobs and dam- 
aged their own reputations and hurt 
the business. 

The job described above sells in 
Dallas for $325.00 to $350.00. We in- 
stalled over 600 of them this year. 
They are worth it, 
ire willing to pay it. 

It is misleading to talk about instal- 
ling an attic fan for $45.00. It can’t 
be done. 

W. O. Beeman, Manager, 

Heating and Ventilating Department 

The Murra 


and home owners 
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The story of the new detergents and how they affect appliance sales. 


By Laurence Wray 1 


Helping the Salesman Sell .. is 40 
Responsibility makes better salesmen for Butcher- Brorein, Tema, Fla. 


OPER eee ae ee ee sacneiicheas. aan 
Every employee of W. L. Curtis, Studio City, Cal., doubles as a 
salesman. 
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Vinyard’s, Birmingham, Ala., gives free laundry service while cus- 
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THE EAST 
By Robert W. Armstrong 





e month of grace between the 

time the Federal Reserve Board 

mced a new Regulation W = and 

e regulation went into effect 

t ol 
] 
1 


nearly so hectic as a ] 
n e believed, or hoped, it woul 
Reports from specialty appliance 
rs all over the East indicate that 
uners walked, but did not run t 
stores to buy while they could still 
et low down payments and two years 
re to pay. As one Washington 
dealer put it, “A lot ot people came 
ask questions about the new W 
terms, but no one was in any rush 
to buy.” 
e same dealers were equally 
inimous in pooh-poohing any harm- 
ful effects on business after W went 
effect. but they all seemed t 
think the restricted terms would put 
a brake on “the borax dealers” and 
s fellows who were asking a 
ilar down and a dollar a mont! 
One dealer, the most pessimisti 
said, “W will slow things down for us 
1 while, perhaps as much as 30 
ivs, because we normally invite a 
low down payment, _ usually 
about 10 percent. Now it will take ou 


income customers a few weeks 





*r enough money 
to make a 20 percent down payment 
' 


However, we don’t look for any last 
g ill effects.” This merchant, like 
thers, expects to take deposits 
customers until enough equity 
bee built 1 to amount t 20 

ent 


The Vanishing American Shortage 


wr the past few months I have 
I tempted to start this column wit 

e statement about the arrival of 
t milennium—no more shortages 

each time someon has reporte 


e difficulty in getting one or more 
lucts For all pract a) pu ro@s 
ever, it can be correctly stated 

shortages are no more. What 
ficulty still exists is summed up 
is statement by the owner of sev 
stores in Massachusetts: “We 
ve plenty of refrigerators, but we 


always get every make and 


lel just when we want it; some 
ies we have to wait a couple of 
eks. Right at the moment we have 
nty of low-priced refrigerators 
1 are a little behind on the deluxe 
(Continued on next page) 
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Reports of Business from 
ELECTRICAL MERCHANDISING’s Regional Editors 


THE FAR WEST 
By Clotilde Grunsky Taylor 











THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By A. B. Windham 





ELEVISION finally 


tion WSB-TV in 


of “T” Day, featuring 


Generally, dealers throughout the 
lanta area were pretty 
sold an estimated 
1,200 sets even before the station went 





The stores that make their money on 
their interest charges or use appliances 
this development 


down South. Every town 


better credit terms and a lower down going to stand by idly and 


ings as co-axial 
: 


which frequently took business for 


The trade may as well 


md big news interest of 


month was in dealer reaction to credit 

















“IT HAS BEEN THE MOST DREADFUL N'!GHT IN MY BABY-SITTING CAREER— 
THE TELEVISION SET WENT DEAD.” 











HE deadline for the new govern- 

ment credit regulation has passed 
without any particular emotion on the 
part of the electrical industry of the 
West Coast. Most dealers had ex 
pected a stiffer ruling, more on the 
order of Regulation W, with one 
third down. The 20 percent down pay 
ment is well under the 24 or 25 
percent down which has been the aver- 


age for this section of the country and 
the time allotment is only a little 
shorter than the usual 17 or 18 months 
General prediction from retailers is 
that only cut-price firms will be af 
fected one Way or another They do 
not expect it to have much effect in 
curing inflation, however. There has 
been no rush buying to get under the 
credit deadline. Incidentally, various 
studies made on this subject have re 
vealed that San Francisco is one of 
the foremost cash-buying cities in the 
country, with a lower percentage 0! 
time payment sales than most areas. 
Word comes from the Intermountain 
area that deliveries on everything but 
refrigerators have been good, and 
even refrigerator sales are high com- 
pared to last year, showing that there 
has been a good flow of this appliance, 
in spite of the demand for more. Con- 
siderable apprehension has heen ex 
pressed, however, over the effect 
possible steel shortages on deliveries 
later on. One wholesale house in the 
San Francisco area, handling furniture 
and appliances, says that it is ordering 
all metal-based lines now for next 


summer's trade, figuring that in that 


Radio Not So Good 
Radio sale s everywhere seen ’ ’ 
still slow. A report from Nevada says 


that only low priced sets are 





at all. The Intermountain Electrical 
Assn. plans a “Radio for eve ry roon 
promotion in the Salt Lake area f 
fall and winter. Lack of luxury money 
is given as the principal reason for 
the slow-down in buying, plus the de- 
sire of most customers to make thei 
next a television set. 

There is mu speculation as to 
what will happen when television 
shortly reaches San Francisco's hills 
Los Angeles experience has shown 
reflected images to be satisfactorily 

(Continued on page 16) 








The NATIONAL APPLIANCE AND RADIO PICTURE 





THE EAST 





Sales Reports 
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television sets to sell he 











ina He r it wi has to accept — 
te 3%) retrigerators 1! some radios £ 
ike treeze no ranges Radio sales are spotty, according to THE MIDWEST : 
He epted this. alt P e had to eports which vary trom “way the (Continued) f 
: , ngle t price—no discount eck off” in Washington to “good in 
ntity September” in Massachusetts. Enough i 
ele swoosh! It’s still racine lealers reported sates increases, how- 4 
: t the rs and ther sa shortage ever, to indicate improvement. A new One firm told ELectricar LER & 
- temporal me whic owes lersey distributor scores pessimism CHANDISING that the law car A 
existence to terrific consumer de vith the remark, “Radio always sells. easily ducked by using a lay-away plar A 
R gera ind. As e dealer phrased it, “They lust compare 1948 sales with 1941 if whereby the customer comes in a : 
i , is that television sales would be vou don't believe me. July and Aug- makes a payment until he has A 
endous starting in the fall. Of ist are always slow for radio, but amount paid in as ordered by la ; 
irse we were little bit incredulous the overall annual volume is good.” Then he gets delivery. Meanwhi 
i it last week (Sept. 20) they really (Sales of radios for the first seven has been forming the habit of pitt 
urted to take off. The wav e” s go months of 1948, excluding television, pattering into the store to bull 
\e g, | lp us this winter' totaled 8,093,872. Sales for all of 1947 his nest egg 
il larg S ige are sales estimates that one otaled 13,700,000.) \ll in all, the early autumn business 
iv fl é g New York wholesaler has taken a in the Middle West seemed t 
H aims tha iirly gloomy view of the future. His Return to Normalcy about as usual. Television is in 
is e can't see any way to get ing, refrigerators are coming in we 
wh sets to ke » with demand Che discount bugaboo is back with and there is no shortage if the « 
: ts a woeful shortage of sets is," says a Springfield, Mass., dealer. mer is not confined to any parti 
‘ " \ Philadel i deale pulled hin People are shopping for discounts model or brand. With traffic a 
eIrig t iwa Is Cas egister ind even getting them on scarce auto ances, sales are spasmodic and off 
t iv that television is sell natic toasters and retrigerators.” An- brands are not moving,  althoug 
> g é " He's not taking any ther Bay Stater says, “Everything is mixers are going good. Radio has 
a ance ve ind is backing sale in surplus except automobiles—and | fallen into a groove where standa 
t 000 advertising lines a week think the car shortage is man made. | brands are good and unknown ones j 
eV ‘'s puzzling paradox, price lon't think that industry or the public tough 
t still lives, thoug not so can stand another jump in. eithe Record sales—not so hot. Some deal 
‘ is in the ear summer months prices or wages.” ers are carrying LP records but 
c ‘ i a =~ Philacde " Looks like things are becoming It is too early to say how they 
int reports that 1 order to get more normal every day 20 They have their fans, howe, 
one man buying fiiteen at a « 


vision business has the benefit of 
lot of enthusiasts who buy regard 
“TOAST OF THE TOWN”, new regular television show sponsored by Emerson of price. When first introduced 
Radio & Phonograph Corp., Brooklyn. N. Y., finds the June Taylor Girls displaying the Chicago it was freely predicted tl 
company’s new sets. Telecasts mark the firm's initial venture in the realm of tele- the Gold Coast would be the o1 


vision 





Another 
LP re¢ 


didn't work we 


store reported having troubl 
with ords as the playing a 


and wore 


table rV set 


1 
stacks 


Chicago's best television seller. Tele 


vision is still considered a luxury 
‘ezige , 
| 


the higher down payment will mal 
difference whereas appliances 
mostly necessities and people 
make a bigger down payment w 


1 1 
they really 


Wis 


need an item. Regulat 


going to step on the guy 
wants a television set for a_ spe 
‘ ' 11 j er" 
event, makes a smal aqown payin 
gets his tun and lets it revert 


With Chicago's 
outlet, there is 


largest televisi 
a feeling that the 
credit affect te 


onsiderably as the 


regulation on will 


vision sales ave! 
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customer is in the middle income cl 
down 
month. The ter: 


10 


and can pay only a small 
ment and month by 
September 20 


20 


up to were 
to 


payments. The 


perce 


down, months pay, with 12 


months average ave 


age unit of sale was around $400 
While smaller television sets do sé 
the 10 in. tube and over is the b 


number. On the other hand, the tel 


programming (Continued on page 16) 
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‘cheduled Meetings 


OSTON CONFERENCE ON 
DISTRIBUTION 
Bo:ton Chamber of Commerce 
Hotel Statler, Boston, Mass. 
October 25-26 


RICHMOND BETTER HOME 
SHOW 


Grays’ Armory, Richmond, Va. 
Oct. 30—Nov. 7 
NATL. ELECTRONICS 
CONFERENCE 


Edgewater Beach Hotel, Chicago, Ill. 
November 4-6 


NATL. ELECTRICAL MFRS. 
ASSN. 
Annual Meeting 
Hotel Traymore, Atlantic City, N. J. 
November 8-13 


SOUTHEASTERN ELECTRIC 
EXCHANGE 
General Sales Conference 
Atlanta Biltmore Hotel, Atlanta, Ga. 
November 10-12 


NATL. FARM ELECTRIFICATION 
CONFERENCE 

Congress Hotel, Chicago, Ill. 

November 17-19 


AMERICAN FAIR TRADE 
COUNCIL 
Annual Meeting 
Waldorf-Astoria Hotel, 
New York, N. Y. 
November 18 


CHICAGO JANUARY MARKETS 
Merchand'se and Furniture Marts, 
Chicago, Ill. 

January 10-21 


NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 

Natl. Housewares Mfrs. Assn. 

Navy Pier, Chicago, Ill. 

January 13-20 (not open Sunday) 


INT. HEATING & VENTILATING 
EXPOSITION 

American Society of Heating & Venti- 
lating Engineers 

International Amphitheatre, 

Chicago, Ill. 

January 24-28 
THIRD ANNUAL FLORIDA 
ELECTRICAL EXPOSITION 


Tampa, Florida 
February 1-12 











Kingston-Conley Electric 
Merged With Hoover Co. 


Frank G. Hoover, vice-president, 
Hoover Co., vacuum cleaner and elec- 
tric ironer manufacturer, North Can- 
ton, Ohio, has announced the consoli- 
dation of the Kingston-Conley Electric 
Co., North Plainfield, N. J., maker of 
fractional and small horsepower 
motors, with the Hoover Co. The 
New Jersey firm had been a wholly 
rwned subsidiary of Hoover since its 
acquisition by them in late 1945. 

The Kingston-Conley operation will 
now become a division of the company 
with Fred S. Kingston elected as vice- 
president of Hoover and general man- 
ager of the division. Brooks L. Conley 
will continue to be in charge of engi- 
neering and other responsibilities. Both 
men are former Hoover executives. 

The new division will continue the 
operation of the North Plainfield, N. J. 
and Cambridge, Ohio, plants, manufac- 
turing fractional and small horsepower 
motors and bench grinders for machine 
toolmakers and others, as well as 
motors for sale through Hoover. 
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PRODUCTION LINE models of Continental’s new electric clothes dryer are 


demonstrated by Basil A. Needham (left), Continental president. 


The dryers will sell 


for less than $100, are made of aluminum, use dead air space as insulation. Two glass 
panels in the bottom provide enough heat to dry a full load of clothes “at ironing 


speed.” 


Glass Invades Home Heat 
and Clothes Dryer Fields 


Built-in or portable wireless panels 
create radiant heat; new electric 
dryer will sell for less than $100 


NETTING ready last month to 

J swing a haymaker at the nation’s 
home heating business and to invade 
the major appliance field was the Con- 
tinental Radiant Glass Heating Corp. 
of 521 Fifth Ave., New York. 

Counted out in the first round in 
1945 by an OPA action which estab- 
lished a list price on its Infra-Lectric 
portable radiant glass heating panels 
that was than the production 
cost, Continental was on its feet ava'n 
with both portable and build-in panels, 
$400,000 in advance orders, 
tising campaign, and a 
clothes dryer. 

First public blow struck in the re- 
vitalization campaign was the opening 
in White Plains, N. Y.. of the first 
franchised distributor, Radiant Glass 
Heat Systems, Inc., headed by Sidney 
Wolk and M. Baker Harris. 

Opening night September 9 found 
the display room crowded not only 
with potential retailers but also with 
competitive oil dealers, lured by cur- 
iosity about the product that had 
prompted Harris to give up a profit- 
able oil business. 

Skeptical, they fingered glass panels 
that had no wires, generated radiant 
heat in alloyed aluminum ribbons 
fused to the glass. They saw demon- 
strators stand on the glass to prove 
its strength. They heard that the $45 
panels could be installed permanently 
in the walls of new homes for as much 
as $1,000 less than any other type of 
home heating system, would last for 
50 years, never need servicing. 

Company officials pointed out that 
at two cents a kw.-hr., glass panel 
heating is competitive in cost with 
coal, oil or gas, but competitive fuel 
dealers took comfort from the fact 
that in much of the nation such low 
rates are neither in existence nor 


lower 


an adver- 
new electric 


1948 


immediately likely. The panels, said 
Continental, operate on either 110 or 
220 volts A.C. or D.C., will require 
about 8,000 year to heat 
an average six room house in north- 
eastern U.S. 

Of less competitive interest to deal 
ers of other types of fuel, but holding 
more profit possibilities for the home 
appliance retailers, were the $29.95 
portable heaters and a glass-bottomed 
serving tray which can be used to 
keep foods hot. The portdBle heaters 
are currently available, but the 700 
watt tray, to be priced at around $30, 
will not be available until early 1949 

Unrevealed at the distributor open- 


kw.-hr. a 


ing was Continental's first major ap- 
pliance, a 110-volt, plug-in electric 
clothes dryer, now in production at a 
Port Washington, L. I., factory. Like 
the panels, it operates on either A.C. 
or D.C., utilizes two 1,000 watt panels 
in the bottom to produce radiant heat. 
The dryer, like a $169 unit recently 
introduced by the Sarton Mfg. 
Co., looks like and can serve as 
a kitchen counter. Raising the hinged 
top permits a full washer load of wet 
clothes to be hung on stainless steel 
rods in the drying chamber. According 
to Basil A. Needham, Continental's 
president, it will dry a full load in 
\) minutes. Most important feature, 
however, is the price. Needham pre- 
dicts that it will sell for less than 
$100, probably at $99.50. A deluxe 
model, for use in high humidity areas, 
will include a blower and a desiccant, 
may cost At this writing 
the dryer was scheduled for distribu- 
tion in mid-October. Other good sales 
features, says Needham, are the lack 
of moving parts (no tumbler, there- 
fore no lint problems) and the ability 
of the dryer to act as a moth and 
moth larvae killer for 


$20 more 


woolens. 


Radiant Immi-rant 


History behind the panels is a 
dramatic war story. They were in- 
vented in France by the St. Gobain 
glass company and were used to heat 
the ill-fated Maginot line, answering 
the need for a heater that would be 
safe in an explosive atmosphere and 
would not dehydrate the air. During 
the German occupation of France and 
the accompanying fuel shortage, some 
few fortunate Frenchmen were per- 
mitted to use the panels under their 
desks for half-hour periods, St. Gobain 
continues to produce these small foot- 
warmer panels for sale in the U.S., 
but manufacture of the build-in, port- 
able, tray, and dryer panels is now 
in the hands of the Blue Ridge Glass 
Co., Kingsport, Tenn 


Prospects 


Initial responses to the company’s 
promotions have been more than vocal, 
thus supporting Needham’s confidence 
in the product’s future. Sidney Wolk 
and M. B. Harris claim to have sold 
6,000 of the panels in their first day of 
business. Needham feels that a total 
sale of 100,000 dryers in the first year 
is a conservative goal, explains that 
major appliance manufacturers have 
shown eager interest. 





AT OPENING of Continental's first distributor, Robert Archer-Shee (left), Conti- 
nental director, shows portable and built-in heaters to Mario Giannini (center), presi- 
dent of the American Society of Heating & Ventilating Engineers, and M. B. Harris, 
vice-president of Radiant Glass Heat Systems, Inc., White Plains, N. Y., distributor. 
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SHOWMANSHIP 


MAKES L. A. 
EXPOSITION A HIT 





POLITICS, science and stuff give first Los Angeles All-Electrical Exposition official send-off 
Famed physicist, Dr. Robt. Millikan, center, opened the show, was followed by welcome from Los 
Angeles’ Mayor Fletcher Bowron, left, and the atmosphere was added by Frances Drew, “High 


Voltage Queen of 1948”. 


effective when it tied in with the appliances. Professional FREEZER promotion was big success. Dealer association spent $4,000 for this 43 by 20 foot 
sales manager Ken Johnson display manned by utility home economists and dealer relations men. Free freezer every night 
than 20,000 registrations which were turned over to distributors to split among 


ENTERTAINMENT proved most 
whistler, Diana Dixon, records favorite tunes on Phonocord, while asst 
her left, prepares to play back record to crowd, and Packard Bell advt. man, Russ Taylor, brought more 


effectiveness of the promotion their dealers 





Typical THIS AUTOMATIC demonstration caught attention of Mayor Fletcher Bowron, above center 
Called Waste King Pulverator Dynarama, it shows through a glass waste line just how garbage 
Automatic transcription inside tells the disposer story during demonstration 


STOPPER, as alwoys, was an appliance demonstration coupled with amplified descriotion 
of many demonstrations which got crowd’s attention is this pitch on the Thor Gladiron. Again, 
mirrors over washers and electric sinks proved effective in getting close-up of action to large crowds is washed away 





bie. %. . J % oh ie 


WATER HEATER promotion, another cooperative display, was set up by Los Angeles Municipal 
demonstrations, but eight dealers set up their own exhibits like those of Price Brothers and Mont- electric utility, manned by its men, tied in with current promotion of water heater as load 
gomery & Hellman, above. These dealers exposed their lines to more than 70,000 prospects, did builder. One heater a night was given away, resulting in nearly 10,000 registrations of water 
@ roaring business for ten days heater prospects for later use by Los Angeles dealers. 


DEALERS profited by the electrical exposition through leads built by distributors’ displays ond 
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First Los Angeles Electric Show 
Draws Over 70,000 Paying Visitors 


Heavy promotion, special features, bring crowds to associa- 
tion-sponsored All-Electrical Exposition. Television tops in 
attention getting. Exhibitors report excellent sales results 


HE Los Angeles appliance in- 
dustry stood on its own feet in 
\ugust, taking the huge Pan-Pacific 
\uditorium to stage one of the largest 
electrical shows ever presented in the 
country. This was the first All Elec- 
trical Exposition sponsored by the 
Southern California Radio & Appli- 
ance Assn., and produced with the 
ooperation of the Department of 
Water and Power, 162 local distribu 
tors and manufacturers, 8 appliance 
retailers, radio broadcasters, telecast- 
ers, the Army, Navy and Marines. 
For the first time, the electrical in 
dustry had the Pan-Pacific for its own 
previous electrical shows have been 
part of the whole building industry’s 
Home Show—and by opening day, 
\ugust ,20, practically every electrical 
item available to the Los Angeles 
public was on display in scores of 
For the first 
time in its history the auditorium was 
air-conditioned, adding to the comfort 
of the more than 70,000 people who 
paid 80 cents admission to see the 
latest in electrical goods for the home, 
chance at the many prizes, to 
watch the variety of entertainment, 
including live television and radio pro- 
grams, and to see the wonders dem- 
onstrated by the armed forces. 
Helping this attendance was a mass 
promotion campaign in which all units 
of the industry cooperated. Through 
the dealer relations men of the utility, 
more than 175,000 part-paid tickets 
were distributed to dealers, and an- 


large elaborate booths. 


to get a 


other 300,000 part-paid tickets went 
to dealers through the distributors. 
Broadcasters had cooperated with spot 
announcements. Billboards, street 
banners, and counter cards were di- 
rected at the public. More than 1,000 
bumper strips had been put on the 
cars and trucks of dealers and dis- 
tributors. The business and industry 
members of the Los Angeles Advertis- 
ing Club had watched Hollywood art- 
ists and producers select “Miss High 
Voltage of 1948” from a group of girls 
representing Los Angeles communi- 
ties, and wholesaler Paul Buehler had 
crowned her in front of the flashbulbs 
of the metropolitan press. 


Personalities Build Prestige 


No small factor in promoting the 
attendance was the electrical show 
itself. 3eginning with the evening 
when civic dignitaries, industry lead- 
ers and the press attended a preview 
to witness the official opening of the 
show by Dr. Robert A. Millikan, 
prominent scientist and head of Cal- 
Tech, and to hear words of welcome 
from Los Angeles’ Mayor Fletcher 
Jowron, the combined radio and tele- 
vision facilities of the city kept the 
public aware of the electrical show. 
A total of 112 broadcasts and televi- 
sion shows originated in the Pan- 
Pacific, using a special soundproof 
auditorium in which 500 of the show- 
goers could be seated. News pro- 
grams, commentators, audience partici- 


pation shows, etc., were among the 
programs brought through sound and 
picture from the electrical exposition 
to homes in southern California. In 
addition, a special two-hour television 
program by KFI-TV, using a mobile 
camera, took the Los Angeles metro- 
politan television audience on an ex- 
amination tour of almost every one 
of the 70 exhibits. 

Television, without question, was the 
biggest feature, drawing much of the 
crowd to the Pan-Pacific and then 
proceeding to hold that public’s atten- 
tion wherever it was in operation. 
Every make of television receiver sold 
on the West Coast, including western- 
made Hoffman and Packard-Bell, were 
displayed and demonstrated. 

Every exhibitor reported excellent 
sales results from the show, which 
took place at a time when almost all 
appliances were slow moving in that 
area. The eight retailers who had their 
own exhibits—Price Bros., Gil Allen, 
Brand Appliances, Jerry’s Radio, 
Dalby Elec., C. J. Hokanson, Mont- 
gomery & Hellman, and Otto K. Ole- 
sen—reported a land-office business. It 
was estimated by one official that if 
these dealers closed 10 percent of the 
prospects they had obtained at the 
show, they would use up a year’s quota 
on many major appliances. 

Another action paved the way for 
large volume sales in the near future. 
The dealers’ association sponsored a 
“freezer island”, an area 43 by 20 


feet, in which every distributor dis- 
played one of his models of home 
Home economists supplied 
by the utility gave a regular program 
Every per- 
son who visited the island, and regis- 
tered, became eligible for one of the 


freezers. 


of freezer demonstrations. 


ten home freezers given away. As a 
result of this promotion, which was 
designed by the association to tie-in 
with the $40,000 freezer promotion of 
the utility, more than 20,000 names of 
home freezer prospects were divided 
among the participating distributors, 
who split them among their dealers. 

Similar in design and result was the 
mass display of electric water heaters 
in a space taken by the utility. One 
water heater was given away each 
night of the show to one of those who 
stopped at the exhibit to register. At 
show's end, the utility presented to the 
water heater wholesalers the names of 
more than 9,000 prospects. 

Like any successful presentation to 
the public, the Los Angeles All-Elec- 
trical Exposition succeeded because of 
a long period of hard work and 
thorough organization by a large 
number of people. Spearheading the 
work on this show was the executive 
committee: Paul E. Buehler of the 
Leo J. Meyberg Co.; Robt. H. Cock- 
field of the Dept. of Water and Power ; 
Frank Ballman of Thermador Elec- 
trical Mfg. Co.; Wm. J. Beaton, pres- 
ident of the So. Cal. Broadcasters 
Assn.; Willard Hellman, dealer; R. C. 
Oxford, KFI-TV; Wm. J. Quinn, 
managing director of the dealers’ asso- 
ciation; and Fred Tabery, whose com- 
pany was in charge of the profes- 
sional management of the show. Much 
of the leg-work and promotional effort 
went through Howard Burdick, super- 
visor of dealer relations for the utility, 
and his staff of dealer contact men. 
As a result of their efforts, the appli 
ance industry in southern California 
received a powerful shot in the arm, 
and from the door receipts several 
thousands of dollars will go to the 
dealers’ association for industry wide 
activities and promotions 





War Vets Can't Buy Appliances 
—But They're Still Dreaming 


Survey shows they want console 
radios, refrigerators, washers 


When G. I. Joe was putting the fin- 
ishing touches to the shooting part of 
World War II a little over three 
years ago, he had a pretty clear picture 
in his mind of what his post-war living 
would be like. He hoped to have by 
this time his own modest home, an 
up-to-date car, a console radio with 
record changer, a washing machine, a 
refrigerator, a range, five suits and 
$1,900 in the bank. 

Unfortunately, three years after V-J 
day, these dreams generally have not 
materialized. A recent survey con- 
ducted in Detroit, Mich. by the 
Learned Post No. 1, American Legion, 
shows that the ex-G. I. in this area 
is quite a distance away from his fox- 
hole dream. The typical returned 
veteran is living in a rented house for 
about $52.50 a month, owns a 1939 
automobile, a small radio, an electric 
or gas range, two suits of clothes, 
and $160 for his savings account. 
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Thus, he still needs a new home, a 
new car, a large radio with record 
changer, refrigerator, washing ma- 
chine, three suits, and $1,740 for the 
bank account in order to realize his 
war-time ambitions. 


Vets Appliance Prospects 
The Detroit survey, if typical na- 
tionally, would indicate that the 
veteran is an excellent prospect for 
household appliances. The question- 
naire showed that 43 percent own 
refrigerators, 41 percent washers, 50 
percent gas or electric ranges, 87.5 
percent some kind of radio, and 30 
percent a’ record changer. However, 
more than half of these veterans rent, 
which probably means that in some 
cases appliances are furnished by the 
landlord. Also, more than 75 percent 
still want their own homes, which 

means they'll need appliances. 
Why hasn't G. I. Joe been able to 


1948 





YOU CAN DREAM, can’t you? Cold, hard, realistic facts indicate that the ex-G.!. 
obtained far less than he had hoped for three years after V-J Day. A veteran in the 
Detroit area is shown with his family in front of what he wants, but hasn't got. 


realize these fond yet ordinary aims 
of life? One reason is that he isn't 
making as much money as he had 
hoped to earn. The average veteran 
in the survey is making about $311 a 
month compared with $483 he hoped 
to average. 

But it takes more than this to get 


the ex-soldiers down. The question- 
naire showed that now more than 
ever before is the ex-G. I. determined 
to improve his situation. While 50 
percent have the same objectives as 
heretofore, 28 percent are now look- 
ing for even more than that original 
dream. 
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ONE OF FOUR final assembly lines in Hotpoint’s new range plant is shown here as 
double oven pushbutton electric ranges move through inspection stations. The plant 
is equipped with four main assembly lines so that model changeovers can be made with 


@ minimum interruption to over-all production 


the same day as a finished range. 


Steel received in the morning emerges 


Hotpoint Plant Will Make 
600,000 Ranges a Year 


World's largest range plant ends 


$20 million program of expansion; 


makes use of one-purpose machines 


r Sh ' 1 ‘ ' 
] H l's large ectric rang¢ 


mary 
occupyit 
are feet of manufac- 
t act va ened for formal 
perations in late September by Hot 
t, Ir ( 4 

James J. Nance, president, said that 
the new plant has a rated capacity of 
OUU.U00 ranges a year, and now is 
ducing the pushbutton electric 


range 


“Investment in the Future” 


The beginning of formal production 
in the plant marks the completion of 
t Hotpoint 


© greater program’ 





Statistical Data on 
Hotpoint’s Range Plant 


Total floor area Approximately 
1,000,000 sq. ft 
Property acreage 184 acres 
Number of rail 
road spurs 
Railroad car co- 42 
pacity under 
roof 
Total spurlengths 4,100 feet 
Rated plant 12,000 ranges— 
capacity 80 hr. week 
Total length of Nearly 7 miles 
conveyors 


Rated capacity of 
automatic body 
fabrication line 

Employment (At 4,000 
range plant) 


180 per hour 
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ejuired an investment of more 
than $20 million in new manutacturing 
facilities. Nance termed the new range 
plant “an investment in the tuture of 
electric cooking which sweeping ac- 
eptance has established as a dominant 


" 


factor in the appliance industry 
Just Like Automobiles 


All machinery is single-purpose type 
lesigned to speed production im as- 
sembly line operations similar to those 
which “made the automobile a standard 
American commodity,” Nance said 
Materials received at the eastern end 
of the plant flow westward along sub 
assembly lines, and emerge from con- 
veyors in the warehouse as the finished 
product, ready for crating and ship- 
ping 

The new plant is a model of stream- 
lined production flow with seven miles 
ot conveyors which channel range 
sub-assemblies and parts to four main 
These four as- 
sembly lines have been designed for 


range assembly lines 


maximum flexibility in changing from 
one model to another without inter 
rupting the plant’s over-all output 


32 Railroad Cars a Day 


Finished ranges, after passing in- 
ction stations on the final assembly 
lines, are lifted by elevator to over- 
ead conveyors, and then proceed to 
the warehouse for crating and ship- 
ping. At peak operations the new plant 
will ship 32 railroad cars daily. In 
addition to rail shipment, the ware- 
house is equipped with ramp facilities 
to accommodate seven trucks for local 
deliveries 


The plant will unload 16 railroad 
cars of incoming materials each day. 
A piece of steel arriving at the new 
factory in the morning reaches the 
warehouse as a completed range the 
same day. 


Modern Finishing Shop 


The plant contains a complete range 
finishing department, described by 
company engineers as the most modern 
in the industry. Four furnaces in the 
finishing department consume sufficient 
electric current each day to supply a 
town of 30 thousand persons. Over- 
head conveyor lines above the enamel 
room have a storage capacity for parts 
for 800 ranges. 

Engineers pointed out that many 
phases of fabrication are carried out 
through specially designed equipment 
which provides a degree of auto- 
maticity never before approached in 
the manufacture of electric ranges. 


Big Squeezer 


Typical of this unique equipment is 
a 450-ton Verson range drawer press. 
This machine, the only one of its 
kind in the world, was designed by 
Verson Allsteel Press Co. in conjunc- 
tion with Hotpoint engineers. Cold 
roll stock is automatically fed from a 
coil cradle through a stock straight- 
ener into the huge press. The first of 
eight dies in the press blanks out the 
stock. The blanked stock then pro- 
ceeds through consecutive stages of 
drawing, trimming, forming and bead- 
ing. At each stroke of the press a 
ompleted range drawer emerges ready 
for cleaning and finishing. 

A battery of four Bliss presses was 
specially designed to perform com- 
pletely automatic range body fabrica- 
tion. Cranes carry 15 tons of sheet steel 
to a Dexter feeder. The sheets then 
automatically move through a roller 
to a slitter which trims the sheets 
Carried by a pickup conveyor the 
steel is then fed to the four presses 
which form the range bodies. 


Completed As Scheduled 


Nance said that despite materials 
shortages, the new plant was com- 
pleted in the 15-month period scheduled 
for its construction. Unloading and 
shipping operations all housed under 
one roof, fluorescent lighting, and the 
most modern labor-saving equipment, 
were cited as outstanding contribu- 
tions to new standards of employee 
working conditions in the new plant. 











THE FIRST Hotpoint pushbutton double 
oven electric range to come from the 
assembly line in formal production is in- 
spected by James J. Nance (left), presi- 
dent of Hotpoint, and Peter Pytlik, range 
assembly foreman. 
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Nashville Has Record 
Year in Appliance Sales 


Showing Davidson county to be one 
of the nation’s most active markets for 
electrical appliances, the recent 12 
months sales summary for the ye 
ending June 30, 1948, as prepared | 
the Nashville Electric Service, Ten: 
indicated a record breaking $10,767,- 
563 in retail sales. Based on syste 
matic reports from dealers and di 
tributors, the report covered the 
appliance purchases of Nashville’s 81,- 
023 electric customers, of which 68,612 
are residential. 


Ups and Downs 


W. D. Hall, manager, sales promo- 
tion, released statistics recording con- 
siderable gains in many categories of 
large and small appliances. In the 
former, heaviest advances were 
chalked up in ranges, water heaters, 
and refrigerators; in the latter, food 
mixers, automatic blankets and toast- 
ers evidenced the best sales boosts. 


Specific Gains 


Specifically, ranges were up to 38,- 
031 units in use with a gain of 6,051 
for the year; water heaters upped 4,- 
873 units with 22,553 used; refrigera- 
tors advanced 7,298 units with 55,208 
in use. Among the small appliances, 
toasters gained 3,200 units over last 
year's total. 


12-Month Nashville Sales 


Item Units Retail Value 
Home Freezers 307 $ 95,170 
Ranges 6,051 1,452,240 
Refrigerators 7,298 1,997,480 
Water Heaters 4,873 438,570 
Air Conditioners 375 210,000 
Attic Fans 

& Blowers 1,200 108,000 
Clothes Washers 8,700 1,740,000 
Clothes Dryers 120 36,000 
Commercial 

Cooking Equipment 375 102,000 
Commercial 

Refrigerators 250 225,000 
Dishwashers 600 180,000 
Electric Furnaces 15 15,000 
Electric Space 

Heaters 10,364 621,840 
lroners 1,600 224,000 
Pumps 175 15,750 
Radios 18,500 1,110,000 
Sewing Machines 750 122,500 
Stokers 750 225,000 
Vacuum Cleaners 6,500 390,000 
Water Coolers 300 75,000 
Blankets 1,040 41,600 
Clocks 8,770 50,720 
Coffee Makers 2,280 19,570 
Fans 5,490 114,770 
Room Heaters 

(portable) 5,930 48,600 
Heating Pads 3,240 18,660 
Hotplates 3,090 30,500 
lrons 18,860 182,223 
Waffle Irons 3,930 56,720 
Light Bulbs 1,551,000 37,230 
Portable Lamps 17,060 152,640 
Food Mixers 3,560 109,740 
Ovens & Roasters 720 23,550 
Percolators 3,350 47,310 
Toasters 5,300 78,490 
Misc.-traffic 

appliances 2,410 32,690 
Total Sales $10,767,563 


More Power Used 


As a result of the increased sales of 
electrical appliances in the Nashville 
market, residential usage of electricity 
increased 29.5 percent to 3,819 kw.-hr. 
annually as of June 30, 1948, a gain of 
653 kw.-hr. per family for the year. 
Expenditures by the company in addi- 
tions and improvements of its proper- 
ties in the face of the unprecedented 
demand reached a record total of 
$3,654,571.40 during the fiscal year. 


1948—ELECTRICAL MERCHANDISING 











for 
pli 
ane 


Me 
IT 

anc 
tio 


you 
sta 


ELE 


388 8 888 


SoS8SSssssss 


83s 


VN 
ow 


30 


18 85esss 


ao 
w 























, can build bigger profits—cash in on 
aready market for replacement V-belts 
for home, farm and small industrial ap- 
plications— with Goodyear’s new, eye- 
and sales-catching SerVomatic V-Belt 
Merchandiser. 


IT SERVES— over 90% of all home appli- 
ances, farm machines and small industrial 
equipment. The SerVomatic keeps frac- 
tional horsepower V-belts right out where 
your customers can’t miss them—a con- 
stant reminder to them to buy. So— 





A 





More Profits 
With This New 


SERVOMATIC 


V-Belt 
Merchandiser 











can do it. 





IT SELLS— Speeds your sales of V-belts! 
And they’re the twins of the famous 
Goodyear Automobile Fan Belts, installed 


as original equipment on a large share of 
America’s new cars. They incorporate the 
same low-stretch, long-life construction. 
And best of all, they're backed by the 
reputation and consumer acceptance of 
“the greatest name in rubber.” 


IT SAVES—valuable floor space, because 
the SerVomatic is compact — fits in any- 
where, in aisles, next to counter or up front 


GOODFYEAR 


Lh AYNVAN 
an Wt 











Selectorule — 
slip old belt on the 
rule and read off 
proper size-replace- 
ment belt — quickly 
and easily. Anyone 


Simply 


GooD, AVEAR) 
V-BELTS 








€ cpiefviara-d 


ni 


Complete Manvol lists 
specifications for re- 
plocement V-belts for 
all makes and models 
of home, farm andlight 
industrial appliances. 


facing the door. It cuts down sales time, 
because many customers serve themselves. 
This handy rack makes inventory easier, 
too. And with it comes an array of selling 
aids that will help you use the SerVomatic 
to best advantage. 


For full details on this salesmaker see 
your nearest Goodyear Industrial Rubber 
Products Distributor. Or write Goodyear, 


Akron 16, Ohio. 





THE GREATEST NAME IN 


ELECTRICAL MERCHANDISING—OCTOBER 15, 1948 


Ser Vomatic, Selectorule—T.M.'s The Goodyear Tire & Rubber Company 
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For a sales-merry Christmas 
be sure to get this 


Included in the Portfolio! 


A black and white reproduction of the beautiful 
counter card featuring a special 4-color Christmas- 
gift ad on General Electric Automatic Blankets 
(shown here). 


Also an eye-catching Christmas window banner. 
Direct mailing pieces (four of them). Christmas-gift 


ad mats (series of four). And timely radio spot 
commercials. 


¢ 





ee 
Msiouane 
SLEEPING COMFORT All through the next two months, mothers, 
fathers, aunts, uncles, cousins will be putting Gen- 


eral Electric Automatic Blankets on their gift lists! 


And now’s the time for you to start planning to 
get your share of this great Automatic Blanket 
market. 

To help you, we've prepared a go-getting, sales- 
building Christmas portfolio—jam-packed with 
ideas that'll promote General Electric Automatic 


Sleeping Comfort! 


Magazine and Radio Ads, Too! 


Through the fall season, we're running 4-color advertising in 
big-circulating magazines—playing up the fact that more than 
half a million users from coast to coast are praising this wonder- 
ful way to sleep snugly under one feather-light covering. We're 
giving Automatic Sleeping Comfort frequent mentions on “The - 


(,-E House Party” radio show, too. 


», thousands of Automatic 


Between now and December 2 
Blankets are going across the counter, to be wrapped as gifts. 
How many you sell depends on you. 


Automatic 


So get ready. Get your Christmas portfolio from your G-E 


coe mp Blankets 
distributor—and start to cash in on this big flurry of General 
: : Se Ji First in sleeping comfort 
Electric Blanket sales! Appliance and Merchandise Department, , —— since 1936 









General Electric Company, Bridgeport 2, Conn. (7 ao ee a - 
- ; - aS He ae 
& “ss pribde tne a et 





“COVERING SLEEP-HAPPY AMERICA” + Approved by Underwriters’ Laboratories, Inc. 


GENERAL @@ ELECTRIC 
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Statistical Summary of 
1948 Appliance Sales 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 


July 1948 49,538 
lur 1948 44,917 
May 1948 35,047 
Ac 1948 37,703 
Ma 1948 44,906 
Fet 1948 33,529 
jan. 1948 37,311 
7 Mos. 1948 282,951 
Note—1947 comparison unavailable 


HEATERS, Convector & Radiani 
(NEMA Member Sales, Not Industry) 


July 1948 77,781 
July 1947 43,109 
7 Mos. 1948 296,925 
7 Mos. 1947 477,368 
% Change versus 1947: 

July 1948 + 80.43% 
7 Mos. 1948 — 37.80% 


HEATING PADS 
NEMA Member Sales, Not Industry) 


July 1948 73,742 
July 1947 41,081 
7 Mos. 1948 239,152 
7 Mos. 1947 424,289 
% Change versus 1947: 

July 1948 +79.50% 
7 Mos. 1948 —43.63% 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 


July 1948 23,728 
July 1947 38,553 
7 Mos. 1948 230,280 
7 Mos. 1947 392,702 
Jo Change versus 1947: 

July 1948. ~38,45% 
7 Mos. 1948 — 41.36% 


Washday ... Ina Trailer 


= 


IRONERS 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


July 


1948 26,679 
July 1947 41,911 
7 Mos. 1948 297,248 
7 Mos. 1948 310,220 
YJ Change versus 1947: 
July 1948 ~ 36.34% 
7 Mos. 1948 ~4.11% 
IRONS 
(NEMA Member Sales, Not Industry) 
July 1948 241,282 
July 1947 398 387 
7 Mos. 1948 2,386,196 
7 Mos. 1947 3,742,236 
% Change versus 1947: 
July 1948 — 39.44%; 
7 Mos. 1948 — 36.24% 


RANGES, ELECTRIC 
(NEMA Member Sales, Not Industry) 


July 1948 84,645 
July 1947 79,997 
7 Mos. 1948 755,668 
7 Mos. 1947 553,054 
Jo Change versus 1947: 

July 1948 +5.81% 
7 Mos. 1948 +36.64% 


RADIO RECEIVERS, ALL TYPES 
(Radio Manufacturers’ Assn.) 


July 1948 683,438 
July 1947 1,155,456 
7 Mos. 1948 8,428,857 
7 Mos. 1947 9,766,100 
Ye Change versus 1947: 

July 1948 — 40.85% 
7 Mos. 1948 —13.69% 





PROUD POSSESSORS of what is believed to be one of the first house trailers with 
automatic clothes washer installation are Mr. and Mrs. J. W. Green, address U. S. A. 
C. E. Kaup, Frigidaire dealer, Manhattan, Kan., (left), who arranged the setup in 
the trailer to hook on to camp water systems, is shown with the Green family as 
Phil Williams, appliance manager, and Norman Pullis, serviceman look on. Mr. Green 
had originally bought the machine while attending college, and Mr. Kaup, his salesman, 
come up with the trailer washer as a solution to the constant travel problem posed 


by Mr. Green's new job. 


ELECTRICAL MERCHANDISING—OCTOBER 15, 


1948 


Distributor Deal 





EXCLUSIVE FRANCHISE in the District of Columbia for Sparton radio and television 
was recently awarded to George’s Radio Co., Washington, D. C. Concluding negotia- 
tions between the manufacturer and distributor are: (left to right) Philip Keller, vice- 
president and general manager of George's; George Wasserman, president; Henry L. 
Pierce, general sales manager, Sparton; and Sam Rochester, Sparton district merchan- 
diser. George’s operates eight large retailing outlets in the nation’s capital. 





TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 


July 1948 56,089 
July 1947 10,007 
7 Mos. 1948 334,985 
7 Mos. 1947 56,396 
% Change versus 1947: 
July 1948 +460.50°% 
7 Mos. 1948 +493.99% 
FM-AM RECEIVERS 
(Radio Manufacturers’ Assn.) 
July 1948 74,988 
July 1947 70,649 
7 Mos. 1948 770,301 
7 Mos. 1947 516,212 
YJ Change versus 1947: 
July 1948 +6.14% 
7 Mos. 1948 +49.22% 
AM RECEIVERS 
(Including Automobile & Eattery 
Receivers) Radio Manufacturers’ Assn. 
July 1948 552,361 
July 1947 1,074,800 
7 Mos. 1948 . taaacer 
7 Mos. 1947 9,193,492 
GY Change versus 1947: 
July 1948 — 48.61% 
7 Mos. 1948 — 20.34%; 
REFRIGERATORS 
(NEMA Member Sales, Not Industry) 
July Sere corr 370,970 
July 1947 ; 277,700 
7 Mos. 1948 . 2,387,493 
7 Mos. 1947 1,754,891 
% Change versus 1947: 
July 1948 +33.59% 
7 Mos. 1948 + 36.05% 
ROASTERS 
(NEMA Member Sales, Not Industry) 
July TO68....: 33,524 
~*~ aeece 26,815 
7 Mos. 1948......... 332,643 
7 Mos. 1947.... 207,052 
% Change versus 1947: 
July 1948........... +25.02% 
7 Mos. 1948............. +60.66% 


TOASTERS 

(NEMA Member Sales, Not Industry) 
July 1948 188,148 
July 1947 109,241 
7 Mos. 1948 1,994,336 
7 Mos. 1947 1,407,852 
Ye Change versus 1947: 

July 1948 +72.23% 
7 Mos. 1948 +41.66% 


VACUUM CLEANERS, FLOOR 


(Industry Estimate by Vacuum Cleaner 
Manufacturers’ Assn.) 


July 1948 222,478 
July 1947 282,165 
7 Mos. 1942 2,032,930 
7 Mos. 1947 2,111,169 
G Change versus 1947: 

July 1948 —21.15% 
7 Mos. 1948 —3.71% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


july 1948 82,135 
July 1947 81,041 
7 Mos. 1948 803,424 
7 Mos. 1947 356,306 
% Change versus 1947: 

July 1948 +1.35% 
7 Mos. 1948 +125.49% 


WASHING MACHINES, STAND- 
ARD-— Electric & Gas Engine 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


July 1948 326,181 
July 1947 281,826 
7 Mos. 1948 2,585,956 
7 Mos. 1947 2,036,465 
% Change versus 1947: 

July 1948 +15.74% 
7 Mos. 1948 +26.98% 


WATER HEATERS, ELECTRIC— 
Storage Type 


(NEMA Member Sales, Not Industry) 


July 1948. 58.625 
July 1947... 66,454 
7 Mos. 1948 429,719 
7 Mos. 1947... 463,503 
% Change versus 1947: 

July 1948 —11.78% 
7 Mos. 1948 — 7.29% 
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For a sales-merry Christmas 


Be << gre 
2s 
Re 


be sure to get this 


G-E BLANKET PORTFOLIO-NOW!| 


. - July 
\ + EXPRESSION | Included in the Portfolio! July 


. afel 
pan HE PE Te 


snd 





ns 


at 1h A black and white reproduction of the beautiful 


Ns g wanmTh AN 


y ene, counter card featuring a special 4-color Christmas- , 
i F . ey ren , ‘ . en ee “a * July 
/ Wy) Ld ane fot, gift ad on General Electric Automatic Blankets >A 
1 ot \ (shown here). 
_— ? malig ’ Also an eye-catching Christmas window banner. HEA 
. ) SS - Direct mailing pieces (four of them). Christmas-gift 





, ; , , | 
ad mats (series of four). And timely radio spot wd 
= _———— commercials, 7M 
JUUS all Yoap " 7M 
P) a < %&C 
= = EEPING COMFORY All through the next two months, mothers, 7™ 
fathers, aunts, uncles, cousins will be putting Gen- 
. , ae Poa? HO 
eral Electric Automatic Blankets on their gift lists! (NE 
And now’s the time for you to start planning to July 
get your share of this great Automatic Blanket Jey 
7 
market. 7M 
To help you, we've prepared a go-getting, sales- % ( 
building Christmas portfolio— jam-packed with July 
ideas that'll promote General Electric Automatic 7N 





Sleeping Comfort! 





Magazine and Radio Ads, Too! 


Through the fall season, we're running 4-color advertising in 
bie-circulating magazines playing up the fact that more than 
half a million users from coast to coast are praising this wonder- 
ful way to sleep snugly under one feather-light covering. We're 
giving Automatic Sleeping Comfort frequent mentions on “The 


(G-E House Party” radio show, too. 


», thousands of Automatic 


y 


Between now and December 


Blankets are FoOIng across the counter, to be wrapped as cifts. 






How many you sell depends on you. 


Automatic 


So get ready. Get your Christmas portfolio from your G-E 


ee Blankets 
distributor—and start to cash in on this big flurry of General ee 
: ang First in sleeping comfort 
Electric Blanket sales! Appliance and Merchandise Department, ; —— since 1936 


General Electric Company, Bridgeport 2, Conn. 


“COVERING SLEEP-HAPPY AMERICA” + Approved by Underwriters’ Laboratories, Inc. Pp 


@) 


GENERAL @@ ELECTRIC 3 
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Statistical Summary of 








1948 Appliance Sales 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 


Jul 1948 49,538 
lune | 1948 44,917 
May 1948 35,047 
Ar 1948 37,703 
M 1948 44,906 
Fet 1948 33,529 
Jan. 1948 37,311 
7 Mos. 1948 282,951 
Note—1947 comparison unavailable 


HEATERS, Convector & Radiani 
(NEMA Member Sales, Not Industry) 


July 1948 77,781 
July 1947 43,109 
7 Mos. 1948 296,925 
7 Mos. 1947 477,368 
G& Change versus 1947: 

July 1948 + 80.43% 
7 Mos. 1948 — 37.80%, 


HEATING PADS 
NEMA Member Sales, Not Industry) 


July 1948 73,742 
july 1947 41,081 
7 Mos. 1948 239,152 
7 Mos. 1947 424,289 
% Change versus 1947: 

July 1948 +79.50% 
7 Mos. 1948 — 43.63% 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 


July 1948 23,728 
July 1947 38,553 
7 Mos. 1948 230,280 
7 Mos. 1947 392,702 
Yo Change versus 1947: 

July 1948.. —38,45%% 
7 Mos. 1948 —41.36% 


Washday .. . Ina Trailer 


IRONERS 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


July 1948 26,679 
July 1947 41,911 
7 Mos. 1948 297,248 
7 Mos. 1948 310,220 
YJ Change versus 1947: 

July 194& — 36.34% 
7 Mos. 1948 —4.11% 
IRONS 

(NEMA Member Sales, Not Industry) 
July 1948 241,282 
July 1947 398,387 
7 Mos. 1948 2,386,196 
7 Mos. 1947 3,742,236 
% Change versus 1947: 

July 1948 —39.44%, 
7 Mos. 1948 — 36.24%, 


RANGES, ELECTRIC 
(NEMA Member Sales, Not Industry) 


July 1948 84,645 
July 1947 719,997 
7 Mos. 1948 755,668 
7 Mos. 1947 553,054 
Je Change versus 1947: 

July 1948 + 5.81% 
7 Mos. 1948 +36.64% 


RADIO RECEIVERS, ALL TYPES 
(Radio Manufacturers’ Assn.) 


July 1948 683,438 
July 1947 1,155,456 
7 Mos. 1948 8,428,857 
7 Mos. 1947 9,766,100 
Ye Change versus 1947: 

July 1948 — 40.85% 
7 Mos. 1948 —13.69% 





HISING 


PROUD POSSESSORS of what is believed to be one of the first house trailers with 
automatic clothes washer installation are Mr. and Mrs. J. W. Green, address U. S. A. 
C. E. Kaup, Frigidaire dealer, Manhattan, Kan., (left), who arranged the setup in 
the trailer to hook on to camp water systems, is shown with the Green family as 
Phil Williams, appliance manager, and Norman Pullis, serviceman look on. Mr. Green 
had originally bought the machine while attending college, and Mr. Kaup, his salesman, 
came up with the trailer washer as a solution to the constant travel problem posed 


by Mr. Green’s new job. 


ELECTRICAL MERCHANDISING—OCTOBER 15, 


1948 


Distributor Deal 





EXCLUSIVE FRANCHISE in the District of Columbia for Sparton radio and television 
was recently awarded to George’s Radio Co., Washington, D. C. Concluding negotia- 
tions between the manufacturer and distributor are: (left to right) Philip Keller, vice- 
president and general manager of George’s; George Wasserman, president; Henry L. 
Pierce, general sales manager, Sparton; and Sam Rochester, Sparton district merchan- 
diser. George’s operates eight large retailing outlets in the nation’s capital. 





TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 


July 1948 56,089 
July 1947 10,007 
7 Mos. 1948 334,985 
7 Mos. 1947 56,396 
J Change versus 1947: 
July 1948 +460.50°; 
7 Mos. 1948 +493.99° 
FM-AM RECEIVERS 
(Radio Manufacturers’ Assn.) 
July 1948 74,988 
July 1947 70,649 
7 Mos. 1948 770,301 
7 Mos. 1947 516,212 
YJ Change versus 1947: 
July 1948 +6.14°% 
7 Mos. 1948 +49.22% 
AM RECEIVERS 
(Including Automobile & Eattery 
Receivers) Radio Manufacturers’ Assn. 
July 1948 559,361 
July 1947 1,074,800 
7 Mos. 1948 7,323,571 
7 Mos. 1947 9,193,492 
& Change versus 1947: 
July 1948 — 48.61", 
7 Mos. 1948 —20.34°; 
REFRIGERATORS 
(NEMA Member Sales, Not Industry) 
July PEs bu sce aie aien 370,970 
July 1947 277,100 
7 Mos. 1948 2,387,493 
7 Mos. 1947 1,754,891 
J Change versus 1947: 
July 1948 +33.59% 
7 Mos. 1948 +36.05°% 
ROASTERS 
(NEMA Member Sales, Not Industry) 
july 1948... 33,524 
July cis ca vc eeen 26,815 
7 Mos. 1948....... 332,643 
7 Mos. 1947... 207,052 
J Change versus 1947: 
July 1948... +25.02% 
7 Mos. 1948.... +60.66% 


TOASTERS 

(NEMA Member Sales, Not Industry) 
July 1948 188,148 
July 1947 109,241 
7 Mos. 1948 1,994,336 
7 Mos. 1947 1,407,852 
Yo Change versus 1947: 

July 1948 +72.23% 
7 Mos. 1948 +41.66% 


VACUUM CLEANERS, FLOOR 


(Industry Estimate by Vacuum Cleaner 
Manufacturers’ Assn.) 


July 1948 222,478 
July 1947 282,165 
7 Mos. 19428 2,032,930 
7 Mos. 1947 2,111,169 
G Change versus 1947: 

July 1948 — 21.15% 
7 Mos. 1948 —3.71% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


July 1948 82,135 
July 1947 81,041 
7 Mos. 1948 803,424 
7 Mos. 1947 356,306 
% Change versus 1947: 

July 1948 +1.35% 
7 Mos. 1948 +125.49% 


WASHING MACHINES, STAND- 
ARD-— Electric & Gas Engine 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


July 1948 326,181 
July 1947 281,826 
7 Mos. 1948 2,585,956 
7 Mos. 1947 2,036,465 
% Change versus 1947: 

July 1948 15.74% 
7 Mos. 1948 +26.98% 
WATER HEATERS, ELECTRIC— 


Storage Type 
(NEMA Member Sales, Not Industry) 


July 1948... 58.625 
July 1947 66,454 
7 Mos. 1948 429,719 
7 Mos. 1947.. 463,503 
% Change versus 1947: 

July 1948 —11.78% 
7 Mos. 1948 — 7.29%: 
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No More Garbage Cans 





AUTOMATIC WASTE DISPOSAL enthusiasts inspect unit at kitchen display in 
Chicago Merchandise Mart. (L. to R.) Charles A. Morrow, vice-president in charge of 
merchandising, Mullins Mfg. Corp.; D. F. Rucks, Jr., assistant sales manager for 
Youngstown Kitchens; John W. Hammes, president, In-Sink-Erator, Inc. and head of 
NEMA committee on disposers; E. J. Zimmer, director, Chicago Plumbing Testing 
Laborotories. The quartet is convinced that the old fashioned garbage can is dangerous 
to public health and plans its riddance. 


Youngstown Disposer Drive 
Seeks End of Garbage Can 


Mullins Mfg. Corp. plans to educate 
public into “garbage consciousness” 


A progran i 1 to make every 
person realize the healt izards in- 
volved in the use garbage cans has 

en initiated by \ ywwn Kitchens, 
M Mig War ) 

t » % A home wit 

. i i € 
< i t and 
eat full 

Na 
" ib 
4 al 
\ al 


Garbage Menaces Health 


Ame ans are 
careful f t health—check the 
‘ r periodically, protect food in the 
refrigerator, make sure the drinking 
water is pure—they have taken the 
garbage disposal problem pretty mu 
for granted. T ld easy way, of 
course, was to buy a cheap garbage 
can, dump your refuse in it, park it 
out in the back alley and let the city 


haul it away. Meanwhile, as the waste 
matter fermented 

mounted, disease-carrying flies were 
attracted 
filth, it wasn’t long before the plague 
of dreaded diseases was flourishing 


and the odor 


Rapidly breeding in the 


The Healthy Way 


Toc with the modern method of 
food waste disposal, the word garbage 
becomes extinct, according to Mullins 
Left-overs are poured into the drain 
where the waste matter is reduced toa 
fluid-like consistency easily absorbed 
and treated by existing sewage sys- 
tems. There are no more smelly 
garbage cans, less breeding of disease- 
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To Inform Public Every 
Garbage Can A Killer 


Placing a skull-and-crossbones 
label on every garbage can in the 


yuntry “to arouse the nation 
against one of the most otentially 
angerous public enemi« ve Ave 
ever faced” was suzgeste 1 


the first National Sanitation Clin 
s five day meeting at Michigan 
Iniversity’s School of Public 
Health recently held at Ann Arbor, 


T 


M 

WW ( \ advertising 
’ inner ¢ 

€ eading pub 
authorities that, while 
‘ ave been made pro- 
the public against the spread 
disease up to the point of food 
msumption, people have not yet 
recognized the peril of food waste 


as garbage and the lefinite pro- 
tection against the danger in the 
form of mechanical garbage dis- 
posers. Those attending the clinic 
must take the lead, said Mr. Ayres, 
in demanding the installation of 
such devices and effecting a subse- 
quent disappearance of the garbage 
can trom American homes. 











carrying flies, and the health of the 
community is improved 

The Mullins Mfg. Corp. predicts 
that by 1952 the home without a food 
waste disposer will be as rare as a 
bathroom without a toilet. 


G-E Increases Prices 
On Several Products 


Price hikes affecting several models 
of refrigerators, ranges, water heaters, 
and the automatic washer and dryer 
have been announced by C. R. Pritch- 
ard, manager of marketing, General 
Klectric Appliance & Merchandise 
Dept., Bridgeport, Conn. According 
to the announcement, the increases 
were brought about by, and reflect 
only, the recent raises in costs of com 
ponents, materials, and freight. 

The refrigerator models have been 
hiked from 3.7 percent to 5.7 percent, 
while the refrigerator line’s average 
boost is 2.4 percent. Other increases 
are ranges, 3.9 percent; and water 
heaters, 2.3 percent. 


They Tried 


Last January, G-E tried to institute 
general price reductions in the indus- 
try, dependent upon wage levels re 
maining at the then prevailing level. 
However, according to the company. 
labor costs rose to such a degree that 
in June the reductions were erased 
with some prices even increasing 
beyond the original figure. 

Although not specifically stated at 
this time, additional reasons for the 
increase might be deducted from an 
earlier statement of Harry L. Erlicher, 
vice-president, who commented that 
G-E’s steel bill had been increased $8 
million dollars a year. The boost was 
attributed to recent hikes in steel 
prices, new freight rates, and by the 
steel industry's adoption of  f.o.b. 
pricing 

The following are the new prices 
against those formerly in effect: 





REFRIGERATORS 
Model No New Price Old Price 
NB-4-D $232 $232 
NB-6-E 216 21 
NB-8-E 259 24 
NC-8-E 279 269 
NF-8-E 329 315 
NH-8-E 410 410 
NB-10-E 329 315 
NF-10-E 364 349 
RANGES 

Model New Old 

Model No. Price Price 


Studio AP1-48A8 $169.95 $159.95 
CT1-48A9 20495 189.95 
Airliner CDI-48A9 289.95 27495 
Speedster DDI-FI 299.95 (new) 
Stratoliner DD2-F1 369.95 (new) 


Liberator EDI-F1 399.95 (new) 
WATER HEATERS 
Model No. New Price Old Price 
EG-15-1 99.95 99.95 
30-7T1 143.95 141.95 
30-1 126.95 124.95 
30-2 134.95 132.95 
40-7 151.95 146.95 
40-8 159.95 154.95 
40-1 139.95 135.95 
AD-6 249.95 229.75 
40-2 147.95 143.95 
52-1 151.95 146.95 
52-2 159.95 154.95 
66-1 171.95 169.95 
66-2 179.95 177.95 
82-1 191.95 191.95 
82-2 199.95 199.95 
AUTOMATIC WASHER 
Model No. New Price Old Price 
AW-6 369.95 349.75 
DRYER 
Model No. New Price Old Price 
AD-6 249.95 229.75 








DR. I-H, Alvin Zises, president of Equipment Distributors, conducted a simulated 
radio quiz of dealers at the showings to test them on their “Profitunity” knowledge. 
The right answers, in good radio tradition, won silver dollars for the students. 


New I-H Line Shown to 
New England Dealers 


International Harvester’s first 
“kick-off” in a vigorous nation-wide 
campaign to aid dealer representatives 
in pushing the company’s fast develop- 
ing refrigeration line was staged re- 
cently at Boston. Under the auspices 
of Equipment Distributors, Inc., of 
that city, a banquet to about 300 deal- 
ers was held in the Hotel Statler ball- 
room, followed by a New England 
“Country School” presentation to 
dramatize the display of the latest 


OCTOBER 15, 


I-H lines. Nathan Bersin, vice-presi 
dent and sales manager of Equipment 
Distributors, presided. Lawrence Be- 
ville, I-H executive for refrigeration 
sales, Chicago, outlined the company’ 
plans for expanding this field of mer 
chandising, and Alvin Zises, presiden* 
of Equipment Distributors, made 
hit as a “Doctor I-H” in conducting « 
simulated radio quiz of the audienc: 
on refrigeration “Profitunity” pros 
pects. 
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Old Price 
$232 
21 
24 
269 
31 
410 
315 
349 


Old 

Price 

) $159.95 
) 189.95 
) 274.95 
(new) 
(new) 
(new) 


Old Price 
99.95 
141.95 
124.95 
132.95 
146.95 
154.95 
135.95 
229.75 
143.95 
146.95 
154.95 
169.95 
177.95 
191.95 
199.95 


; 
Old Price 
349.75 


Old Price 
229.75 
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HERE'S A NEW FUEL-SAVER 
your customers will welcome 


the New Silent Sioux Creulebing tan 


Universal Model — Fits All Types of Heaters with 6” Stacks \ 


» ) 






Ee: 


4 











ES, here's a practical way to help YOUR customers cut down their fuel- 
costs. No matter what type of heaters you've been installing, this new 
smartly-designed blower will enable them to deliver more heat at lower cost. 


And each installation means a worth-while profit for you! 


This patented Silent Sioux blower will fit any oil, coal or gas circulating 
heater that has a 6-inch diameter stack. Efficiency is increased because 
heated air is forced to circulate more rapidly from the top, front and sides 
of the heater. Notice in the cut-away illustration (below. right) how the heat 
that usually escapes up the stack is recaptured: how heat from the top of 
the heater is forced to move more rapidly into the room: how air is circulated 
around stack, the hottest part on every heater: and how circulation from 
front and sides of heater is increased. These four functions greatly increase 
efficiency and result in smaller fuel bills for more heat. 


This patented compact, inconspicuous unit is easy to install with four 
screws to rear panel. Simply designed with rounded corners, and smooth 
brown hammertone finish, it blends with any home decorative scheme. With 
its own built-in draft regulator, it eliminates the unsigHtly regulator used on 
most heaters. Built of good materials and honest workmanship, it has the 
same rugged dependability of all Silent Sioux products. 


SPECIFICATIONS 


Depth (front to back)...... ...103%4"” 55 Watts. 110 Volt A. C. 
Width ..... er Rubber Mounted 
Ee ee 1134” Quiet operation 
Peer reer 150-200 Complete with 6 feet cord 


Finish—Brown Hammertone Shipping weight, 10 Ibs. approx. 




































Model PF3046 
30,000 B T U* 


Model PF4346 Model PF5046 
43,0008 TU* 50,0008 T U* 


Model PF5648 


Radiant Heat 
56,000 B T U*: BTU 


36,000 
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top. Rather than 
ment—the blower, 





AT RIGHT—This installation view shows how 
easy it is to install the new Silent Sioux Blower 
on any oil, coal or gas circulating heater. Four 
screws fasten blower firmly to back panel. 


EXCLUSIVE FEATURES 


_ 


nr 


w 





SILENT SIOUX OIL BURNER 
Dept. F1048 
Orange City, lowa 














urnace FDOF858 Oi! Burner FBI4 


er F 
e 132,000 B T U® 


85,000 B T U* 





*per hour 





. Simple 


AT LEFT—See how neatly blower fits on heater- 


being a cumbersome attach- 
when installed, becomes an 


integral, inconspicuous part of the heater. 





Y 


Controlled, two-way heat circula- 
tion with special 5-blade high pres- 
sure fan. 





. Recaptures heat normally lost up 


stack—reduces stack temperature 
as much as 120°. 


. Circulates larger volume of heated 


air from top of heater. 


. More heat from front, sides and 


bottom of heater under forced 
circulation. 


. Heater efficiency raised, resulting 


in substantial fuel savings. 
. Built-in, reg 
replaces old style, unsightly regu- 
lator. 
. Universal usage—fits any 6” di- 
ameter stack. Adaptable to oil, 
coal or gas circulating heaters. 





dj table draft lat, 


installation — fastens to 
back panel with four screws. 

. Postwar, inconspicuous design 
blends with home decoration plans. 

. Compact, low-cost, one package 
unit—nothing else to buy. 


Peers see2 sees es e2eEeeq 


CORP. 


Gentlemen: Please send at once full details on your new 
circulating fan including prices and discounts. 
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A Subsidiary of Commercial Credit Company, Baltimore 1 
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TOASTMASTER Water Heater 


McGrow Electric Co., Clark Div., 5201 W. 
65th St., Chicago, 38, Ill. 


Device: 40-gal. Toastmaster tabie-top 
automatic electric water heater. 
Selling Features: Equipped with all 
the features of the regular Toast- 
master models including the “Life- 
3elt’” external heating element and 
the “Ionodic” rod, plus the 10-year 
service warranty; baked white enamel 
side walls; chip-resistant, stain-re- 
sistant white porcelain enamel top 
surface; equipped with finger-tip water 
temperature control and a convenient 
control-knob located near base of 
heater permitting temperature regula- 
tion between 120 and 170 degs. F 
Fiberglas insulation. 

Electrical Merchandising, October 15, 


CROSLEY Refrigerator 


Crosley Div., Avco Mfg. Corp., Cincinnati, 
Ohio 

Device: Model S-79 Crosley Shelva- 
lor. 

Selling Features: 7 cu. ft. capacity in 
a compact cabinet which occupies floor 
space of a 4 cu. ft. conventional model ; 
oversized frozen food compartment 
holds 25 Ibs. frozen foods; clear 
polystyrene chill tray for meats; 1- 
piece “breaker” strip of easy-to-clean 
plastic, installed without screws or 
clips; new style temperature control 
dial located at eye level; new Crosley 
Electrosaver unit requires greatly re- 
duced space; 55 in. high, 24% in. 
wide and 24% in. deep. 

Electrical Merchandising, October 15, 
1948. 
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WESTINGHOUSE Ventilating Fan 
Westinghouse Electric Co., East Spring- 
feld, Mass. 

Device: New 10-in. kitchen ventilat- 

ing fan No. 1OPHV., “Poweraire”. 

Selling Features: Moves 450 cfm; de- 
signed for installation in wall of 
kitchen or home laundry; supplies a 
9 x 12 x 8 ft. kitchen with a new sup- 
ply of fresh air every two minutes; 
sharply turned Micarta plastic blades, 
a redesigned motor and a 3-ring air 
injector grille are features; grille 
sets up smooth path for air to enter 
and be drawn through fan; unclipping 


chain starts fan, opens insulated door 
through which air is exhausted; when 
fan is not operating, door is sprung 
tightly closed; weighs 18 Ibs.; 50 
watts, 115 volts, 60 cycles; adjustable 
wall sleeve of heavy sheet steel with 
aluminum finish which accommodates 
all standard wall thicknesses; white 
enamelled plastic grille. 

Electrical Merchandising, October 15, 
1948. 


SUNBEAM Coffeemaster 
Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago, 50, Ill. 

Device: Improved Sunbeam C30 Cof- 

feemaster. 

Selling Features: New matched handle 
on upper Brew-top vessel makes it 
easier to remove top by tilting it for- 
ward, also prevents Brew-top from 
rolling when placed on flat surface; 
new Seat Ring with stainless steel 
inner-spring imbedded in it with 
“fingers” which spring out when up- 
per vessel is inserted into lower ves- 
sel—the “springiness” of stainless 
steel is permanent; simple filter 
assembly and redesigned base. 
Electrical Merchandising, October 15, 
1948. 
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REMINGTON Electric Shaver 


Electric Shaver Div., Remington Rand, 
Inc., Bridgeport, Conn. 


Device: Remington Contour 6 elec- 
tric shaver. 


Selling Features: Standard round head 
is eliminated on new model, which has 
three Blue Streak twin shaving heads 
mounted on a contour plate, designed 
to keep all hair openings in smooth 
contact with the beard on every type 
of face; head has been improved by 
increasing cutting surface and by 
submitting inner cutters to a diamond- 
honing process for keener edges; im- 
proved motor operates quietly, causes 
less radio interference; light gray 
plastic case, trimmed with chrome side 
strips and matching chrome hair 
pockets; presentation case is in 
antique tan leather color, with inside 
in burgundy. 

Electrical Merchandising, October 15, 
1948. 


RADIANT GLASS Clothes Dryer 


Continental Radiant Glass Heating Corp., 
521 Fifth Ave., New York, 17, N. Y. 


Device: Radiant Glass Heat cabinet 
type dryer. 

Selling Features: Two 16 x 24 Radiant 
Glass plates with fused aluminum ele- 
ments in bottom of unit; no moving 
parts; dries a standard 10 lb. wash at 
ironing speed; washed articles hang 
on stainless steel rods which have a 
length equivalent to 60 ft. of clothes 
line; 1200 watts, 11 amps at first, re- 
ducing to 7 to 8 amps when fully 
heated; temperature inside cabinet at 
maximum is 190 degs. F; overall size 
of cabinet is 36 in. high, 34 in. wide, 
24 in. deep. 

Electrical Merchandising, October 15, 
1948 


HOLLYWOOD Liquefier 
Machine-Craft Mfg. Co., 3805 S. Avalon 
Blvd., Los Angeles, 11, Calif. 
Device: Hollywood fruit and vegetable 

liquefier. 

Selling Features: Mixes health drinks, 
special diets, baby foods, drinks, jellies, 
dressing, etc.; scientifically designed 
oval mixing bowl causes rolling circu- 
lation that gives perfect liquefication; 
newly patented 8-blade knife with 
curved and _ serrated edges passes 
through the solid at rate of 150,000 


times per min.; self-lubricating motor 
develops 25,000 rpm; operates on 50 
or 60 cycle a.c. or d.c. 
Electrical Merchandising 
1948. 
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WITTIE Heater-Fan 

Wittie Mfg. & Sales Co., 1414 S. Wabash 
Ave., Chicago, Ill. 

Device: Improved Wittie heater-fan 
combines oscillating action in both 
heater and fan. 
Selling Features: Improvements in- 
clude a new axial air flow design that 
concentrates heat, forcing it into 
strong, swirling currents of air cap 
able of reaching longer distance and 
larger areas than heretofore; a relo- 
cated, improved element that gives 
greater heat intensity—approximately 
5500 btu’s; and an oscillating safety 
clutch which controls the 90 deg. os- 
cillating action and may be operated 
at any position of oscillation; other 
features are a 5-bladed fan and heat- 
ing element located where prying 
fingers cannot reach them; heavy die 
cast base supports a modern 2-tone 
brown steel case; set at a stationary 
position it makes a hair-dryer. 
Electrical Merchandising, October 15, 
1948. 
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SIGHTMASTER Television 


Sightmaster Corp., 385 North Ave., 
New Rochelle, N. Y. 





a4 ’ t ircs 
direct view ture with mirror; cé 
tinuous t g on 13 channels, 25 
tubes 8 la speaker, 2 stages 
st r tuned | yuple 1 to 3 stages 
br ad l ixed tuned LF, maz it 
eye 1 simplified tuning, good for 

inge areas 


Electrical Merchandising, October 15, 
1948. 





U. S. Television-Radio-Phono 


United States Television Mfg. Corp., 
3 West 6/st St., New York, N. Y. 


i ation television-radio- 


1 KRV-12831P 





12-in. direct view 
\M-FM radio; 
t nanging pho! 
l 12 eC is; ma 
i € YF in igh 
l 214 lee ) vail 
i Dile€ 1 4 many uses 
Z 2 12 € wit i 
yg Al! tubes ture I 
A A 4 if nal irea 
t 1if t 31 tube 
r re rs an al detect 
y fer Octohe 15 





TELE-TONE Television 


Tele-Tone Radio Corp., 
609 W. 51 St., New York, N. Y 
Models: 2 television models, No 
mahogany; No 


249- 
259-blond cabinet. 
178% in. wide, 174 in 
high, 208 in. deep; all channel tuning; 
yperates without realignment; all con- 
trols accessible; vertical and horizontal 
holds controls on front; 20 tube com- 
plement; Easy-view screen-52 sq. in. 
area; simple installation; operates 
equally well on weak or strong signal; 
picture and sound perfectly tuned as 
soon as channel is selected. 
Electrical Merchandising, October 15, 
1948. 
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FARNSWORTH Television Set 


Farnsworth Television & Radio Corp., 
Fort Wayne, Ind. 


Device Table model 651-P 

Selling Fe Dark walnut fin- 
ished cabinet 163 in. high, 17 in. wide, 
und 224 in. deep; mirror-backed re- 
ceiver, flat-faced picture tube, 52 sq. 
in., visible in daylight; electronic beam 
simplicity of electrical 


iftures: 


relaxor for 


circuit design and economical set 
maintenance and operation; tront 
mounted operating controls, immediate 


access t omponents for adjust 
ment 
Electrical Merchandising, October 15, 
1948 





SIGHTMASTER Sightmirror. 
Television 


Sightmaster Corp., 385 North Ave., 
New Rochelle, N. Y. 


é Mirror television receiver 
) eatures Custom built 2 or 
rench provincial mirror. Look 
g glass when set is off, screen whet 
picture yme through el Remot« 
pl m ugh glass. Kemot 
tr } 


onspicuous unit placed 
table; no cabinets, visible 
ials or tables. 


Verchandising, October 15, 





FLEXIFONE Intercom 
Operadio Mfg. Co., St. Charles, lil. 


Device: Flexifone 3-station master 


and 2 speaker stations. 

Selling Features: Modern, die-cast 
metal housing for master; speakers 
enclosed in steel housing; electronic 
circuits; clear and natural voice trans- 
mission, 

Electrical Merchandising, October 15, 
1948 


G-E Radio-Phono 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 


Device 
graph. 


Table model 118 radio phono- 
Selling Features: Equipped with auto- 
matic record player, electronic re- 
producer; mahogany cabinet, full 
length lid with metal grille; controls 
beneath lid; 5 tubes plus rectifier; 52 
in. Alnico 5 loudspeaker; built-in 
antenna; record-changer will play 
automatically 12-10 in. or 10-12 in. 
records; single control near tone arm 
includes start-stop switch and device 
to reject any record after it has begun 
to play 

Electrical Merchandising, October 15, 
1948. 





SPARTON Radio-Phono 
Sparks-Withington Co., Jackson, Mich. 


AM-FM 


Sparton 
combination. 
Selling Features: Includes 2 built-in 
antennas, permanent magnet speaker, 
slide-rule illuminated dial with new- 
type station indicator. Cabinet avail- 
able in matched mahogany veneers 
with black plastic knobs. 

Electrical Merchandising, October 15, 
1948. 


Device: console 





FADA Radio 


Fada Radio & Electric Co., Inc., 
525 Main St., Belleville, N. J. 


Device: Table Model 790 AM-FM. 
Selling Features: 8-tubes, 105-125 
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volts; 60 cycles ac-de; 535-16% 
ke, 87-109 mc, tuned circuits, 
automatic volume control; Diode loy 
distortion detector, reduction  <riye 
tuning; Beam power output system; 
illuminated dial; Alnico V dynamic 
speaker; Built-in loop antenna on 
AM, built-in power cord antenna op 
FM; Walnut or ivory plastic cabinets 
144 in. wide, 98 in. high, 72 in. deep; 
104 Ibs. 

Electrical Merchandising, Octobe: 15, 
1948. 





BENDIX Table Radios 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, Md. 


Device: Models 55P3, 55P2, and 
55L2. 

Selling Features: No. 55P3 standard 
broadcast (640-1620 kc) ac-de. Walnut 
plastic all enclosed back; concealed 
molded-in handle; 12 in. wide, 7#s in. 
high, 7] in. deep.; 4 tubes plus recti- 
fier, automatic volume control, beam 
power output, super signal antenna; 
Alnico V dynamic speaker; automatic 
bass circuit, Phantom Grille; “Armor- 
Plate” base, Brite-lite dial. 


mer 





RR 


Model 


walnut 


55P2 


540-1620 kc; brown 
plastic, chrome-gloss surface, 
concealed molded-in handle, all en- 
back; 10] in. wide, 62% in. 
deep; 4 tubes plus rectifier; beam 


4 losed 


power output, automatic volume con- 
trol, super signal antenna; Alnico V 
dynamic speaker; automatic bass cir- 
“Armor 


cuit ; Plate” base, Brite-lite 


dial. 





Model 55L2, 540-1620 kc on ac~-dc; 


white . plastic color scratch-proof 
cabinet; shows translucent when 


“on” in dark; all enclosed back; con- 
cealed molded-in handle; 103 in. wide, 
626 in. high, 7% in. deep; 4 tubes plus 
rectifier, power output, auto- 
matic volume control, super si na! 
antenna; Alnico V dynamic speaker 
automatic bass circuit, “Armor Plate” 
base, Brite-lite dial. 

fie Merchandising, October 15, 
1948. 
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PHILCO Portable Radio 
Philco Corp., Philadelphia, Pa. 


S Mod No. 603 portable personal. 
Selling Features: Jewel-case design 
Scan be personalized with initials; 
Fplastic case trimmed with genuine 
Sieather: red and gold flecked cloth 
grille banded with gold horizontal 
metalstrips ; lid opens to form easel; 
S-tubes including rectifier; dynamic 
B speaker ; ac. or d.c - built-in loop 
aefia 


Electrical Merchandising, Oct. 15, 1948 





ADMIRAL Record Player 


Admiral Corp., 3800 Cortland St., 
Chicago, Ill. 


Two-speed record player. 


Selling Features: Equipped with 2 
one for the LP micro-groove 

334 rpm) records, the other for regu 
ar discs (78 rpm) ; balanced tone arm 
reduce pressure on record; crystal 


irtridge with replaceable osmium tip 

r 1 year playing; switch on upper 

e for change from 78 to 334; Auto- 
change on regular discs 

ectrical Merchandising, Oct. 15, 1948 





ARVIN Table Radios 


Arvin Radio Div., Noblitt-Sparks Indus- 
tries, Inc., Chicago, Ill. 


Models: 243 T and 253 T. 

elling Features: Model 243 T-seam- 
‘8, mar-resistant metal cabinet, 3 
es plus rectifier; dial calibration on 
ming knobs; volume control knob 


¢ 


acts as on-off switch; automatic vol- 


me control, ac-dce. Model 253 T-plastic 


abinet with choice of ebony, walnut 
tivory colors. 4 tubes plus rectifier; 
al calibration on tuning knobs, vol- 
me control combined with on-off 


ectrical Merchandising, Oct. 15, 1948 




















WASHINGTON fre 
OIL BURNING HEATERS 


Washington Frugal dealers “bank” on 
the reputation of these fine appliances 
in more than one way, knowing they'll 
make satisfied customers and more 
profits, too! 


One of the earliest “pot type” heaters, 
the Washington Frugal Hot Blast is 
proved and improved, highly per- 
fected to give maximum comfort, econ- 
omy and convenience with a minimum 
of service. Over a twenty-year period, 
these heaters have established an im- 
pressive record for dependable, trou- 
ble-free service. And that record is one 
reason for another...a_ record- 
breaking number of satisfied cus- 
tomers. 


One owner tells a prospect and you 
soon have another satisfied owner. 


Gray & Dudley appliances are the 
product of specialists with 86 years of 


ing experience. 
stove making expe *Worthy of the Name 





Because Washington Frugal Oil Heaters and other GRAY & 
DUDLEY appliances deliver such satisfactory service, Wash- 
ington Dealers make better profits, year after year after year! 
Write for details. 


ESTABLISHED 1862 


GRAY and DUDLEY 


COMPANY 


NASHVILLE 3, TENNESSEE 


WASHINGTON FRUGAL DISTRIBUTORS 











BAKER & HAMILTON THE LEE HOWE. £0. LTD. RED FEATHER Olt OIL COMPANY 
San Francisco, California ‘oport, e 
A. C. BLACK COMPANY Fs de ayy § HOWE. COMPANY REPUBLIC SUPPLY CORPORATION 
Minneapolis, Minnesota aireinenam. Alabama Detroit, Michigan 

wee arty MeCLAIN DISTRIBUTING COMPANY SIDNEY SCHRAYER & COMPANY 
BRANDON COMPANY Charlotte, North Carolin Sxtceas Miineke 
Little Rock, Arkansas McGOWIN-LY YONS HDWE. & SUPPLY CO. age. 
BROWN-CAMP HOWE. COMPANY Mobile, Alabam SIEG HOME SUPPLY COMPANY 
Des Moines, low MILWAUKEE STOVE & FURNACE REPAIR CO. Davenport, lowa 
CALIFORNIA HOWE. COMPANY Milwaukee, Wisconsin SMALL & SCHELOSKY COMPANY 
Los Angeles, Californ MYER-BRIDGES COMPANY Evansville, Indiana 
CANTON WARDWARE COMPANY LoreLi cours THE JOSEPH B. SMITH COMPANY 
Canton, 0 H COMPANY Toledo, Ohio 
DEALERS Apt APPLIANCE COMPANY ae eant noerent 1 SUPPLY COMPANY SPOKANE PAPER & STATIONERY COMPANY 

ansas ity, kane, ton 
FOREMAN DISTRIBUTING COMPANY eerieiies howe STAMPFER’S FARM & HOME STORE 
Portian A PHILLIPS HDWE. COMPANY Bebonen 

Mi WaRTLEY & COMPANY cee Ce ite COMPANY STANLEY DISTRIBUTING COMPANY 

om enn: ja 
HOFFMAN HOWE. COMPANY §.'M. POPKEY COMPANY TAY-HOLBROOK. INCORPORATED 
Los Angeles, Callfornia Marinette, Wissen San Francisco, Callforn 
GUY H. LANDON PRICE'S, | nc. UNION HOWE. & METAL COMPANY 
Colorado Springs, Colorado Norfolk, Virginia = Los Angetes, California 
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The NATIONAL APPLIANCE AND RADIO PICTURE 
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THE MIDWEST 





(Continued 
i teliev t i is d t 
is ma est nes as they 
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D g the nme t radi 
a tele es vere lull bu 
vit the “ television stations, 


later, WNBQ, go 


e air it was felt that the 
business w | get a shot in the arm 
W he WGN-TV went on the air it 
more t ibled interest in tele- 

und me ants are 
, anak 4 wa fou 
, a ae 


Labor Savers to Follow TV 


ig stributor expects tele- 
e opening door for more 
” evict As competition 


grams and proper 

ewives ire going to 

ge to sit down and 

t ‘ the daytime programs. 
AVS | | wmterfere with their 


result will be a 
ul their usband for labor 


ga ance such as dishwashers 
hers and dryers that 
give m more leisure time to 
Television is going 
bite to the bridge playing buncl 


¢ lanits De 


Television in its Place 


ashes around er 
( it television pictures are 

drive many 
nds their television sets in- 


iusing sewives to 

is linoleum or 
to damage 
e det rumpus room is the fav- 


yutor who sponsors 
g program was slapped on 
manutacturer not 

ld at he was sillv to 
t t r pilal to the beer drink- 
ng beh t sitting around in tav- 
at it was idiotic to appeal to 
nothing but men. With 
e€ ar Ss announcer, he ran a 
test consisting of offering a cook book 
e€ women who were looking at 


e wrestling match then and there. 
Some 531 inquiries for that bunch of 
recipes has convinced him that females 
like to look at manly forms cavorting 
aroun ‘ restling ring just as 
mu as gentlemen like to patronize 
the burle e runways 

E ve ug rec ords are off one of 
( agos veteran radio men believes 
that the radio-record player is going 
to |} ip steadily in interest, par- 
ticularly to people too busy to look at 
the galloping pictures 

Premiums are again raising their 
heads. One big chain offered a $235 
electric range plus a five-piece alum- 
inum set at $218.88. The cooking uten- 
sils are being rated as worth $11.95 
Of Irse the proposition had a one 
day tag only, but that’s what gets 
acti 

A rumor, denied by Commonwealth 
Edison, is that range and water heat- 


ing allowances will soon be snipped 
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“YOUR TROUBLE WAS PERIPHERAL INTERRUPTION OF THE 
VOLTAGE POTENTIAL, MA‘AM.” 








“ANOTHER DOPE WHO WASN'T PLUGGED IN.” 























off in the Windy City. With the 
Chicago utility hitting its limit in 
sales one dim September day, 
generating 
equipment isn’t put on the line soon. 

A small appliance manufacturer has 
a suggestion for utility merchandising 
departments for their time. 


Make a census of dealer setups tor 


Dowel! 


¢} 
t 


is is logical if new 


spare 


location, 


supply, etc., 
as something that should be on record 


demonstrations, size Ol space, 

electrical outlets, water 
] } » 

for every dealer, he says, to expedite 

planning 





THE SOUTH 


(Continued) 





One New Orleans 
dealer who has been selling on a five 
percent down and 24 months-to-pay 
basis, sighed with relief. He predicted 
controls would “equalize 
selling against the mail order houses 
and run a lot of small chiselers out of 
the business.” Up in Knoxville, Tenn., 
Clyde Carpenter of the Electric & 
Water Board said, “It’s going to hurt 
a few dealers but the majority of them 
think it’s going to be all right.” 

In Birmingham and Atlanta, few 
dealers were disturbed, since in these 
cities most credit arrangements were 
on a 20 percent down and 15 months- 
to-pay basis already. In Houston, 


percent favorable 


the new 


where credit buying was up approxi- 


mately 30 percent over last year, one 
large wholesaler declared that “the 
new controls are a fine thing. The 
major curbs will be on those dealers 
who sell terms instead of merchan- 
dise.” In none of the large cities 
checked was there a noticeable last 
minute rush to beat the credit control 
deadline. 

The third item of major news in- 
terest during the month was in the 
steady shift of the gray market, which 
appears now to be moving northward. 
Florida, Alabama and Louisiana, first 
sufferers from the plague, felt a definite 
lift as the shady operators became 
more numerous in Tennessee, Ken- 
tucky and the Carolinas. 

In Greenville, S. C., one dealer 
pointed out that he hadn’t had a re- 
frigerator to sell in the last six weeks 
while a gray market operator down 
the street from him had received and 
sold five carloads. This dealer with- 
out franchise obtained his wares from 
a firm on West 79th Street in Chicago 
and evidently had plenty more coming 
from the same source. 


New Angle Reported 


This reporter, who has studied the 
gray market from its inception, thought 
he had heard everything until he vis- 
ited North Tennessee during the past 
month. There—in Johnson City—a 
gray market operator was not only 
doing a thriving business but was fran- 
chising his own sub-dealers! But he 
was under intense observation by fran- 
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chised dealers who planned some kind 


of action against him soon. 

Selling everywhere picked up wit 
the departure of 90 degree weather and 
the return of the buying public 
vacations. Home freezer sales con 
tinued high as did washers, both regu. 
lar and automatic. Dishwasher sale 
were on the increase except in westerr 
North Carolina, eastern Tennesse: 
and parts of Florida and Georgia. Dis- 
posal units and ironers were going 
steady and water heaters again were 
in the upper brackets. Inquiries were 
multiplying on all kinds of electric 
heating and utilities again were laying 
plans to cope with the heavy demand 
of heating loads expected this Winter 


Radio In Tailspin 


Radio sales—except in the smallest 
sets—seem to have gone into a tail- 
spin. Few dealers—even in Alabama 
which has consistently led other south- 
astern states in radio merchandising 
—could talk about the subject without 
grimacing. The football season and 
the exodus of hundreds of collegians 
to school might perk up the sale of 
sets to some extent but miracles were 
not expected. Most dealers and dis- 
tributors continue to ignore the possi- 
bilities in pushing FM and educationa 
campaigns on it are few and far be- 
tween. Yet it certainly cannot hk 
stated that the radio buying publi 
knows—or ever has known—mu 
about it. 





THE FAR WEST 


(Continued ) 





strong in some locations out of direct 
line with the station. One amusing 
story is told of a set which alternate] 
gave a perfect reception and none at 
all, at capricious intervals. The serv- 
icing crew were about crazy—unt 
they finally discovered that receptior 
here was a “reflection” from a nearby 
gas tank. Every time the gas was low 
and the tank disappeared into the 
ground the image disappeared fron 
the screen. When renewed 
brought it up again, the set worked 
perfectly. The hills of the Bay City 
are at least fixed in position (barring 
earthquakes, of course.) 

Television sets in Los Angeles are 
plentiful, but are moving well. There 
is still some evidence of price cutting 
in television. Some firms are renting 
television sets at $1 a day, on a similar 
plan to that in use in eastern centers 
3etter programming has increased the 
public’s interest in television and 
augurs well for the fall and winter 
business in this line. 

The Intermountain Association 1 
furthering the interests of television 
in its area by backing strongly t! 
efforts of the Salt Lake television sta- 
tion to arrange favorable terms wit! 
the university for the telecasting ©! 
football games this fall. 


storage 


r¢ 


Lamp Promotions Gain 


Lamp promotions are back. ‘hi 
Utah Power & Light Co. and the 
LE.A. are carrying on a lamp bulb 
campaign as an early fall promotion 
with window display prizes, rai 

(Continued on next page) 
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REP!.1BS (Bow No.): Address to office nearest you 

NEW YORK: 880 W. 42nd St. (18) 
HICAGO: 520 N. Michigan Ave. (11) 

SAN FRANCISCO: 68 Post 8t. (4) 








SELLING OPPORTUNITY OFFERED 


SAI 


SMEN—APPLIANCE & Housewares— 
t money making lines—some exclusive 
te ries open—sideline or full time Box 
425, Decatur, Illinois. 


LEGAL NOTICE 


STATEMENT OF THE OWNERSHIP, MANAGEMENT 
CIRCULATION, ETC., REQUIRED BY THE ACT 
oF CONGRESS OF AUGUST 24, 1912 AS 


\MENDED BY THE ACTS OF MARCH 


1933, AND JULY 2, 1946 
Of Electrical Merchandising, published semi-monthly at 
Albany, N. Y., for October 1, 1948 
State New York! .. 
r f New York{ 
re me, a Notary Public in and for the State and 





aforesaid. personally appeared J. A. Gerardi, who 
duly sworn according to law, deposes and 
sav hat he is the Secretary of the McGraw-Hill Pub 
shing Company, Inc., publisher of Flectrical Merchan 
and that the following is, best of his 
ige and belief, a true statement of the ownership, 


having been 





to the 











ana ent, ete., of the aforesaid publication for the 
ate shown in the above caption, required by the Act 
August 24, 1932, as amended by the Acts of March 
and July 2, 1946 (section 537, Postal Laws and 
] ation printed on the reverse of Form 3526, to wit 
That the name and address of the publisher, editor, 
and sale anager is: Publisher, McGraw-Hill Publishing 
( any, Ine.; Editor, Laurence Wray; Sales Manager, 
Ha ¢. Hahn, all of 330 West 42nd St., New York 18, 
VY y 
2. That the owner is: McGraw-Hill Publishing Com 
Da In 30 West 42nd Street, New _a - 
hold holding 1 or more of stock: Curtis W 
McGraw, Executor of the Will of James H. McGraw, 
West 42nd Street, New York 18, N. Y¥.; James H 
MeGraw, J 0 West 42nd Street, New York 18, N. Y 
Ja H. McGraw , Curtis W. MeGraw and Willard 
T. Chevalier, Trustees for: Harold W. MeGraw, James H 
McGraw, J Donald C. MeGraw and Curtis W. McGraw 
a t f West 42nd Street, New York City: Edwin 8S 
Wilsey and Curtis W. McGraw, Trustees for James H 
McGraw rd, Madison, New Jersev; Curtis W. McGraw 
Donald ©. McGraw, both 0 West 42nd Street, New 
York City: Milired W w, Madison, New Jersey 
Grace W. Mehren, 536 St La Jolla. Calif 
Jacoh L. Hain, 1 North Sth Street . Pa. 
That the known bondholders, mor and othe 
o ty hoiders owning o 1 pe or more of 
total amount of bonds, mortg 0 securities are 
Nor 
4. That the two paragraphs next above, giving the 
na of the owners, stockholders, and security holders 


contain not only the list of stockholders and 

rs as they appear upon the books of the 

also, in cases where the stockholder or 

r appears upon the books of the company 

tr in any other fiduciary relation, the name of 

r corporation for whom such trustee is act- 

* given; also that the said two paragraphs contain 

embracing affiant’s full knowledge and belief 

circumstances and conditions under which 

s and security holders who do not appear upon 

wks of the company as trustees, hold stock and 

s in a capacity other than that of a bona fide 

whe and this affant has no reason to believe that 

ar ithe person, association, or corporation has any 

direct or indirect in the said stock, bonds, or 
securities than stated by him 

J. A. GERARDI, Secretary 
MeGRAW-HILL PUBLISHING COMVANY, INC 
1 for 





as so 


Sworn to and subscribed t » me this 29th day of 
Septem he 948 
SEAL ELVA G. MASLIN 
(M ommission expires March 30 0.) 





BUY 


all the U.S. Saving Bonds 
you can 


and 


KEEP 


all the U.S. Saving Bonds 
you buy 
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and newspaper ads. Next will 
come a Certified Lamp campaign, and 
then for Christmas an electrical gift 
campaign, with the slogan “Electrical 
Giving for Better Living.” In Colo- 
rado the Public Service Co. has 
launched a Certified Lamp drive under 
the title of the “Denver Plan.” Meet- 
ings of department store, furniture 
store and electrical store lamp person 
nel were held to give them the selling 
Utility sales staff will also sell 
Certified floor lamps direct. 


spots 


story. 


Fairs Are Back 


State and County fairs are again 
assuming pre-war proportions in all 
parts of the West, with electrical ex- 
hibits prominent in all of them. For 
the most part the expected slump in 
buying, predicted because of crop 
shortages, has not materialized. In 
Utah agricultural areas some trouble 
has been experienced because crops of 
apricots, peaches and pears have been 
good, with the result that the 
eastern market is not paying the prices 
expected. Southeastern Washington, 
with a bumper crop of grain, is a 
booming market, on the other hand. 
On the whole, business throughout the 
Intermountain area is good. 

Plumber trouble is being experienced 
in Denver. Dealers report that a com- 


too 


bine of local plumbers demands full 
retail profit for the installation of 
dishwashers and disposals, although 


they do no selling and merely take 
care of the plumbing connections 

Gas competition in the Rocky Moun- 
tain region is becoming. stiffer, as 
natural gas pipe have brought 
lower priced gas to this area. LPG is 
also active. In Salt Lake City the gas 
company has reduced domestic rates to 
capture the more high’ priced domestic 
business and is cutting off bulk gas 
sales to commercial customers, apart- 
ment houses and industrials, a policy 
which may have reper- 
cussions later on. As a counter-offen- 
sive measure, both the RMEL and 
the IEA, together with local utilities, 
are pushing the Go-All-Electric pro- 
gram, 


lines 


unfavorable 


Freezer Sales Spotty 


Dealers in Spokane recently came 
out with the statement that they felt 
freezer business in that area was below 
what it should be. Figures released by 
the Washington Water Power Co., 


however, indicate that unit sales of 
freezers in their territory were 22 per- 


cent higher this year than last for the 
same period. There was, in fact, one 
home freezer sold for every four elec- 
tric ranges, which is not a bad record. 


Dealers Assn., only a few of the deal- 
ers are doing the bulk of business and 
sales for the remainder are below par. 
They followed this up by a survey 
of their dealers as to personal owner- 
ship of this appliance, which reveals 
that only 36 percent of the proprietors 
of electric stores own freezers, and 
only 13 percent of the salesmen. On 
the basis of this poll, the Association is 
urging manufacturers to consider an 
“inducement below-dealer price” to 
encourage those who meet the public 
to become owners. They believe that 
only the man who owns one can sell 
one, 

Retail appliance business in the Los 
Angeles area is on its way upward 
again after a midsummer slump. De- 





But, says the Inland Empire Electrical | 


liveries in this area have been rela- | 


with 
about 


tively steady, 
deliveries up 


refrigerator 
15 percent, and 


ranges better, except for deluxe models, | 


| Automatic washer sales 
| doubled since the slump in July. 


15, 1948 
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NEW ’ 


ELECTRIC 
WATER 
HEATER 
UNIT 
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is moisture-proofed andystrongér 





It’s sealed against moisture penetration before 
it reaches the hot water heater manufacturer 
or service man! 

YALE uses the following test regularly which 
shows conclusively that it is practically im- 
possible to short-circuit the YALE Water 
Heater Unit even under adverse operating 
conditions: 


FIRST 


the unit is com- 
pletely sub- 
merged in water 
for a long period. 





THEN 


\ 


i> 






g 


a 
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Ss 


Immersion Type 
Heatin 


cial 
od 
= 


of electric heaters. 


=. 


Unit—one of 
a complete YALE line 





the unit is imme- 
diately subjected 
to 1500 volts 


Solid brass 
forged flange. 
















from electrical 
terminal to 
ground. 





I 


Glazed steatite 
insulator block. 














Big #12 thread 
for connections. 





It’s mechanically stronger, too. The spe- 








cial YALE manufacturing process also 
provides extra strength — to minimize the 





strain accompanying the application of 
pressure to the terminal connector. 


y 







4 
e 4k 4 


Sealed against 


moisture penetration. 








Prompt Shipment 


Form HEat 
VECTRIC HEATING 


THE YALE & TOWNE MANUFACTURING COMPANY 
YALE Electric HEATING UNIT SALES 


Roem 1000, Chrysler Building, New York 17, New York, MUrray Hill 9-6700 


“YALE~ 


PAGE 


Makers of the famous YALE lines of 
Locks, Door Closers, Pumps, Hoists, 
Industrial Trucks and Scales. 


17 














Vol. 80 


CHAPMAN, World News Director 





ELECTRICAL 
MERCHANDISING 


Including “ELECTRICAL APPLIANCE NEWS” 


No. 8 


H. W. MATEER, Publisher 
LAURENCE WRAY, Editor 


ANNA A. NOONE, Electrical Appliance News Editor © MARGUERITE COOK, Director 
of Research © JAMES BOLGER, Assistant Editor © ROBERT W. ARMSTRONG, Associate 
Editor © WILLIAM J. HOFFMANN, JR., News Editor © HARRY PHILLIPS, Art Director © 
DEXTER KEEZER, Director Economics Dept. © W. W. MacDONALD, Consulting Radio 
Editor © TOM F. BLACKBURN, Chicago Editor, 520 N. Michigan Ave. 11 © MARTHA 
M. ALEXANDER, Editorial Assistant, Chicago @© CLOTILDE GRUNSKY TAYLOR, San 
Francisco Editor, 68 Post St. © HOWARD J. EMERSON, Associate Editor, Pacific States, 
68 Post St., San Francisco @ AMASA B. WINDHAM, Southern Editor © JOHN 


HARRY C. HAHN, Sales Manager 


A. W. BROWNELL, II, R. C. ARBUCKLE, New York & New England © R. A. WERTH, 
LOUIS W. ROMIGH, Chicago 11 @ J. L. PHILLIPS, Cleveland, 15 © F. P. COYLE, 
Philadelphia, 2 @ ROBERT W. ALAND, Los Angeles, 14 ©@ RALPH MAULTSBY, 
Atlanta, 3 @ T. H. CARMODY, San Francisco, 4 


Publication Office, 99-129 North Broadway, Albany, N. Y 
Editorial and Business Office, 330 W. 42nd St., New York 18, N. Y 


OCTOBER 15, 1948 








HAVE YOU 


CHI TROLLEY TRACKS OUT? 


Tests are yon to be made in Chi- 
ig f a new giant, double 
( 4 niey a 
eave i t ug the hea 
tra Xe ers 1 of the tran 
€ ri € i T is 
€a i “A » the 
a or t gasoline-run ca 
é " Transit Authority 
i t ve s the large 
ts kir®l, being 47 g and sea 
ng 58 pe Hinged in the middle 
in make a sha r turn than many 
nalle i vy being used. Should 
further tests ve satisfactory, the 
CTA might use a group of the electric 


HE'S NO DUMMY 


' 


They usually call the guy who sits 
st 





n a ventriloquist’s knee a dummy, 


but when a fellow boosts sales in a 
lepartment store 50 percent in one 
veek, you might say he ain’t so dumb. 
That's the story of “Eddie Westin” 
e other half of Roy Douglas’ singing 
ventriloquist act which is being fea 
tured throughout the country in sales 


; 





meetings and tions sponsored 
by the appliance division, Westing- 
ywuse Electric Cory Pittsburgh, Pa 
According to J. G. Baird, divisior 
sales promotion manager, Eddie's us« 
electrical applian e merchandising 


not only a traffic builder but a real 


sales maker as well. Dressed as com- 
iny service men, the two entertainers 


give a tast moving routine on the 


eature and 4 t the on 
SOME LINE 
Grand Rapids police out in Michigan 


recently heard a tale of woe from an 

unfortunate housewife, who reported 

the loss of $20 which had been con- 

cealed in her stocking. The loss was 

discovered soon after the departure of 
> 
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HEARD... 


vacuum cleaner salesman who had 


been demonstrating his line 


MILDRED NICHOLS DIES 


Mildred A. Nichols, retired director 

f home economics for Graybar Elec- 
( New York, died Sunday, 
September 19th in Bridgeport, Conn 


Miss Nichols joined Graybar Co., 


1917, and was associated with that 
mpany itor twenty-seven years as 
editor of its employee magazine and 


ther company publications 

\ pioneer among women in the 
electrical industry, Miss Nichols con 
tributed much to the promotion of the 
use of electrical appliances in the 
home. She was one of the original 
ten members that formed the Elec- 
trical Women’s Round Table of New 
York, and was active in the organiza- 
tion until just recently 


MAGIC CARPET 


Shopping comfort is no longer con- 
fined to big city department stores. 
The Westinghouse Elevator Division 
has come out with a new model mov- 
ing stairway, designed especially for 
medium and smaller sized retail stores. 
The stairway is 32 in. wide and cap- 
able of moving 5,000 shoppers an hour 
from the main to the second floor. 
Each step has enough width for an 
adult and child to stand on at the 
same time. It travels 90 feet a min- 
ute at a 30 degree angle, and, because 
it is standard size for all installations, 
it costs 30 percent less, and can be 
built two weeks faster than a similar 
size big-store stairway. 


ETHER ACTIVITY 


General Electric Co.’s lamp division 
has renewed a 52-week contract con- 
tinuing its sponsorship of the Saturday 
night broadcasts of “What's My 
Name?” over 167 ABC stations. 


PHILCO PLAYHOUSE 


Philco Corp. has arranged to tele- 
vise a full hour telecast presenting out- 
standing hits of Broadway with the 
original stars to all the television cities 
of America. Known as the “Philco 
Television Playhouse,” the program 
will originate in New York and be 
telecast over the full NBC network 
on Sundays. Cities, with stations 
not linked to the network, will be able 
to see the shows by the new kinescope 
film method. The programs are being 
prepared by the Actors Equity Assn. 
Estimates figures this expenditure to 
be the heaviest yet by any advertiser 
in use of the new medium. 


HUGE LOSS 


The recent U. S. Steel Quarterly 
reports that the company has incurred 
production losses of more than 5,000,- 
000 tons of finished steel products due 
to work stoppages since January 21, 
1946. The steel lost between then and 
July 1, 1948 could have meant 2,800,- 
000 more automobiles, or 58,250,000 
more refrigerators, or 6,480,000 more 
tractors for you and me. 

Likewise, the stoppage in the coal 
mines, between March 15 and April 
22, 1948, resulted in the steel industry 
losing 1,620,000 tons, which is an esti- 
mated 400,000 more tons than needed 
to build all the bridges, subways, tun- 
nels and elevated lines in Manhattan. 
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AND IF ELECTED, | WILL... 


Louisville, Ky. will have a Repu! |i- 
can candidate for mayor this fall in 
the person of James G. Stewart (no, 
he’s not the actor), president, Stewart 
Distributing Co., and head of Ref 
eration’ Sales Co. 





JAMES G. STEWART 


While he has not yet committed him- 
self on a refrigerator, electric ironer, 
and air conditioner in every home, 
his election was predicted by Chairman 
John W. Martin during the Re 
publican national convention last June 
in Philadelphia. Mr. Stewart to'd the 
assembled delegates that they were in 
vited to come down after the election 
and enjoy some real Kentucky hospi 
tality. Seems like Mr. Stewart's elec- 
tric refrigerator and home freezer 
be put to good use. 

Sut don’t kiss too many Kentucky 
babes, Jim. 


HELPING SANTA CLAUS 


The night before Christmas is some 
time off yet, but good little children 
will have a very good chance of get- 
ting that model choo-choo come the 
dawn of Dec. 25. 

The A. C. Gilbert Co., New Have: 
Conn., recently announced that ex 
panded facilities and new machinery, 
$500,000 worth, have resulted i 
upped production to the tune of 30 
percent over the same period last 
year, according to H. L. Trisch, first 
V. P. and general sales manager. 

However, kiddies, don’t get too e» 
cited. The company will be obliged to 
allocate distributors on nearly all 
items in the line of construction toys 
With normal operating conditions, St 
Nick's helpers look for a sales volume 
of more than $13,000,000 as compared 
with $10,728,000, last year’s record 
breaker. 

With production of American Flyer 
trains 6 times over 1941 and the 
shifting to use of plastics and sub 
stitute metals wherever possible, the 
increased output of Gilbert Co. plus 
other outfits should bring the supply 
of scale model trains up to the de- 
mand...by Yuletide. 


UNSEEN AUDIENCE 


From down in Memphis, Tennesse¢ 
comes the story of a 64-year-ol 
department store manager with ne\ 
ideas. Winfred C. Wingo has to c1 
his grass at night because he work 
six days a week. To keep his law: 
mowed and stay up-to-date on Ar 
Linkletter, Mr. Wingo attached 
long cord to his electric mower. The: 
he added a headlight to see what h: 
was cutting and a portable radio t 
find out who won the refrigerator. 
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5 See eas ttl lll 
ted him- ; i 7 a 
. ‘haa : ‘ a People buy water heaters in order to have HOT WATER... 
i f ve and White delivers 6.9 per cent above utility requirements. This 
ast June 4 i Pe valuable EXTRA feature of EXTRA hot water delivery makes 
= rs 2 * es White a mighty easy unit to sell—as White dealers across the 
election M $ aes By country have found out. 
y hospi- ut x ig 
ore it. ...Plus A 10-Year Protective Plan 
‘entucky » The clincher in a White sale is White’s written 10-year War- 
i= ranty —a bonafide protective plan which turns doubts into 
. = buying action. 
children = Get the White Dealer Proposition... 
» of get- F e 
ok il. Your Sure Route to Quick, Steady Profits 
> Haven, ; es ‘eis Write for actual selling records of White Dealers, get the 
that ex | 3 ae —— was ‘ : 
or nl | oo convincing White Franchise story. You owe it to yourself to 
ted in = know White! 
e of 30 i i 
iod last > ee 4 
sch, first . 6.9% MORE HOT WATER 
ger. ¥ i 
Fave “8 P vd | Though the White is packed with 20 other strong selling 
d to 
ie all features, this one alone closes volume sales. The special-design 
‘one. St ; | White cold water baffle eliminates turbulence, so 
s volume . | Pee that the cold water turns back upon itself, not tend- 
er f ing to mix with the hot water in the tank. Thus 
; White delivers 6.9% MORE HOT WATER than 
at iy f utility requirements. 
_ : Cylinder types (all sizes) and Table Tops. Single 
Co. plus and Double Heating Units, too. 
e supply 
the de- 
WHITE PRODUCTS CORPORATION 
Middleville, Michigan 
ennessec - 
ith ‘nev SPECIALISTS IN ELECTRIC WATER HEATING 
an SINCE 1930 
e work 
his law: 
on Ar’ 
ached 
r. The: 
what he 
radio t 
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DISING 


This modern Conlon Personalized Home 
Ironer Instruction Course sells more 
ironers wherever it is used! It’s an 
“AUTOMATIC” DEMONSTRATOR. Put the 
dramatic Picture Portfolio and set of four 
12” demonstration records to work for 
you. Don’t wait and miss many profit- 


able sales. Write or wire Conlon today. 





—_ 
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=~ GUARANTEED QUALITY — Uy 
>| WASHERS AND IRONERS 


Vaatig Conlon Division, 1824 S$. 52nd Ave., Chicago 50, Illinois 
2 Cenlon-Moore Corporation 





This illustration in 
Magazine Ads shows 
10,000,000 Readers 
how easy it is to use the Jame 
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wap  SIDE-GLIDE IRONING SHOE — and More Selling Features than any other i 
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